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Unit 1: FoundaƟons of MVP and Lean Startup  

  

Learning ObjecƟves  

1. Explain what is an MVP and why startups need it? 

 

2. Discuss the pros and cons of building an MVP at start-ups. 

 

3. DifferenƟate between convenƟonal business models and the Lean Startup method as 
coined by Eric Ries. 

 

4. Illustrate the Build–Measure–Learn approach and relate it with iteraƟve product 
development. 

 

5. Study internaƟonal and Indian startup case studies which got their MVPs launched to 
test market demand. 

 

6. Redress misconcepƟons about MVPs and explain their strategic role in lean product 
development. 

 

7. Explain the significance of agility and swiŌness in adapƟon within startup lifecycle 
using examples from industry. 

 

Content  

1.0  Introductory Caselet  

1.1  IntroducƟon to Minimum Viable Product (MVP)  

1.2  Eric Ries and the Lean Startup Approach  

1.3  Build–Measure–Learn Framework  

1.4  Global MVP Examples  

1.5  Indian MVP Examples  
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1.6  Summary  

1.7  Key Terms  

1.8  DescripƟve QuesƟons  

1.9  References  

1.10  Case Study  

 

 

1.0 Introductory Caselet 

 

From FrustraƟon to FuncƟon: Rachit's Lean Leap 

 

Rachit, a 24-year-old engineer from Pune was fed up of inefficiencies at local grocery delivery 
services. Orders would get, delayed inventory would be old and customer service was 
nonexistent. Instead of complaining, he saw a business opportunity. Inspired from startup 
blogs and podcasts, Rachit thought of ‘GroFast’, a hyperlocal delivery app which claimed to 
deliver fresh groceries in just 30 minutes. 

 

Rather than developing an app with all the bells and whistles, he applied the Lean Startup 
method. Rachit made a simple prototype on WhatsApp and Google Forms. Customers could 
order, and he filled requests by partnering with a handful of nearby vendors. This early 
iteraƟon wasn’t automated or integrated into an app, but it allowed him to validate demand 
and experiment with delivery logisƟcs. 

 

Customer feedback immediately surfaced two pain points: Not enough payment opƟons and 
variable delivery Ɵmes. Rachit leveraged the feedback to iterate on the offering. Working with 
a fellow local app developer, he built out a minimalist mobile app and included rudimentary 
GPS tracking. Orders were picking up, customers liked the product and investors were starƟng 
to take an interest. 

 

Rachit’s is not a story of overnight success, but rather, lean experimentaƟon. Beginning small, 
listening to users and iteraƟng quickly on his product, GroFast evolved from a chat idea into 
a growable plaƞorm. His path is a clear manifestaƟon of MVP thinking — build an experiment, 
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measure user reacƟon over Ɵme and iterate to learn. Rachit discovered that success isn’t 
perfect but a forever process of problem-solving informed by actual user need. 

 

CriƟcal Thinking QuesƟon 

 

If you were in Rachit’s shoes, how would you decide what components to focus on for the 
next version of GroFast app and why? 

 

   

1.1 IntroducƟon to Minimum Viable Product (MVP)  

1.1.1 DefiniƟon and Purpose of MVP  

 

A Minimum Viable Product (MVP) is that version of a new product which allows a team to 
collect the maximum amount of validated learning about customers with the least effort. The 
idea is a core principle of lean startup methodology and promotes early tesƟng, quick 
feedback, and rapid iteraƟon. 

 

Key Points: 

 

• Core DefiniƟon: 

 

An MVP isn’t an unfinished, crappy product. It is a completed, though reduced scope version 
of your product that will allow you to test key assumpƟons about users needs and market fit. 

 

• Strategic Goal: 

 

An MVP exists to prove (or disprove) a business hypothesis with minimal investment before 
building the full product. On the early stage it’s not so much about revenue as it is about 
educaƟon. 

 

1
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• Customer Feedback IntegraƟon: 

 

The MVP is released to a limited number of target users to measure their interacƟons, gather 
feedback and gain insights into real behavior. These lessons provide direcƟon for future 
product development. 

 

• Risk ReducƟon: 

 

MVP aims to reduce the risk of end-developing a product that nobody wants. By validaƟng 
assumpƟons early on, startups can also save Ɵme and money by not invesƟng in dead-end 
features. 

 

• IteraƟve Design: 

 

Delivery of the MVP adheres to the basic rinse and repeat cycle of Build–Measure–Learn, in 
which each cycle validates and refines the product with evidence in place of assumpƟons. 

 

• Examples: 

 

o Dropbox’s MVP was a video of product usability, prior to the tool being created. 

 

(the mvp of airbnb was a site to rent out air maƩresses in their own apartment to see if 
travellers would be willing to stay in a stranger’s home) 

 

1.1.2 Benefits of MVP in Startup Development  

 

MVPs provide a process for startups to roll out a product, test assumpƟons, and iterate from 
real feedback. The approach enables lean resource management, market fit and agility. 
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Key Points: 

 

• Faster Time to Market: 

 

MVPs allow startups to get a bare version of their product in the market top speed and receive 
real user feedback weeks if not days aŌer they thought it up. 

 

• Validated Learning: 

 

It's a learning opportunity each Ɵme you launch an MVP to test customer behavior, 
preferences, pain points and feature viability. This kind of feedback is incredibly important for 
iteraƟvely improving your product and business. 

 

• Capital Efficiency: 

 

Due to limited financial resources startups were short of budget. MVP development saves 
money by not over-invesƟng in unproven concepts, just concentraƟng on the features which 
users want for real. 
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• Market Fit EvaluaƟon: 

 

MVPs provide an way to validate product-market fit in the early stages of development. In 
the event that a product isn’t working for users, the team is able to pivot or change the 
offering before a lot of Ɵme has been spent in investment. 

 

• Stakeholder Confidence: 

 

A MVP that have found success around users and user engagement data can make an appeal 
to investors or potenƟal strategic partners as well; tracƟon takes away a lot of risk. 

 

• Internal Alignment: 

 

An MVP clarifies the key issue and its soluƟon to the team, helping create alignment on 
product, markeƟng, technical or user experience teams on what the immediate goals and 
prioriƟes are. 

 

• User-Centric Approach: 

 

They can also build empathy for their users Startups oŌen use MVPs to develop empathy with 
their users, so that user feedback goes directly into shaping future development which can 
lead to higher (long term) user saƟsfacƟon. 

 

1.1.3 Common MisconcepƟons About MVP 

 

Even though it has been well adopted, the MVP concept is sƟll misunderstood by a lot of 
startups, which results in their wrong strategic maneuvers. This is so important to understand 
in terms of MVP strategy. 

 

Key Points: 
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• MVP is not a prototype: 

 

A prototype is a visual or funcƟonal model that can be thought of as an early, experimental 
pre-producƟon version used to test and perfect a concept. An MVP, on the other hand, is a 
real product used by real users. It works on its own, to the greatest extent possible, and can 
be tested in nature to see how it is received. 

 

• MVP is not low quality: 

 

Some founders mistakenly think MVPs can be bad or broken. Yet the minimum must also be 
funcƟonal and valuable, or no one will use it, and derive any knowledge. 

 

• MVP doesn’t mean it’s a finished product: 

 

An MVP is frequently confused with a product launch. In fact it is a test tool and not the 
desƟnaƟon. This process is expected to conƟnue through feedback and learning. 

 

• MVP has a name but it doesn’t mean get less features to the market = good: 

 

The MVP should have just the right features to saƟsfy early customers and validate a 
proposed engine of growth. Taking too much off could render it meaningless; overloading the 
thing could defeat the whole purpose. 

 

• MVP is not only for tech products: 

 

While soŌware-born, MVP thinking can be applied to any number of industries — retail, 
services and manufacturing both included; even in educaƟon where it’s oŌen implemented 
at scale but sƟll pivots on assumpƟons that aren’t evidence based. 

 

• MVP does not ensure success: 
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However, MVPs miƟgate risk, but don’t ensure market success. Where it works is when the 
startup learns and adapts quickly from MVP implementaƟon. 

 

 

“The Minimum Viable Product was thought to be popularized by Eric Ries, I think he hatched 
it but Frank Robinson dubbed the term in the early 2000s.” Robinson said that it is the 
“simplest product you can build in order to get us to team maximum validated learning.” This 
history makes it clear that MVP isn’t just a startup fad, but a deliberate product approach 
based on customer discovery and data-driven decisions.” 

 

1.2 Eric Ries and the Lean Startup Approach  

1.2.1 Principles of the Lean Startup  

 

Lean Startup, a methodology based on validated learning and iteraƟve product development 
is all about fast iteraƟon and experimentaƟon. It is intended to assist new ventures in 
establishing sustainable businesses under condiƟons of extreme uncertainty. 

 

 

 

Key Points: 

 

Did You Know?   
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• Entrepreneurs Are Everywhere 

 

The Lean Startup methodology takes as a premise that the pracƟce of entrepreneurship is 
not solely to be found in Silicon Valley. And it can flourish anywhere — in any part of the 
world, sector, or organizaƟonal type (corporate or NGO or government). 

 

• Entrepreneurship is Management 

 

Where tradiƟonal management theorists regarded start-ups as smaller versions of large 
companies, lean startup considers them to be something completely different.” Lean Startups 
as a form of adapƟve management The Lean Startup is a new approach being adopted across 
the globe, changing the way companies are built and new products are launched. Since 
Startups have (also) high uncertainty, they learn a lot, customers change. 

 

• Validated Learning 

 

One of the primary beliefs is that startups are trying to learn how to build a sustainable 
business, not just good products and technologies. All of a startup’s efforts should be targeted 
toward learning in this way. 

 

• Build–Measure–Learn 

 

This is a loop that consƟtuites the act cycle in Lean Startup. First teams put a MVP into market 
as quickly as possible, then measure user feedback and decide whether to persevere or pivot. 
This step is what enables startups to iterate quickly, informed by data instead of assumpƟons. 

 

• InnovaƟon AccounƟng 

 

The tradiƟonal accounƟng system looks at revenue, profit, and the ROI of investments: things 
that simply don’t maƩer in the early years of an early stage startup. InnovaƟon accounƟng 
monitors progress by seƫng learning milestones, measuring customer behavior and focused 
on process improvements. 

2
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• Pivot or Persevere 

 

Simply put, Startups need to ask themselves if what they are doing (at that moment) is 
providing them fuel for growth. If feedback indicates that tracƟon is lacking, or if key 
assumpƟons are flawed, entrepreneurs need to decide whether to pivot (make a 
fundamental change to their business model) or persevere (opƟmize the current business 
model). 

 

1.2.2 Importance of Agility and AdaptaƟon  

 

One of the basic principles in Lean Startup is agility. It’s shorthand for a startup’s capacity to 
adapt quickly to feedback, new market condiƟons or different customer behavior. A lack of 
agility can kill big, well-funded startups if they suffer from ossified thinking or tardy 
responses. 

 

Key Points: 

 

• Responding to Market Feedback 

 

Agile startups are designed to incorporate and respond to customer feedback. This needs a 
feedback mechanism at all stages of product development. An agile team quickly reacts on 
this feedback in the next iteraƟon or release. 

 

• Short Development Cycles 

 

Agile is manifested through: Sprints – rapid, iteraƟve development cycles with teams 
producing working product versions in days or a week rather than months. These are the 
cycles that allow for a startup to go through constant development and stay in line with 
evolving market demands. 

 

• Fail Fast, Learn Faster 
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In a Lean Startup, failure is not only "OK," it's celebrated as an essenƟal learning step. 
Startups are urged to experiment with bold ideas, figure out what doesn’t work and pivot 
early rather than conƟnue to head in wrong direcƟons. 

 

• Real-Time Decision Making 

 

Data-driven insights and relaƟonship to real-Ɵme analyƟcs are at the heart of Agile startups. 
They shun the inacƟvity of waiƟng on extensive market research or an annual strategy review. 
Rather, they use “live data” user feedback to make small decisions one step ahead. 

 

• Team Culture and CommunicaƟon 

 

Agility is more than a process, it’s an aƫtude. It needs to bring cross-funcƟonal teams 
together that communicate and are aligned around the needs of the user. Seamless transiƟon 
among roles, prioriƟes and tools is where some lean startups outshine bureaucraƟc 
organizaƟons. 

 

• AdaptaƟon in CompeƟƟve Markets 

 

In fast-growing sectors like technology, health care or digital services, adaptability to change 
can be the difference between market leadership and irrelevance. The Lean Startup is built 
on a philosophy of conƟnuous iteraƟon. 

 

1.2.3 Lean Startup vs. TradiƟonal Business Models  

 

The Lean Startup methodology defies most of the convenƟonal business wisdom in three 
important ways: how products are built, how markets are entered, and what consƟtutes 
progress. Classic approaches imply foreknowledge; Lean Startup implies uncertainty. 

 

Key Differences:  
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Aspect  Lean Startup Model  TradiƟonal Business Model  

Product  

Development  

Starts with MVP to test hypotheses  Full-featured product before launch  

Customer Feedback  Collected  conƟnuously  during 
development  

Collected aŌer launch  

Planning Approach  IteraƟve, flexible planning  Fixed business plans and long-term 
forecasts  

Risk Management  Risk is embraced and tested early  Risk is minimized through upfront 
planning  

Funding Usage  Invested gradually aŌer validaƟon  Large upfront capital investments  

Failure  Seen as a learning opportunity  OŌen avoided or penalized  

Market Research  Based on real-Ɵme user interacƟon  Based  on  pre-launch  research 
 and assumpƟons  

Decision Criteria  Data-driven, based on user behavior  Based on financial projecƟons and 
intuiƟon  

 

 

Key Points: 

• Time to Market 

Lean Startup is the pracƟce of geƫng a working MVP in front of people as quickly as possible 
and iteraƟng based on usage. TradiƟonal thinkers will wait unƟl a complete product is finished 
before cuƫng code and tesƟng, creaƟng risk if customers don’t react favorably upon release. 

• Flexibility in Strategy 

Most tradiƟonal businesses are change-averse thanks to sunk costs and non-flexible 
planning. Lean Startups are designed to adapt based on what they learn, making them beƩer 
posiƟoned to adjust. 
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• Customer-Centric vs. Product-Centric 

Lean Startups emphasize learning from customers and are more willing to ignore team 
opinions and maintain product imperfecƟon before launching. 

• ValidaƟon vs. AssumpƟon 

Lean demands valid learning, while tradiƟonal may be based on a learning that comes (if at 
all) aŌer the fact of significant investment. 

 

 

  

“One of the lesser-known facts about Lean Startup methodology is that it was inspired by 
Toyota’s lean manufacturing system. Eric Ries adapted principles such as "just-in-Ɵme 
producƟon," "eliminaƟng waste," and "conƟnuous improvement" to fit the startup context. 
This crossover from industrial manufacturing to entrepreneurship redefined how businesses 
are launched, parƟcularly in the soŌware and digital sectors.”  

1.3 Build–Measure–Learn Framework  

1.3.1 Build: CreaƟng the Prototype or MVP  

 

The “Build” phase represents the first stage of Build–Measure–Learn feedback loop in Lean 
Startup methodology. Its focus is on making a stripped-down version of the product, oŌen 
called the Minimum Viable Product (MVP), with just enough features to validate assumpƟons 
and get real user data. The phase is not to build perfect but to have something viable that 
can be placed in front of real users as soon as possible. 

 

Build Phase Key Components to Consider: 

 

• IdenƟfy the Core Hypothesis 

 

• Startups must first decide what key assumpƟon or business hypothesis they want to test 
before construcƟng. 

 

Did You Know?   
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• It may have to do with customer intent, payment frequency, product concept or central 
feature value. 

 

• Example: Dropbox’s fundamental hypothesis was that people would desire to sync files 
across devices effortlessly. 

 

• Define MVP Scope 

 

• MVP will be simplified to the leanest minimum, that validates its primary assumpƟon. 

 

• Resist scope creep and feature bloat in the novelty.“Voices” During everything that came 
before you had to offer a lightweight but polished applicaƟon. 

 

• The MVP needs to work, and conƟnue to have some funcƟonality or uƟlity for users. 

 

• Speed of ExecuƟon 

 

• Time to construct should be minimized. The aim is to get a product into users’ hands as 
fast as possible. 

 

• In tech products, this could involve using open-source tools, no-code plaƞorms or exisƟng 
APIs. 

 

• Types of MVPs 

 

• Landing Page MVPs 

 

perhaps =These are one-page Web sites that test user interest in a product idea, “Interest 
Testers,” by geƫng willing users to commit-–sign up–or pay-–pre order. 
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o Example: Buffer was originally a landing page to present the idea of the product 
accompanied by a form where one could sign up for more informaƟon. If a user clicked “Plans 
& Pricing,” they were greeted by a message staƟng that the product wasn’t ready yet, giving 
the brother-sister duo an indicaƟon of interest. 

 

• Wizard of Oz MVPs 

 

o From user's perspecƟve the product is working fine but things are being done in manual 
way at backend. 

 

o Example: Zappos creator Nick Swinmurn tried out the concept by taking photos of shoes at 
local mall shoe stores and puƫng them online. When someone bought a pair, he would 
order the shoes manually and ship them himself. 

 

• Concierge MVPs 

 

o Startup companies provide the service to a small number of users manually first in order to 
gauge the market before developing technology. 

 

o Example: Wealthfront started with manual investment advise to a handful of users before 
it learned what people really wanted and then automated the service. 
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• Explainer Videoso These are brief clips that would show how a product will work to gauge 
user interest or capture pre-launch sign ups. 

 

o Example: Dropbox built a 3-minute video on how their product would work. 

 

This video resulted in an explosion of sign-ups before even building the real product. 

 

• Team Involvement 

 

• Product, design and engineering need to all work together. 

 

• In a start-up, it’s common for the same people to wear more than one hat in order to be 
able to iterate faster. 

 

• Customer persona and use case clarity should guide early product decisions. 

 

• Set Success Metrics 

 

• ArƟculate what success of this MVP will look like. 

 

• These could be online users, per-day users, conversion rates or qualitaƟve user feedback 
from early testers. 

 

• Risks and Constraints 

 

• The process of building an MVP is generally a dance between speed and legislated stability. 

 

• Over-build and you spend too much Ɵme, under-build and have something not strong 
enough to glean insight. 
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• even early MVPs should at least lightly address security, usability, and legal compliance. 

 

• Pilot TesƟng 

 

• MVPs can be tested in small, controlled seƫngs prior to full release. 

 

This fine tunes bugs and restores faith before it is in the public eye. 

 

1.3.2 Measure: CollecƟng and Analyzing Feedback  

 

Next, once the MVP is live, comes measuring how users are using it. The aim is to amass 
acƟonable, data-based response that says whether or not the MVP solves the user problem 
and confirms (or disconfirms!) the iniƟal hypothesis. It’s not just numbers, but insight to be 
gained from measurement. 

 

CriƟcal Components of the Measure Phase: 

 

• Deciding on Metrics o  Rather than vanity metrics, "acƟoable metrics" should be the focus. 

 

o AcƟonable metrics include: 

 

➢ Conversion between counts (such as visitors and sign-ups) 

 

➢ Rate of retenƟon (e.g., users that return Ɵme on Ɵme) 

 

➢ Churn rate 

 

➢ Customer lifeƟme value (CLV) 
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➢ Net promoter score (NPS) 

 

• What we Need" - AnalyƟc Tools Used o Use of AnalyƟcs Tools:  We use mulƟple analyƟcs 
soŌware such as: 

 

➢ Google AnalyƟ c s (user flow and behavior) 

 

➢ Mixpanel (event-based tracking) 

 

➢ Hotjar (heatmaps and user behavior) 

 

➢Amplitude (product analyƟcs) o These tools allow you to see where users drop off, engage, 
and fail to convert. 

 

• Customer Feedback Mechanisms 

 

o Direct user feedback is invaluable. Use: 

 

➢ In-app surveys 

 

➢ Customer interviews ➢ Feedback forms 

 

➢ User tesƟng sessions o See not only what users do, but also why they do it. 

 

• A/B TesƟng o Perform tests to compare the performance of different versions of product 
features or designs. 
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o Great for tesƟng pricing models, CTA placements, or different onboarding experiences. 

 

• Cohort Analysis o Assess batches of users by when they began using the product. 

 

o Shows you if things are trending up over Ɵme, and whether improvements are actually 
effecƟve. 

 

• Stay away from Vanity Metrics o Numbers such as, total number of downloads, raw traffic 
or social likes may seem appealing but they do not serve much strategic value. 

 

o Consider instead, measurements that relate to user acƟon and business value. 

 

• Event Tracking o You can track events that are important to your business or applicaƟon. 

 

➢ "Signed up" 

 

➢ "Completed onboarding" 

 

“Feature X usage” o Aids in idenƟfying the customer journey and idenƟfying pain points. 

 

• Measure Learning Outcomes 

 

o Determine whether the MVP served to validate the iniƟal business hypothesis. 

 

o You may need to compare with both a quantaƟve and qualataƟve view. 

 

• Feedback Loops and ReporƟng o Keep key insights up-to-date in a wriƩen format. 
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o Communicate learnings across teams, to ensure synchronicity for the next cycle. 

 

1.3.3 Learn: IteraƟon and PivoƟng 

 

“Learn” is the last step of the Build–Measure–Learn cycle. This means that you will need to 
analyze it, measure how users interacted with the MVP, and aŌer making a strategic choice – 
weather to keep improving (persevere) or change direcƟon (pivot). 

 

Topics to Highlight in the Learn Phase: 

 

• Compile Insights o Evaluate the informaƟon gathered in “Measure. 

 

o Look for paƩerns such as: 

 

➢ Repeated customer complaints 

 

➢ Exit points on the journey of life 

 

➢ Unexpected feature usage 

 

• Test the Hypothesis o Compare insights with your original business assumpƟons. 

 

o Was your hypothesis supported, was it not-support, or parƟally-supported. 

 

• Pivot or Persevere Decision o Pivot is making a structured correcƟon or change to a vision. 

 

o Types of pivots include: 
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➢ Zoom-in pivot: Have one feature in focus. 

 

➢ Zoom-out Pivot: Diversify the value proposiƟon beyond its current focus. 

 

➢ Customer Pivot: Change your target customer. 

 

➢ Plaƞorming: Conversion from a product to a plaƞorm, and vice versa. 

 

➢ Technology Pivot: Change the technology. 

 

q Perseverance refers to the conƟnuaƟon of moving up along the criƟquing-towards-heaven 
diamond riding on feedback and engagement. 

 

• IteraƟve Development o AŌer we decide, go back to “Build” with a new understanding. * 
The paƩern starts all over with a new MVP, metrics change or goals are shiŌed. 

 

• Learning Velocity o Startups need to learn faster than they would if they were anywhere 
else. 

 

o Learning velocity is how fast a team can test, analyze and pivot. 

 

• Team Alignment 

 

o Cross-department learning: By sharing learnings across departments, product, design, 
markeƟng and support teams are all empowered to build on learned facts instead of making 
assumpƟons. 

 

• Write Down Lessons Learned o Keep a “Learning Journal” or product development ledger. 
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o This helps prevent history from repeaƟng itself, and has the added advantage of making 
staff training easier. 

 

• Case Example 

 

o Instagram started as Burbn—a feature-laden app that included locaƟon check-ins and 
gamificaƟon. The team adjusted to user feedback, changing their aƩenƟon exclusively to 
photo sharing that users liked best. 

 

• Scaling AŌer Learning o When product-market fit has been validated and the core 
assumpƟons are proven, then the team can start scaling development work, markeƟng spend, 
as well looking for broader market tracƟon. 

 

 

1.4 Global MVP Examples  

1.4.1 Amazon – Online Bookstore to Global Marketplace  

 

And Amazon is a textbook example of beginning with an MVP and iteraƟng towards a global 
marketplace. Books, Jeff Bezos, Amazon’s founder, once said, were a perfect test case for e-
commerce because they are so universal and standard in format. In 1995, Amazon’s MVP was 
simply a primiƟve website that displayed only books and wasn’t very well craŌed (poor design) 
either, with maƩress-like client side resources which required users to think a lot while 
interacƟng, had manual backend fulfillment processes etc. 

 

Key Elements of Amazon’s MVP: 

 

• Single Product Focus 

 

o The MVP was books alone because they are easy to ship, have a ISBN system and there is 
already strong demand of them. 
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o This enabled Amazon to prove the concept of online sales and logisƟcs operaƟons. 

 

• Manual Processes 

 

o Orders were manually processed. Inventory was purchased on a just in Ɵme basis, keeping 
iniƟal costs low. 

 

o No warehousing and heavy infrastructure was planned as of now. 

 

• Customer Feedback Loop 

 

o Early adopters contributed informaƟon in the form of reviews, raƟngs and mulƟple 
purchases. 

 

o This informaƟon informed other product-categories and site changes down the road. 

 

• IteraƟon Over Time 

 

o And, as more people used the plaƞorm, Amazon expanded to sell music, DVDs and 
electronics; later it allowed third-party sellers to hawk goods alongside its own product lisƟngs 
from around the world. 

 

o The business model transformed into a scalable system, merged with automaƟon (bots), 
recommendaƟon engines and logisƟcs management. 

 

• Learning Outcome 

 

o Amazon’s early MVP served as a means to test user reliance on online payments, back-end 
shipping logisƟcs and ease of use in an all-new digital e-commerce plaƞorm. 
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o Interims reward success – and from this iniƟal success came the growth of the Amazon 
ecosystem: AWS, Kindle, Prime. 

 

1.4.2 Facebook: From Campus Network to Social Giant 

 

The story of Facebook’s Beginnings as an MVP, the importance of niche when growing your 
product | The lesson to learn in feature rollouts. "Thefacebook," as Mark Zuckerberg called it, 
went live only for Harvard students in 2004. The MVP was just a bare bones profile directory 
that could upload pictures and informaƟon and connect with others over the closed 
university network. 

 

Key Elements of Facebook’s MVP: 

 

• Limited Market o Launched to only Harvard students. This closed users group has proved 
to be an efficient way of geƫng feedback and monitoring adopƟon. 

 

o It created exclusivity and viral network effects among a predefined set of users. 

 

• Back to Basics o The MVP featured ability to create a profile, browse other profiles and 
connect with the friends. 

 

o Original version did not have photo albums, news feed or ads. 

 

• Organic Growth 

 

o AŌer success on Harvard, it expanded to other Ivy League schools and then all universiƟes 
in the U.S., and then globally. 

 

o Each growth phase also expanded scalability tesƟng and iteraƟve improvement. 
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• User Feedback and Data o New features were developed based on user acƟons, including 
the creaƟon of groups, photo tagging and Ɵmeline. 

 

o The feedback loop has now become the core of Facebook’s product development. 

 

• Scalable Infrastructure 

 

o The MVP stage made sure the back-end infrastructure could scale as the user base was 
increasing dramaƟcally. 

 

This paved the way for Facebook’s future offerings such as Messenger, Marketplace and 

 

Meta integraƟons. 

 

1.4.3 Airbnb – TesƟng with Air MaƩresses  
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One of the most referenced MVP case studies is Airbnb’s origin story. In 2007, at a large 
design conference in San Francisco, co-founders Brian Chesky and Joe Gebbia needed to pay 
their rent. They found out that hotels were full and offered to rent the floor of their 
apartment complete with air maƩresses plus breakfast: “AirBed & Breakfast” was thus 
conceived. 

 

Key Elements of Airbnb’s MVP: 

 

• Immediate Market Need o The MVP addressed a real pain: lack of accommodaƟons during 
events. o it was an experience play, rather than a complete hotel alternaƟve. 

 

• Manual OperaƟons 

 

o Bookings, payments and communicaƟon was manual iniƟally. 

 

o This decreased tech dev costs and opened opportunity for quick iteraƟon. 

 

• Simple website o A simple website was constructed which listed the apartment, photos and 
booking details. 

 

o Visitors could see the list and book via email. 

 

• User Feedback 

 

o IniƟal guests provided input on comfort, cleanliness and trust. 

 

o This played a role in the system of reviews, policies on guests, and safety procedures. 

 

• Learning and Expansion 

7
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o The MVP showed people were willing to book in the homes of strangers, a previously 
perceived risk/unscaleable concept. 

 

o The idea spread to other ciƟes, resulƟng in funding and app creaƟon. 

 

• IteraƟve AddiƟons 

 

o FuncƟonality such as secure payments, user verificaƟon, host guarantees and mobile 
applicaƟons were added to the plaƞorm as it scaled. 

 

1.4.4 Uber – First Ride in San Francisco 

 

Uber launched in 2009 as UberCab, an “MVP” (minimum viable product) created to address 
the frustraƟons around undependable taxi services and non-ubiquitous cabs. Travis Kalanick 
and GarreƩ Camp made a simple app that allowed people in San Francisco to hail a black car. 
The point was to see whether you could make ride-hailing work through a cellphone. 

 

Key Elements of Uber’s MVP: 

 

• Single City Rollout o San Francisco was selected because of its populaƟon density and tech 
friendly end user market. 

 

o Geographic RestricƟon was integrated to enable controlled experiments. 

 

• High-End IniƟal Offering 

 

o The MVP targeted geƫng spiffy cars with professional drivers into the hands of users — not 
posiƟoning Uber as a taxi alternaƟve, but an exclusive service. 
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• Basic App FuncƟonality 

 

o The basic funcƟons were locaƟon tracking, ride-request and fare-esƟmaƟon. 

 

o Cashless transacƟons were done using the credit cards integrated in the app. 

 

• Manual Dispatch and CoordinaƟon 

 

o For one, much of what now happens with driver dispatch in the early years was essenƟally 
coordinated manually under-the-hood. 

 

• Feedback-Driven Enhancements 

 

o Riders vented about drivers not being able to find rides and issues with the app. o This 
helped fine-tune sorƟng algorithms, route opƟmisaƟon, UI/UX. 

 

• Scalability and PivoƟng o Expanding to Lower-Cost OpƟons AŌer victory in the luxury 
segment, Uber explored lower-cost opƟons like UberX. 

 

o Over Ɵme, that service had grown around the world and into a mulƟ-modal transportaƟon 
offering. 

 

“AcƟvity: MVP ExploraƟon and SimulaƟon”  

  

Learners will be divided into small groups and assigned one of the MVP examples—Amazon, 
Facebook, Airbnb, or Uber. Each group will study the startup’s MVP strategy and simulate the 
creaƟon of a similar MVP for a new product or service. They will define the core problem, list 
features for their MVP, describe how they would test it with users, and idenƟfy key metrics for 
feedback. The acƟvity will conclude with a presentaƟon where each team shares their MVP 
plan and anƟcipated learning outcomes. This hands-on simulaƟon encourages learners to 
apply Lean Startup principles to pracƟcal contexts. 
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1.5 Indian MVP Examples  

1.5.1 Zepto/Kirana Kart – 10-Minute Delivery MVP  

 

Zepto, which was originally called Kirana Kart when it came to market in 2020, is one of India’s 
beƩer-known quick commerce MVPs. It was started during the Covid-19 pandemic by two 
Stanford dropouts, Aadit Palicha and Kaivalya Vohra. The 10-minute delivery was an 
experiment to see if it was possible and whether Indians in metros wanted hyperlocal service. 

 

Key MVP Features and Insights: 

 

• Narrow Product and Geography o The MVP was limited to milk, bread, eggs — products that 
are quickly perishable in a specific neighborhoods in Mumbai. 

 

o Orders delivered from joint local shops, thereby reducing iniƟal warehousing demand. 

 

• Manual logisƟcs setup o Back of the house was partly manual with courier personnel 
coordinaƟng through messages and calls while customers placed orders in the most basic app. 

 

• User-First Delivery Promise o The basic belief was that sub-nimble (less than 10 min) delivery 
would influence user loyalty and usage. 

 

o Feedback confirmed that speed was a key compeƟƟve differenƟator. 

 

• OperaƟonal Issues o Early problems were around rouƟng opƟmizaƟon, and delivery what 
took forever for delivery, or would arrive with the wrong parts. o These were worked out 
with micro-warehouses or “dark store” in subsequent versions. 

 

• Rapid IteraƟon and Scaling 
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o The team Rede Started as Zepto and scaled to mulƟple major ciƟes in India by focusing on 
real-Ɵme inventory, fulfillment tech & logisƟcs infrastructure o Post early success the team 
has rebranded it to Zepto. 

 

1.5.2 Zomato/Foodie Bay - Restaurant LisƟngs 

 

Before it went on to be a food delivery giant, Zomato was originally known as FoodieBay and 
as an MVP launched in 2008 by Deepinder Goyal and Pankaj Chaddah. The first product 
addressed a straighƞorward problem: access to digital copies of restaurant menus that were 
not online or were out-of-date. 

 

Key MVP Features and Strategy: 

 

• Menu Discovery as First Level of Focus o FoodieBay had started by uploading restaurant 
menus in PDF format for office workers in Delhi NCR. 

 

o The MVP was aimed at users who used to order food and had no access to current menus. 

 

• Manual CollecƟon of Data o The team had manually gathered restaurant menus documents 
and scanned them. 

 

o The MVP did not run on real-Ɵme, no user reviews or mobile app integraƟon was there at 
the beginning. 

 

• Simple Web Interface o It had a search index of restaurant lisƟngs showing the name and 
locaƟon with an image of the menu. 

 

o It didn’t have advanced filters, delivery or booking opƟons. 
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• User Behavior and ValidaƟon o Fast user growth and returning traffic demonstrated clear 
need for menus to be easily reached. 

 

o The group solicited feedback to find out what other features users wanted — such as 
reviews and photos. 

 

• Pivot and Expansion o FoodieBay was later rebranded to Zomato, implemenƟng user-
generated content, mobile apps and food delivery in later years. 

 

o Its transformaƟon from job lisƟng to mulƟ-service offering aƩests to a successful MVP pivot. 

 

Other Indian MVP success stories on the rise. 

 

Besides popular names such as Zepto and Zomato, there are also several Indian start-ups that 
have developed successful MVPs which validated their idea before they took it forward to the 
next level. 

 

Examples of Notable Emerging MVPs: 

 

• Ola (Cab Booking) o When Ola first started, it had a call-based booking model with users 
calling in to avail rides and cabs geƫng dispatched manually. 

 

o There was no app in the first MVP; it aimed to see if users would prefer scheduled taxis as 
opposed having to hail them. 

 

• Dunzo (Hyperlocal Tasks) o Dunzo was founded as a WhatsApp-based concierge service in 
Bengaluru. 

 

o Users would send tasks via message — pick up groceries, deliver a package — and the 
founders did them themselves to determine demand for “errand outsourcing.” 
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• Razorpay (Payment Gateway) 

 

o Razorpay introduced their first version of payment processing (an MVP) for startups and 
small companies. 

 

o It promised easy integraƟon and clear pricing to address pain points in payment gateway 
complexity and onboarding. 

 

• Kuku FM (Audio Content Plaƞorm) o Key Insight: With Kuku FM the team tested MVP 
enƟrely, dedicated to vernacular audio storytelling that solved the problem of no regional-
language podcasts. 

 

o It launched a few audio series in Hindi and monitored engagement before growing into a 
full plaƞorm. 

 

Both of these companies began with zero money and manual operaƟons, tesƟng one core 
user behavior or assumpƟon before broadening their service. 

 

“AcƟvity: CreaƟng a Local MVP Blueprint”  

  

Learners will work in small groups to idenƟfy a common local problem—for example, late-
night food access, errand running, or service discovery. They will design an MVP soluƟon using 
minimal resources such as WhatsApp, Google Forms, or a simple webpage. Each group must 
define their hypothesis, MVP features, method of validaƟon, and plan for collecƟng feedback. 
They will then present their MVP blueprint to the class, explaining how they would iterate 
based on user responses. This acƟvity helps students translate theoreƟcal MVP concepts into 
acƟonable, real-world strategies.  

 

 

1.6 Summary 
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❖ Minimum Viable Product (MVP) is the most basic version of a product which enables 
startups to validate assumpƟons and receive feedback from users with liƩle resources. 

 

❖ The objecƟve of an MVP should be to validate business model hypotheses early, shorten 
Ɵme-to-market, and iterate rapidly based on real customer responses. 

 

❖ MVPs have several advantages such as cost savings, faster validaƟon, risk reducƟon and 
beƩer stakeholder buy-in. 

 

❖ The Lean Startup methodology, iniƟally introduced by Eric Ries, prioriƟzes learning through 
experimentaƟon and iteraƟve product releases. 

 

❖ The Build–Measure–Learn feedback loop is a Lean Startup fan favorite because it’s how 
teams manage their work based on user behavior and feedback from metrics. 

 

❖ Large companies like Amazon, Facebook, Airbnb and Uber started with MVP’s taking care 
of 1 Clear problem w/ least number of necessary features. 

 

❖ Indian startups like Zepto, Zomato, Ola and Dunzo also employed MVP strategies by iniƟally 
using low technology tools to test ideas before scaling. 

 

❖ MVPs are not things with no funcƟonality because they're "Should be good enough to test 
out the idea and learn." 

 

1.7 Key Terms 

 

Minimum Viable Product (MVP) – The smallest thing we can build that lets us quickly make it 
around the Build/Measure/Learn loop to gage user response. 
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Lean Startup - A pracƟce for developing businesses and products, which aims to develop 
products by adopƟng a combinaƟon of business-hypothesis-driven experimentaƟon, iteraƟve 
product releases and validated learning. 

 

Build–Measure–Learn – A feedback loop for startups to learn whether they should change 
course or produce more. 

 

Pivot – a structured course correcƟon designed to test a new fundamental hypothesis about 
the product, strategy, and engine of growth. 

 

Validated Learning – The learning that results from measuring value (in terms of user behavior 
or other gauge) and gaining knowledge of your real users that either validates or invalidates 
an assumpƟon in a business model. 

 

InnovaƟon AccounƟng – A term referring to a collecƟon of metrics that are used to track 
progress in an uncertain super early stage startup as opposed to tradiƟonal financial metrics. 

 

Concierge MVP – A type of MVP where services are done from the hand, pretending to be an 
automated tool to test with no full development. 

 

Vanity Metrics —Shallow staƟsƟcs (e.g. app downloads, likes) that don’t offer insight into how 
to act next. 

 

AcƟonable Metrics – A metric which can be influenced and which influences the end user, 
long term behavior. 

 

User Feedback Loop – The method for receiving, analyzing and responding to user insight in 
order to make a product or service beƩer. 

 

1.8 DescripƟve QuesƟons 

 

3
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What is a Minimum Viable Product (MVP) and what is its purpose in startup development? 

 

Explain three main advantages of an MVP in startups. 

 

Discuss the fundamental concepts of Lean Startup method by Eric Ries. 

 

Explain the Build–Measure–Learn framework and how it contributes to incremental product 
development. 

 

What Is Lean Startup and How It Differs From TradiƟonal Business: ExplanaƟon with Examples 

 

Discuss how Amazon implemented the MVP to evolve from an online book seller to a global 
website. 

 

Look at the MVPs that Airbnb implemented in its early-stage launch. 

 

Compare and contrast the MVP strategies early-stage Facebook and Uber used. 

 

Consider how even Indian startups like Zepto, Zomato have leveraged MVPs to test market’s 
need. 

 

Explain how acƟonable metrics and validated learning apply to product pivots. 
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1.10 Case Study 

 

“QuickBasket: The MVP That Made More Than Groceries” 

 

IntroducƟon 

 

QuickBasket is an imaginary startup from Bengaluru which originated as a hyperlocal grocery 
delivery company in the Ɵme of COVID-19. With the core team of 2 soŌware engineers and a 
retail operaƟons expert realizing potenƟal in the inefficiencies rooted within online grocery 
plaƞorm; especially in Ɵer-2 ciƟes where big players were unable to adapt to local quirks. 
They aimed to experiment with whether customers would opt for a low-cost, rapid delivery 
service for daily essenƟals purchased from local stores. 

 

Background 

 

QuickBasket was conceived aŌer Ananya saw that elderly neighbors had difficulty geƫng 
essenƟals delivered consistently. Minimum order values were high, deliveries took quite a 
lot of Ɵme and also restricted themselves only to semi-urban areas. Instead of rolling-out a 
full-fledged app, the team launched an MVP on WhatsApp and Google Sheets to take orders, 
Ɵed up with 10 Kirana stores in neighbourhoods and brought on-board delivery personnel as 
freelancers with pay-per-delivery model. 
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Four weeks in, the MVP had successfully processed more than 1,000 orders across four 
neighborhoods. They collected feedback through phone calls and forms upon delivery to 
iterate on Ɵming of deliveries, payment methods and what’s available on the truck. Excited by 
the early tracƟon, they built a rudimentary mobile app with GPS and online payment 
funcƟons. 

 

In general, QuickBasket followed the Build–Measurement–Learning process and reflected 
the Lean 

 

Lean Startup concepts including fast iteraƟon, validated learning, and the minimum viable 
product. 

 

Problem Statements with SoluƟons 

 

Issue No.1: Extremely high Delivery Failures in Few LocaƟons 

 

Challenge Too many reships because of wrong addresses,Gated communiƟes that don't allow 
access or customers simply not available. 

 

• SoluƟon: The group implemented a live order tracking and delivery window selecƟon 
funcƟon within the app. They also developed a back-end tool to idenƟfy “frequent failure 
zones” and adjusted delivery Ɵmes accordingly. Within two weeks, these modificaƟons 
decreased failed deliveries by 40%. 

 

Issue 2: FricƟon on Payments from Cash Reliance 

 

• Challenge: More than 60 percent of its customers iniƟally wanted to pay via COD, which 
meant delays and other reconciliaƟon headaches with freelance-based delivery people. 

 

• SoluƟon: QuickBasket lured users to use UPI by providing ₹10 discount and cashback on 
pre-paid orders. A digital wallet feature was also implemented. As Ɵme went by, prepaid 
orders reached 75% leading to posiƟve cash flow and minimal delivery Ɵmes. 
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Problem 3: Inaccurate Inventory at Kirana Store Partners 

 

• Challenge: Partner stores frequently had “out of stock” on the shelves aŌer orders were 
commiƩed, leading to cancellaƟons or subsƟtuƟons that annoyed customers. 

 

• SoluƟon: The startup installed a daily inventory sync process, on which users can update 
their available stock every morning through a simple mobile link. They also trained store staff 
to handle the updates and paid them a small monthly incenƟve for their reports, delivered by 
memopads at each site. 

 

Case-Related QuesƟons 

 

How did QuickBasket use MVP to validate its early business idea? 

 

How did the startup apply the Build–Measure–Learn framework to overcome those 
challenge? 

 

Determine which one of the 3 problems had the most influence on the customer experience 
and elaborate for your answer. 

 

Talk about how QuickBasket equated manual v/s tech during the MVP phase. 

 

Assuming that QuickBasket wanted to pivot, what other customer segment and/or service 
might they implement with their current infrastructure? 

 

Conclusion 

 

The story of QuickBasket is an example of how a startup uses MVP thinking and Lean Startup 
principles to narrow in on real market needs without spending precious investor capital. By 
launching with a straighƞorward, low-cost soluƟon and incrementally iteraƟng on feedback 
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from customers, the team was able to validate demand, streamline operaƟons and scale the 
service over Ɵme. The case also showcases the agility, user and data feedback, and decision-
making needed to develop a sustainable venture under uncertain condiƟons.a 
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Unit 2: Design Thinking as an InnovaƟon Framework  

  

Learning ObjecƟves  

1. Define Design Thinking and describe its five key stages in the context of product and 
service innovaƟon.  

2. Apply the Empathize–Define–Ideate–Prototype–Test framework to real-world startup 
challenges.  

3. Analyze how Design Thinking principles align with MVP development for lean and user-
centric innovaƟon.  

4. Evaluate tools like Empathy Mapping, Customer SegmentaƟon, and Trendscape 
Analysis to gain deeper user insights.  

5. IdenƟfy how prototyping bridges ideaƟon and MVP execuƟon in agile product cycles.  

6. Examine global and Indian examples of design-led innovaƟon to understand the 
strategic role of iteraƟve design.  

7. Integrate user-centered validaƟon techniques into MVP tesƟng to refine offerings 
based on feedback.  

8. DisƟnguish between convenƟonal product design and Design Thinking-led 
development, using case study comparisons.  

Content  

2.0  Introductory Caselet  

2.1  5 Stages of Design Thinking  

2.2  RelaƟonship Between Design Thinking and MVP Management  

2.3  Tools for Empathy & Market Insights  

2.4  Case Studies in Design-Led InnovaƟon  

2.5  Summary  

2.6  Key Terms  

2.7  DescripƟve QuesƟons  

2.8  References  

2.9  Case Study 
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2.0 Introductory Caselet 

 

“Designing Disha: A Mobile SoluƟon for Rural Health Medical access” 

 

Disha HealthTech is a social start-up hailing from Gujarat that sought to make health 
informaƟon more accessible in rural areas. The team observed that in many low-income 
areas, parƟcularly among women, health problems were untreated because of lack of 
knowledge and logisƟcal difficulƟes. Instead of creaƟng a generic health portal, the founders 
put Design Thinking work — finding actual needs before you build anything — into pracƟce. 

 

They started with field interviews in five villages, watching how women used mobile phones 
and talking to them about their health-seeking behavior. Insights showed that most of the 
users were more comfortable with voice than text, and trusted informaƟon when it was 
coming from community health workers. The team disƟlled these learnings into one core 
problem: “Rural Women Lack Accessible, Trustworthy Health InformaƟon.” 

 

They then brainstormed some soluƟons, including SMS Ɵps, chatbots and voice messages. By 
using rapid prototyping, they designed a low-fidelity prototype of an offline mobile app with 
prerecorded health advisories in the local language. It was piloted with a handful of women 
through smartphones given to them by local ASHA workers. Feedback led to a few 
refinements: clearer audio, shorter messages and an opƟon to be able to call a real health 
worker. 

 

Today, Disha HealthTech has more than 20,000 users and provides health content in regional 
dialects and connects the users to verified care providers. Their victory shows how empathy, 
iteraƟve tesƟng and user parƟcipaƟon are essenƟal in meaningful innovaƟon. 

 

CriƟcal Thinking QuesƟon 

 

How did Design Thinking enable Disha HealthTech to circumvent the piƞall of creaƟng a 
product that users would not adopt, and what would have been the impact of moving from 
“Empathize” directly to “Test”? 
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2.1 Five Stages of Design Thinking  

2.1.1 Empathize – Understanding User Needs  

 

The Empathize is key stage of Design Thinking. It entails knowing the users inside out — their 
backgrounds, moƟvaƟons, environments and barriers without making assumpƟons. This 
stage helps to ensure that the soluƟon is a response to real human needs. 

 

Empathize Key Components of the Stage: 

 

• ObservaƟon and Engagement 

 

· Designers witness users in situ to discover tacit behaviours or pain. o This means… 
Professional observaƟon, shadowing, ethnographic research or contextual inquiry. 

 

o One possible source of qualitaƟve informaƟon is that you talk to users which could be in 
the form of interviews, focus groups or simply informal chats. 

 

• Empathy Maps 

 

o Methods such as empathy maps help organize understanding, turning what users say, think, 
do and feel into manageable categories. 

 

o This can help to conceptualize the distance between words and what's actually felt, or done. 

 

Avoiding Bias and AssumpƟons Designers are discouraged from forming judgment or 
projecƟng their viewpoints in the game. 

 

o There should be alertness to finding user needs that may not fit with first hypotheses. 
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• User Personas 

 

o From this data user personas are designed. 

 

o These are made-up figures of the ideal user focusing around goals, frustraƟons and 
behaviors. 

 

• Tools o Field Notes, Empathy Mapping, Diary Studies and Audio Video Recording 
ObservaƟon Check List. 

 

o Designers can uƟlize mobile ethnography or photo journaling in which users record their 
acƟvity every day. 

 

• ApplicaƟon Example o A team in healthcare could spend days with senior paƟents at home, 
watching them go through the paces of a medicaƟon rouƟne. 

 

o The findings can reveal potenƟal problems with packaging or memory recall, which can 
influence the ulƟmate design direcƟon 
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2.1.2 Define – Framing the Problem  

 

The Define phase consolidates the findings of the Empathize stage to regarding make sense 
what is really wrong. It’s not just simply lisƟng challenges, but you actually write a problem 
statement for it that is human-centered and acƟonable and focused. 

 

Main Components in the Define Stage: 

 

• Research Synthesis o Take such research, quotes, paƩerns and behaviors from the 
Empathize phase. 

 

o Employ clustering techniques like affinity mapping to find the themes and user pain points. 

 

•User Needs o Translate user quotes in to needs. 
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o For instance, a sentence like: I don’t know which bus to take“, suggests the need for clear 
spaƟal sound, real-Ɵme transportaƟon informaƟon. 

 

• Point-of-View (POV) Statement o A POV is a structure that puts the problem in the user's 
context by mashing up their persona, need and insight. 

 

o Format: “User X needs Y due to Z” o Example: “A Ɵme-poor commuter requires an efficient 
method of discovering bus Ɵmes, as they frequently alter paths with no indicaƟon.” 

 

• Problem Reframing 

 

oProblem specificaƟons are frequently adjusted aŌer addiƟonal analysis. 

 

o Reframing helps to make sure the team is solving the correct problem as opposed to one it 
assumed iniƟally. 

 

• User Journey Mapping 

 

o A device that aids in visualizing each and every step of the user journey within current 
system / product / service. 

 

o Firstly, this map uncovers the rough patches where users get lost, upset or blocked. 

 

• Design Criteria 

 

o Develop design principles or success criteria in relaƟon to the problem definiƟon that a 
soluƟon should meet. 

 

• ApplicaƟon Example 
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o In the case of developing a rural youth web–job portal, considering that the challenge is 
"lack of jobs" may be too abstract. 

 

o A reframe POV could be: “Rural grads need job boards in regional languages because 
English-based listups are a pain-point for them.” 

 

2.1.3 Ideate – GeneraƟng CreaƟve SoluƟons  

 

It’s focused on generaƟng as many ideas as possible—a broad spectrum of potenƟal 
soluƟons—without judgment. It sƟmulates the being creaƟve, to diverge, and think wild 
before it gets very selecƟve on what is a feasible idea. 

 

EssenƟal Components of the IDEATE phase: 

 

• Divergent Thinking 

 

• Encourages quanƟty over quality iniƟally. 

 

• The greater the number of ideas that emerge, the more likelihood a novel soluƟon occurs. 

 

• Methods such as brainstorming, brainwriƟng, mind mapping, SCAMPER, and role play. 

 

• Example: In a project to reduce food waste a team brainstormed over 100 ideas which 
included smart fridges, community composƟng apps, and dynamic pricing at supermarkets. 

 

• No Judgment Zone 

 

• In order to encourage creaƟvity, ideaƟon ought to be without judgment. 
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• They document every idea, no maƩer how impracƟcal it may seem to be. 

 

• For instance: At one ideaƟon session for a new wearable physical health device, team 
members proposed developments that ranged from mood-sensing fabric to hands-free drone 
medicaƟon delivery, none of which were cast aside during brainstorming. 

 

• Cross-Disciplinary ParƟcipaƟon 

 

Having a combinaƟon of people on the team (designers, engineers, marketers, actual users) 
gives you different viewpoints. 

 

• For example: Prototypes for a student well-being plaƞorm drew on perspecƟves from both 
soŌware developers and university counselors, yielding ideas that teamed technical 
feasibility with emoƟonal support features. 

 

• Idea Clustering and Grouping 

 

• AŌer generaƟng lots of ideas, you categorize them according to themes or the likelihood 
that they can be pursued. 

 

• Aids in the detecƟon of combinaƟons or hybrid soluƟons. 

 

• Example: A transportaƟon project generated ideas about informaƟon, incenƟves and 
infrastructure. They fell into three buckets: tech-driven commuƟng, nudges of behavioral 
change and urban design transformaƟons. 

 

• SelecƟon Techniques 

 

• Dot VoƟng:  Team members vote on ideas they think are strongest. 
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Example: In a sustainability hackathon, aƩendees engaged in a dot voƟng process to select 
five ideas from over 50 for evaluaƟon based on potenƟal user/impact. 

 

• I-E matrix: The ideas are evaluated on the projected impact and on ease of 
implementaƟon/results obtained. Example: In a redesign of customer onboarding process, 
matrix helped in prioriƟzing the small UX fixes that have a high potenƟal impact on customer 
saƟsfacƟon. 

 

• F _D V lens: Ensure that the ideas are Feasible, Desirable and Viable. 

 

For example, one fintech startup evaluated a new savings product using FDV - while it was 
desirable to users and feasible in the market, it ulƟmately was infeasible within current 
infrastructure and sidelined. 

 

• Idea Expansion 

 

• From here, some ideas are taken to concept statements or pictorials in order to visualise 
the soluƟon. 

 

• Example: A remote-learning tools team created a storyboard that visualised how a virtual 
tutor would help students during homework sessions to map out interacƟons and user pain 
points. • ApplicaƟon Example 

 

For a challenge related to public transportaƟon, ideaƟon could lead to digital signage as well 
as ride-sharing incenƟves. 

 

• These are later reviewed for feasibility and UX impact. 

 

• Example: A city transit authority brainstormed soluƟons like gamified rider reward apps, 
buses with dynamic rouƟng and community-run bike staƟons. The laƩer were evaluated on 
a feasibility-impact matrix, with the app piloted iniƟally. 
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2.1.4 Prototype – CreaƟng RepresentaƟons 

 

Prototype is creaƟon of simplified models of product, system or service for generaƟng ideas, 
tesƟng assumpƟons, or understanding user needs through low-fidelity interacƟon. Such 
representaƟons can be anything as naïve as layout sketches to dynamic run-Ɵme simulaƟons, 
depending on the maturity of the idea and purposes at hand of tesƟng. The beauty of 
prototyping is that it enables you to transform an idea from a verbal noƟon into something 
tangible; something that can be seen, touched and evaluated—before too many dollars have 
been spent on finalizaƟon. 

 

EssenƟal Elements of The Prototyping Stage: 

 

• Low-Fidelity Prototypes 

 

Thes are early, ineexpensive models which can be made at a rapid pace to try out basic general 
ideas and look. 

 

• This might be hand-drawn screens on paper, post-it note flows & journeys, cardboard 
interfaces or basic digital wireframes. 

 

• With these prototypes, teams can see structure and informaƟon hierarchy of an applicaƟon 
without being distracted by design. 

 

• Being so malleable, they are conducive to rapid idea generaƟon and iteraƟve design. 

 

For example, for a banking app, a paper prototype might use staƟc model versions of major 
screens including — log-in, account summary and transfer funds and gathering feedback early 
on layout and logic. 
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• High-Fidelity Prototypes 

 

These are more developed and interacƟve prototypes that are much closer to the final 
product in look and feel. 

 

They could also be elements with responsive design, clickable components, transiƟon 
animaƟons and mock data. 

 

• High-fidelity prototypes; These type of prototypes are usually created with digital tools, and 
serve as representaƟons for user tesƟng or stakeholder presentaƟons as well as for visual 
design validaƟon. 

 

• Typography, iconography and colour paleƩes can also be introduced at this point to measure 
emoƟonal accessibiliƟes and userability. 

 

• For example, a high-fidelity prototype of an e-commerce app could enable users to browse 
products, add items to a cart and then run through a checkout process—under controlled 
tesƟng circumstances. 

 

• IteraƟve Approach 

 

Prototyping is also not linear--it's an iteraƟvely journey of wading through ideas! 

 

• Teams construct a prototype of the app, test it with users, analyze the results and tweak 
their design. 

 

• It iterates, the design gets closer to what users want and reduces the risk of expensive 
mistakes when it is implemented in full. 

 

The speed of iteraƟon is dictated by things including test results, feedback from the team, 
and development limitaƟons. 
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• A mobile health care app, for instance, could undergo mulƟple iteraƟons as users discover 
problems around navigaƟon or the clarity of language. 

 

• Rapid ExperimentaƟon 

 

Fast prototyping helps quickly validate hypotheses, usability flows, and user journey pain 
points. 

 

• It allows teams to test experimental soluƟons in parallel, and data driven decisions based 
on direct user interacƟon. 

 

• It tends to find issues with assumpƟons you might not discover from interviews or surveys 
alone. 

 

• For example, by comparing two onboarding flows for a job-matching plaƞorm, you could 
discover which version leads to more compleƟons or fewer drop-offs with a rapid prototype. 

 

• Storyboarding and Service Blueprints 

 

These are tools that help to map the customer experience over Ɵme, across various 
touchpoints, including emoƟonal and transacƟonal dimensions. 

 

• Storyboarding employs a frame sequence to depict a story from the user’s perspecƟve, 
keeping focus around context and evoluƟon of interacƟon. 

 

• Service Blueprints illustrate how all the components of a service funcƟon including both 
front-stage acƟviƟes (those facing both users and back-stage) and back-stage acƟviƟes, i.e. 
those that where the systems staff undertake work. 
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• These representaƟons assist with aligning team knowledge, indicate service gaps, and 
highlight alternate plans. 

 

• A team working on a ride-hail app designs a journey map of how users go from booking to 
being dropped off, while the service blueprint delineates such elements as in-app 
noƟficaƟons and driver matching and payment. 

 

• Fail Fast, Learn Fast 

 

The purpose of prototyping is not to create final designs, but rather to reveal design flaws 
and informaƟon gaps early on. 

 

• The early failures even in prototypes are a welcome step since they are the savior of 
catastrophic failures aŌer launch. 

 

• Feedback at this Ɵme is criƟcal when it comes to opƟmizing user flows, challenging 
assumpƟons and prevenƟng wasted development. 

 

• For another — for example, a prototype that uncovers confusion over a subscripƟon model 
in a news app lets the team pivot to a clearer paywall strategy before the launch. 

 

• Use of Tools 

 

There are a variety of tools to enable you to generate prototypes quickly and in an agile, 
suited to the product (digital or physical). 

 

"For digital products the likes of Figma, Adobe XD, Sketch and InVision are tools that enable 
collaboraƟve, scalable design and tesƟng. 

 

“These plaƞorms have funcƟonality such as component libraries, version control and live 
sharing for real-Ɵme feedback. 
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• For physical goods, tools could be 3D printers, a foam modeler or maybe even role-play 
scenarios (by bringing up some obviously fake props) to test out seƫngs or interacƟons. 

 

In the development of a smart thermostat, a team could create one physical model in foam 
and scratch-build parts; while designing the mobile app simulaƟon for their physical 
prototype created in Figma to test user seƫngs and feedback mechanisms. 

 

 

• ApplicaƟon Example 

 

Imagine a squad of people building an app that connects people to share extra food, in an 
effort to cut down on waste. 

 

• The first prototype could be a clickable wireframe of how users take photographs of surplus 
food, input informaƟon and view requests. 
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• TesƟng could indicate that users are uncertain about the logisƟcs of a pickup, leading to the 
addiƟon of scheduling tools. 

 

• More prototypes would iterate on the strongest experience at onboarding, simplify 
iconography, and test noƟficaƟon Ɵming to make sure the app feels intuiƟve and trustworthy 
before deployment. 

 

2.1.5 Test – Obtaining Feedback and IteraƟon phases of development efforts and design 
thinking). 

 

Test: In this final phase, we test working prototypes or nearly viable soluƟons with real users 
to measure their usability, desirability and success. The aim is not only to confirm strong 
points of a design but also to reveal the issues, barriers and gaps in-between expectaƟons and 
actual real user behavior. It is a learning acƟvity in that regard.) And so, tesƟng is not the final 
exam for the product; rather its the calibrator and harbinger of ongoing refinement. 

 

Principal Features of the TesƟng Stage: 

 

• User TesƟng Sessions 

 

User tesƟng consists of conducted sessions (structured or semi structured) during which 
parƟcipants of the target populaƟon use the prototype in a realisƟc, but not yet final product. 

 

• These sessions can take place in actual labs, simulated virtual environments or in natural 
seƫngs that mimic how products are actually used. 

 

• Observing gestures, navigaƟon and user hesitaƟon points and idenƟfying visible frustraƟon-
stricken emoƟons, confusion or joy. 

 

•The goal is to idenƟfy usability barriers and to check whether the expected interacƟons 
represent what user wants. 
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• It might be that in a test for an online banking prototype, facilitators would noƟce whether 
users have difficulty finding the “transfer funds” buƩon or abandon tasks. 

 

• Feedback CollecƟon 

 

CollecƟng user feedback is crucial to most good understanding how well design works, even 
when (as we are watching) the user smashing on something. 

 

• Approaches include direct, face-to-face interviews, paper-based quesƟonnaires, 
performance and usability surveys or an open debrief aŌer a trial. 

 

• This includes quanƟtaƟve data (such as saƟsfacƟon raƟngs) and qualitaƟve insights 
(including emoƟonal reflecƟons). 

 

•Reading through you'll see the focus is to find out if the prototype does in fact solve for that 
fundamental problem and also how users feel about their experience. 

 

A food delivery prototype might work, for example, but interviews could indicate that 
cluƩered menus make users feel overwhelmed, poinƟng to an emoƟonal barrier to adopƟon. 

 

• A/B TesƟng 

 

To compare performance, A/B tesƟng presents one of two versions of the same experiment 
to different groups of users. 

 

• This method is very useful when comparing alternaƟve designs to choose the best or 
tweaking details such as buƩon labels, layout of a page or wording on call-to-acƟon. 

 

• Performance is evaluated based on predetermined criteria such as conversion, 
engagement, or task compleƟon performance. 
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• For instance, an ed tech company may experiment with two on-boarding flows — one a 
tutorial and the other without — to see which leads to more course compleƟons. 

 

• Behavioral Metrics 

 

In addiƟon to self-reported opinions, it is also important to examine how a user really behave 
during the interacƟon. 

 

• CriƟcal measures include how many Ɵmes the user clicks, Ɵme spent on task, errors made, 
drop-off by step of process and successful compleƟon. 

 

•Those staƟsƟcs can unveil fricƟon points that people may not directly describe when you ask 
them quesƟons but nevertheless indicate underlying issues. 

 

• For instance, when tesƟng a mobile health-tracking app, users abandoning registraƟon 
repeatedly at a high rate can indicate that the form is too long-even if no one complains about 
it. 

 

• Refinement Loops 

 

TesƟng is iteraƟve and informs one’s earlier design for ever beƩer designs. 

 

• User behavior and user feedback provide insights that are used to adjust prototypes, 
interface flows or service concepts as a whole. 

 

• This might involve going back to the ideaƟon phase for new ideas or returning to 
prototyping to prototype different designs. 

 

What we're aiming for is progressive learning, where, each round of tesƟng it becomes more 
usable, clear and aligned with users' expectaƟons. 
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• For instance, if they learn that users tend to ignore a noƟficaƟon feature in a producƟvity 
app, the design team can iterate to serve up reminders in a more prominent or context-
sensiƟve manner. 

 

• Test MulƟple Scenarios 

 

Tests across different condiƟons are made to make sure the soluƟons found are general and 
inclusive. 

 

• ParƟcipants must belong to a variety of demographic, literacy and cultural backgrounds in 
order to find differences in interpretaƟon or understanding. 

 

• Also, consider to test prototypes on different devices types, operaƟng systems and/or 
keeping different environments (e.g., noisy environment, low bandwidth). 

 

• This avoids overfiƫng to a small group and scales well to the soluƟon. 

 

• For example, younger mobile-first users tesƟng an e-commerce plaƞorm might be driven 
by speed and convenience; whereas older desktop users may have greater concern with the 
clarity and trustworthiness of payment opƟons. 

 

• ApplicaƟon Example 

 

Take a mental health app prototype for example. 

 

• TesƟng might uncover that while users access the chatbot for immediate assistance, they 
are not willing to interact with it when facing sensiƟve issues as they perceive it to be a 
depersonalized tool. 
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• They can feel obligated to take long pauses before replying or using chatbot-powered 
features at all. 

 

• Post-session interviews may reveal that some users would want the ability to escalate to a 
human counselor. 

 

• Building on this learning, the prototype could be developed to feature streamlined chatbot 
scripts for use in everyday circumstances and clear pathways to access human support only 
where necessary. 

“AcƟvity: PracƟcing the Five Stages with a Real-World Problem”  

  

Divide learners into teams and present a real-world design challenge, such as “Improving the 
experience of online educaƟon for students with poor internet access.” Each team will apply 
all five stages of Design Thinking over a structured 90-minute workshop. In the Empathize 
phase, they conduct quick peer interviews; in Define, they create a POV statement. Ideate is 
done via brainstorming sƟcky notes, followed by sketching low-fidelity Prototypes. The final 
stage involves tesƟng with a peer group and noƟng improvements. Teams present their design 
journey and key learnings at the end.  

  

2.2 RelaƟonship Between Design Thinking and MVP Management  

2.2.1 Aligning MVP Development with Design Thinking Stages  

 

MVP development and Design Thinking are closely related because they both value iteraƟve 
learning, a user centred design approach and reducing waste. IntegraƟng the phases of 
Design Thinking into the principles of MVP development will help to ensure that what they 
are building works, but also solves a real, validated problem. This alignment can prevent the 
dangers of overbuilding or trusƟng untested assumpƟons alone. 

 

Key Points of Alignment: 

 

• PosiƟon → Validate Problem and PotenƟal Features for the MVP 
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• In Design Thinking, the Empathize phase is about geƫng out and engaging directly with 
users -- for example, interviewing them or observing people on the street -- to understand 
their real pain points and unfulfilled needs. 

 

• When developing an MVP, this means that the core of product will be built on ground truth 
(e.g pain points) and not just internal assumpƟons. And all that empathy is the reason why 
startups don't waste Ɵme and money building features users don't value. 

 

• Example: Prior to building their MVP, Dropbox validated through user research that people 
felt significant frustraƟon in managing synchronizing files between many devices. This 
problem validaƟon helped them to frame their MVP around “easy local drive syncing” instead 
of trying to include disparate features like advanced sharing or collaboraƟon tools. 

 

• Define → Problem Framing for MVP Scope, etc.) 

 

• Once the user pain points are uncovered, the Define stage is about making sense of insights 
in order to express a problem statement. This transparency empowers teams to define an 
MVP and decide what the key features are that need to be tested. 

 

• For MVP development, scoping is extremely important since the scope will help avoid creep 
and that resources are focused on validaƟng the riskiest assumpƟons. Examples of success 
criteria: adopƟon rates, compleƟon of tasks -psysjominator amp; condiƟons_of_desire 

 

• Example: Airbnb iniƟally framed its problem as a struggle with obtaining affordable, short-
term lodging in big ciƟes. Rather than try to launch an all-in-one travel plaƞorm, the team 
iniƟally scoped its MVP down to a barebones website that allowed hosts to post photos of 
their spare rooms. This narrow structure helped to keep the MVP focused and testable. 

 

• IdeaƟon → SoluƟon ExploraƟon for MVP Concepts 

 

• Design Thinkings Ideate phase values creaƟng as many possible soluƟons – from very 
pracƟcal to incredibly creaƟve. What that means for MVPs is exploring different angles in 
which the core problem could be resolved before seƩling on a viable approach. 
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• By culƟvaƟng divergence, teams decrease the odds of prematurely converging on a sole 
soluƟon, thereby increasing the propensity for creaƟvity. Selected MVP concept has to 
consider desirability, feasibility, and viability. 

 

• Example: As Uber founders brainstormed ways to solve transportaƟon, the ideaƟon process 
included things like ride-pooling systems, pre-scheduled shuƩles and on-demand private 
cars. The MVP use case—requesƟng a black car via mobile app—was selected because it was 
something that could be easily tested in San Francisco, and something that early-adopters 
wanted: convenience. 

 

• Prototype → Early MVP RepresentaƟons 

 

• In Design Thinking, prototypes are simplified models used to test features of the user's 
experience before invesƟng in full development. These prototypes are the first approximaƟon 
of the product that are inexpensive and can showcase what the product will do. 

 

• Prototypes can range from sketches to clickable wireframes to simulated task flows. They 
enable teams to test user interacƟon, usability and value proposiƟon without heavy 
investments in infrastructure or engineering. 

 

• Example: Long before building a real plaƞorm, the founder of Zappos tested his idea that 
people might buy shoes online by launching a crude website full of product images. The back-
end was completely manual — when someone would order, he’d buy shoes from a store and 
ship them out himself. This prototype was a subsƟtute MVP and could prove demand to 
develop with liƩle resources. 

 

• Test → Tiger Team Iterates with MVP and User Feedback 

 

• Test: In this phase we verify whether the MVP, or its prototypes, are indeed solving the 
specific user problem. Users are engaging with the soluƟon, and teams are geƫng feedback 
through usability studies or behavioural metrics or direct interviews. 
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In MVP development, tesƟng is not simply about verifying or falsifying assumpƟons but also 
spoƫng holes in the user experience and opportuniƟes to hone the product. Depending on 
the feedback, teams may choose to conƟnue with their current direcƟon, change towards a 
new direcƟon or iterate with changes. 

 

• Example: For mental health app Wysa, MVP tesƟng found that users did not mind using 
chatbots driven by AI, but the majority of them couldn’t depend on it as their sole source of 
support. Your feedback brought us to evoluƟons, such as opƟonal human access upon request 
strengthened trust and adopƟon. 

 

The alignment of MVP development with the Design Thinking stages helps teams to organize 
a step-by-step path, guaranteeing that each product creaƟon phase is fundamentally linked 
with user needs. Empathy leads to context, problem definiƟon focuses effort, ideaƟon 
generates creaƟvity, prototyping decreases risk and tesƟng prevents mediocrity. This brings 
down the degree of waste and would make it possible to ship products, which actually do 
something instead of just something. 

 

2.2.2 Prototyping as a Bridge Between Ideas and MVPs  

 

Prototyping is an essenƟal connecƟon between abstract thinking and the execuƟon of actual 
MVP’s. It allows ideaƟon to move into solid forms, through which ideas can be tested and 
interacƟons experienced prior to a fully developed product. 

 

Role of Prototyping in the Management of MVP: Key FuncƟons: 

 

• Visualizing Abstract Concepts 

 

o Prototypes turn into one of a kind unrefined concepts to visual and interacƟve designs- 
sketches, wireframes or mockups. 

 

o This minimizes confusion while maintaining stakeholder expectaƟons. 
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• TesƟng Value ProposiƟon 

 

o A prototype enables teams to validate user flows, messages, or features that address 
specific use cases without having to build the whole MVP. 

 

o For instance, a paper prototype of a grocery app can replicate ordering and delivery 
alternaƟves. 

 

• Faster IteraƟon Cycles 

 

o The tesƟng prototypes are faster and cheaper to produce than MVPs. 

 

o This allows for 1+ rounds of tesƟng and iteraƟng to decide on a final MVP design. 

 

• ValidaƟng Design and FuncƟonality o Early tesƟng with prototypes exposes ease of use, 
interface confusion, unfulfilled needs. 

 

o These insights are used to determine what features should be built as part of an MVP. 

 

• MiƟgaƟng development risk o Prototyping ensures that teams do not find themselves on a 
point of no return by validaƟng assumpƟons early. 

 

o For instance, the prototype shows that the users do not like navigaƟon flow, so it may be 
fixed before any code is implemented. 

 

• Feedback Loop for MVP PrioriƟzaƟon 

 

o If it tests well in prototypes, its features are added to MVP. o These with liƩle user interest 
can be eliminated, which helps keep the MVP lean. 
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“While prototyping is commonly associated with product design, the concept also applies to 
services, policies, and even business models. Companies like IDEO and the Stanford d.school 
have used service prototypes—such as role-playing or physical space mock-ups—to test ideas 
in retail banking, educaƟon, and healthcare. This expands the use of prototyping far beyond 
screens and interfaces.” 

 

 

2.2.3 IteraƟon and User-Centered ValidaƟon 

 

IteraƟon and user-validaƟon are the feedback mechanisms of Design Thinking as well as MVP 
management. They are there to make sure that product development isn't linear but instead, 
it's consistent with learning and adaptaƟon. 

 

FoundaƟonal IteraƟon and ValidaƟon PracƟces: 

 

• On-going Feedback o Real user feedback is collected (interviews, analyƟcs, surveys or 
usability tests) aŌer launching a MVP or prototype. 

 

o It tries to establish if the soluƟon is actually what users need. 

 

• Designing feedback in o The feedback the product teams can use to adjust UI design, tweak 
features or rework flows. 

 

o For instance, if a feature gets skipped a lot - maybe it is redundant or wrongly placed. 

 

• Learning Loops o IteraƟve process that more or less follows a Build–Measure–Learn mode, 
where each tycles bring beƩer and improved iteraƟon versions based on learning from the 
last cycle. 

 

Did You  Know?   
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o This leads to constant improvement as opposed to one-Ɵme perfecƟon. 

 

• Early DetecƟon of Flaws 

 

 Incremental tesƟng reveals usability problems, technical obstacles or unresolved content 
early on, before launch. 

 

o These early discoveries prevent significant loss and providing a beƩer product–market fit. 

 

• User as Co-Creator 

 

o ValidaƟon isn’t limited to observaƟon. Design suggesƟons from users are frequently 
received, and thus they become co-designers. 

 

o   This will lead to higher engagement and increased relevancy of proposed soluƟons. 

 

• Incremental Development 

 

o Instead of developing the full product from end-to-end – each part is released and tested 
iteraƟvely. 

 

o This would ensure beƩer efficiency through allocaƟon of resources according to user’s 
actual interest. 

 

• TesƟng across mulƟple scenarios o ValidaƟon is not only about the perfect user, but also 
with users from other age ranges, contexts and levels of technological abiliƟes. 

 

o This guarantees that the soluƟon is robust, not only on perfect circumstances. 
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2.3 Tools for Empathy & Market Insights  

2.3.1 Empathy Mapping for User Understanding  

 

Empathy mapping is a joint exercise that takes user research and puts it into a visual where 
these are all translated into how users think, feel, say, and do in certain situaƟons. It isn’t a 
subsƟtute for rich personas, but an addiƟve method to help ground raw insights from 
interviews and observaƟons into something that’s more concrete and therefore easier to 
discuss. Empathy maps consolidate qualitaƟve user data into cohesive components that 
enable teams to collecƟvely and empirically understand the user's experience. This common 
understanding has the affect of diminishing bias, bringing cross-funcƟonal teams into 
alignment and grounding design decisions in reality instead of assumpƟon. 

 

Key Components of Empathy Mapping: 

 

• Four Quadrants: Say, Think, Do, Feel 

 

• The empathy map is divided into four quadrants, which describe various aspects of the user 
experience. 

 

• Say Say captures in verbaƟm quotes, as in direct quotes during interviews or usability tests. 
These show what users are willing to say and give very clear hints on prioriƟes and pain 
points. 

 

• Think represents internal thoughts or assumpƟons that users may not express. These are 
deduced from hesitaƟons, gestures or contradicƟons between what they say and what they 
do. 

 

• Document more of what you see your child do. They tend to frequently disclose a space 
between what is said and done. 

 

• Feel is about the emoƟons that drive decisions – frustraƟon, anxiety, excitement or trust. 
Feelings are read between the lines, in a body language or context. 
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savings (Say), many say they worry about geƫng hit with unexpected bills (Think). They could 
be monitoring the app daily to watch small purchases (Do) even while they conƟnue to exhibit 
anxiety over long-term stability (Feel). Quadrant yourself to gain a complete perspecƟve on 
user’s views/behavior toward money. 

 

• User-Centered Approach 

 

• The creaƟon of an empathy map is devoid of any references to the lived realiƟes of a user. 
It prevents speculaƟon by basing insights on real evidence (from interviews, observaƟons, 
diary studies or ethnography). 

 

• This miƟgates the effect of team bias or preconceived ideas, and making decisions is based 
on actual user insights rather than assumpƟons. 

 

• Example: In designing a public transit applicaƟon, instead of assuming that users desired a 
lot of route opƟmizaƟons, because we empathized with the user from direct observaƟon, we 
saw that most riders wanted reliable alerts to be informed about delays and clear exit 
guidance when they are in staƟons. 

 

• Clarifies Unmet Needs 
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One of the great aspects of empathy mapping is being able to visualise contradicƟons across 
quadrants. If what people say and do are at odds, it’s likely that deeper pain points exist. 

 

• These dispariƟes can highlight unwillings, secret blocks and untapped innovaƟon 
opportuniƟes. 

 

• Example: In a test of a fitness tracking app, users described how much they liked keeping 
track of their workouts (Say), but it turned out that aŌer the first week few actually opened 
up the app (Do). This juxtaposiƟon suggested that the app was not doing a good job at 
maintaining moƟvaƟon, with inspiraƟon to gamify and introduce social accountability. 

 

• Builds Team Alignment 

 

• Empathy maps are typically a team exercise and are oŌen done in workshops that include 
people who design, build, market, and study products. CollecƟng the research findings into a 
common framework that all parƟes can use to accurately represent what they believe users 
need. 

 

•This avoids the silo effect of percepƟon across teams and teams are all aligned with a shared 
vision of user. 

 

• Example: For a project about retail e-commerce, markeƟng teams led first with promoƟonal 
offers, while designers led with the idea of checking out simply. Developing an empathy map 
demonstrated that users are most concerned with the security of payment (Feel). Having this 
common understanding, both of us got around simplifying and bringing secure payment flows 
into prominence and less emphasizing on promoƟons. 

 

• Used Before IdeaƟon 

 

• Empathy maps work best when developed aŌer the Empathize phase and before IdeaƟon 
in Design Thinking. At this juncture, raw research has taken place and the empathy map 
systemaƟses its findings into a usable form for brainstorming soluƟons. 
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• If you start ideaƟon with a user-grounded map then ideas are based on real problems and 
opportuniƟes rather than guesswork or internal benchmarks. 

 

• Example: While building a student learning plaƞorm, we learned that though students 
“SAID” they wanted wide course libraries (and we should meet this need) what they really 
“FELT” was overwhelmed and didn’t know where to start. That insight informed the ideaƟon 
process, all leading to personalized learning paths and recommendaƟon engines. 

 

• Example Use Case 

 

• When designing a job-seeking app, development process observed users saying nice things 
about the app’s usefulness (Say). Yet, upon closer inspecƟon, we found that they oŌen gave 
up in the middle of a task (Do). Further inquiry revealed that users frequently found 
applicaƟon steps to be overwhelming (psychological reactance) – and this despite the fact 
that they considered the app had potenƟal for helping them find a job (Think). 

 

• The empathy map surfaced these conflicts and led the design team to streamline the 
interface—shrinking down the number of fields on one hand, while including progress 
indicators on another. This adaptaƟon effecƟvely increased the compleƟon rates of tasks and 
lowered users' frustraƟon. 

 

2.3.2 SegmentaƟon for Targeted MVPs 

 

SegmentaƟon - This refers to the parƟƟoning of your target market into like-minded groups. 
The instrument is crucial in the shaping of MVPs for target audiences facilitaƟng the 
improvement of product – market fit and early adopters. 

 

Key Aspects of Market SegmentaƟon: 

 

• Forms of SegmentaƟon o Demographics – Which includes age, gender, income and 
educaƟon. o Geographic: LocaƟon, climate, urban/rural. o Psychographic: Lifestyle, values, 
interests. 

 

1
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o Behavioral: Purchase Behaviour, ConsumpƟon rate and paƩerns, Brand Loyalty, Benefits 
sought. 

 

• Facilitates Focused MVP Design o A clear segment helps startups focus on features that 
really maƩer to a group’s specific pain points. 

 

o Example: A college student producƟvity app might feature tweaking, a business one could 
focus on privacy and scheduling. 

 

• Minimizes waste o Rather than designing for an expansive, ambiguous audience, 
segmentaƟon reduces frills and results in meaningful outputs. 

 

• Improves Messaging and Onboarding 

 

o Knowing the segment enables us to customize the product’s language, images and 
onboarding flow that works best to engage users. 

 

Promote TesƟng and Learning o MVPs can be launched to 1 segment at Ɵme, so startups can 
compare AdopƟons rates vs. feedback per user group. 

 

• Customer Persona IntegraƟon 

 

o SegmentaƟon supports accurate type personas that reflect the tastes, fashions and 
behaviours of target audience people. 

 

• Use Case Example — A fintech startup formed a user segment around income and realized 
that they should prioriƟze bill payment reminders for their low income users, resulƟng in an 
MVP that first solved only this need. 

 

2.3.3 Trendscape Analysis for Emerging OpportuniƟes  
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Trendscape analysis is a technique for scanning and interpreƟng social, technological 
economic and cultural trends to reveal emerging user needs and innovaƟon opportuniƟes. 
This enables teams to predict market movements and shiŌ MVP development in line with 
new demand. 

 

Key PracƟces in Trendscape Analysis: 

 

• Scanning External Forces o Watches for macro-industry trends, such as in climate change, 
remote work or AI adopƟon. 

 

o Takes into account micro trends, like a surge in interest in mindfulness apps or the plant-
based diet. 

 

• Trend Signals Sources o Media news, academic papers, social media acƟviƟes, patents, 
market reports, tech conferences and startup ecosystems. 

 

• Trends ClassificaƟon o The classificaƟon of Trends is: 

 

▪ Immediate: Immediate user behavior changes or requirements. 

 

▪ Coming up: What near-term breakthroughs will probably break wide. 

 

▪ Beyond: Long-term signals are sƟll fresh, oŌen speculaƟve. 

 

• Mapping User Impact 

 

o Teams analyze the impact of each trend on targeted user sieves. 

 

o For instance, the Gen Z’s preference of sustainability might induce MVPs woven around 
upcycling, local sourcing or zero waste packaging. 
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• IdeaƟon Trigger o Trendscape maps are work to use as idea generators—spots whitespace 
opportuniƟes, and pivot points. 

 

• Market DifferenƟaƟon o Trend-aware MVPs help startups to market themselves against the 
followers who react aŌer mass adopƟon. 

 

• Example — Use Case o A wearable tech company noƟced the rise of the “quanƟfied self” 
movement and released an MVP that monitored hydraƟon levels—this was a feature few 
wearables had at the Ɵme. 

 

2.4 Case Studies in Design-Led InnovaƟon  

2.4.1 IDEO and Human-Centered Design  

 

IDEO are one of the first firms who have been credited with popularising Human-Centered 
Design (HCD). The firm is built on the belief that innovaƟon develops from a deep 
understanding of the user, fast generaƟon of concepts, and iteraƟon through explicit 
structured tesƟng in real-life contexts. With a mix of empathy, innovaƟon, and deep market 
knowledge, IDEO has invented some of the most iconic products in the consumer goods sector 
as well as breakthrough services for healthcare paƟents and students. 

 

Key Insights from IDEO’s Approach: 

 

• Empathy-Driven Process 

 

The design process at IDEO starts with their immersion in the user’s world. They are watching 
the daily moƟons, interviewing and surfacing unmet needs — which may not be expressed 
explicitly. 

 

• This strategy moves the conversaƟon from technological or business limitaƟons to human 
experience, making it certain users can actually connect with a soluƟon. 
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• Example: AŌer being hired to redesign medical equipment for children, IDEO consulted with 
young paƟents and their families to learn how it feels to be afraid or stressed while staying in 
a hospital. This resulted in childfriendly MRI room designs that were painted to resemble 
pirate ships or space adventures, thus reducing anxiety and the inƟmidaƟng impact of the 
experience. 

 

• MulƟdisciplinary Teams 

 

• Curious City, a project produced by and for WBEZ-FM in Chicago (also an organizaƟon of 
Core77-awarded journalists), pairs reporters with quesƟoners, much as IDEO does. This is 
beneficial for the design process, as a mulƟplicity of viewpoints on the same subject may be 
approachd. 

 

• Example: In working with Bank of America on developing beƩer savings habits, IDEO 
merged them behavioral psychology and financial design. The team conceived of the “Keep 
the Change” program — all purchases would be rounded up, and the difference automaƟcally 
transferred into savings. This iniƟaƟve had a substanƟal effect on savings rates and garnered 
millions of new customers. 

 

• Rapid Prototyping Culture 

 

• Central to the IDEO thing is building physical prototypes quickly. These are tried out in the 
world to see which ones produce immediate results that help refine soluƟons. 

 

• Prototypes may be basic, like models made of cardboard, or they could be full-fledged pilot 
programs. The idea is to have quick learning and quick adaptaƟon. 

 

• Example: For a redesign of ATM machines, IDEO built cardboard ATM machines to role-play 
use. People were invited to give them a try at a controlled pace etc and they would uncover 
the pain points of navigaƟon /accessibility that we could then address prior to full 
development. 

 

• Notable Projects 
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• Shopping Cart Redesign: In what became one of IDEO's most famous projects, the team re-
designed the iconic shopping cart with safety and efficacy in mind. The concept included 
modular baskets, upgraded child safety seaƟng and improved manoeuvrability, 
demonstraƟng how HCD can transform everyday products. 

 

Healthcare in Developing Countries: IDEO co-created accessible, low cost and scalable 
healthcare soluƟons for a partner with the Bill & Melinda Gates FoundaƟon. One was creaƟng 
neonatal incubators with car parts — cheaper, simple to repair devices for use in rural 
hospitals. 

 

• Oral-B Kids Toothbrush: IDEO overhauled the children’s toothbrush by watching how kids 
gripped and used it. Rather than making a miniature version of a grown-up toothbrush, they 
designed the thicker handle so it was easier for small hands to grip, greatly increasing usability. 

 

• PillPack Pharmacy Service: IDEO worked on early design of PillPack, a prescripƟon drug 
delivery service that pre-sorted prescripƟons in convenient packets for consumpƟon. This 
disrupƟon simplified confusing, convoluted drug regimens and would eventually result in 
Amazon acquiring PillPack. 

 

• Scalable Methodology 

 

•IDEO has codified its pracƟces of Human-Centered Design into frameworks, toolsets, and 
teaching programs that allow others all over the world to apply design-led innovaƟon. 

 

• They have not only been applied in companies but also NGOs, government programs and 
universiƟes. 

 

• Example: IDEO. org, the nonprofit wing has used HCD to develop clean water soluƟons, 
financial inclusion tools and educaƟon programs in developing countries. Their HCD Toolkit is 
an open-source resource and it has been downloaded by thousands of organizaƟons around 
the world to solve social problems. 
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2.4.2 Apple – Product Development Through Design Thinking 

 

Apple is probably the most prominent case in which Design Thinking has been integrated with 
product development, as well as corporate ethos. Its method under Steve Jobs, and honed 
further by Jony Ive, is a playbook on how to turn complicated technology into products that 
feel natural, beauƟful and indispensable, thanks to a focus on user-centered design, iteraƟon 
and collaboraƟon across disciplinesEDITORIAL: It had been since 2004 that I last used an iPod. 
Apple’s ongoing commitment to design as a compeƟƟve lever not only sets its products apart, 
but has made the brand itself synonymous with elegance, quality and invenƟon. 

 

Key Lessons from Apple’s PracƟce: 

 

• User Experience First 

 

• Central to Apple’s approach is a willingness to focus on user experience. The quesƟon that 
we ask when we are making design decisions also steers in the same direcƟon: “How would 
we make this easier, clearer or more delighƞul for the user? 

 

This dictum also guided us in the integraƟon of hardware, soŌware and services. Apple 
doesn’t start with the engineering spec and slap a design on top of it; it starts with 
understanding user frustraƟon points, reimagining what the interacƟons ought to feel like. 

 

• Example: Apple focused on touch-based interacƟon instead of stylusdriven systems that 
prevailed at the Ɵme when it was designing the iPhone. Centered around the user’s natural 
gestures of tapping, swiping and pinching, Apple introduced a fundamentally intuiƟve 
experience that would transform the smartphone market. 

 

• Simplicity and Minimalism 

 

• Apple´s philosophy of "simplicity" is not a maƩer of taking things away, it´s a maƩer of 
avoiding complexity that shouldn´t be there. Especially in regards to physical and graphical 
interface. 
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• Hardware is stripped back to it’s simplest form, interfaces aren’t over crowded and 
instrucƟon isn’t clunky. Every feature must have a purpose, it should benefit the product and 
enhance either usability or delight. 

 

• Example: The iPod’s click wheel made it possible to navigate thousands of songs with just 
one hand, rather than requiring a bevy of buƩons or complex navigaƟon. The first iPhone 
accomplished the same thing with only one physical buƩon for navigaƟng instead of a series 
of nested menus, replaced by an elasƟc touch interfaace that could be different things in 
different situaƟons. • IteraƟve Prototyping 

 

• Apple is famous for creaƟng and tesƟng hundreds of prototypes before a product goes to 
market. This process conƟnues, involving tesƟng materials, tweaking gestures and tesƟng 
screen sensiƟvity to make sure the minuƟa meets our standards. 

 

Prototypes range from physical models to extensive soŌware builds exploring animaƟons, 
icon placement and micro-interacƟons. 

 

• Example: The Apple Watch was many Apple Watches before it came out, with the many 
permutaƟons of strap materials and screen brightnesses and feedback mechanisms like the 
TapƟc Engine. All prototypes were evaluated for user comfort, usability and emoƟonal affect 
on users. 

 

• Seamless Ecosystems 

 

• One of Apple’s strengths when it comes to design thinking is its emphasis on building a 
cohesive ecosystem. Each product is engineered not only to work well on its own, but to also 
work in unison with others. 

 

It results in an consistent and intuiƟve cross-plaƞorm experience. 

 

This kind of ecosystem thinking has engendered brand loyalty and minimized fricƟon for 
people who switch between devices. For instance, when a user buys one Apple product, the 
whole design moƟf is to draw people into buying more and staying within the system. 
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• Example: This makes it possible for a user to start an email on a MacBook, conƟnue wriƟng 
the message on their iPhone and finish on an iPad without having their work interrupted. The 
seamlessness between devices is built into the design, and that’s the way Apple intended it 
to be. 

 

• Design-Led Product Teams 

 

• Unlike many tech companies, for which engineering reigns supreme, Apple values design as 
much in developing products. Designers are deeply engaged in conversaƟons around strategy 
and product from day one, which means usability and beauty don’t come as an aŌerthought. 

 

• This marriage of design and engineering creates soluƟons where technology is molded to 
serve human needs, instead of requiring human accommodaƟon. 

 

• Example: The unibody MacBook was designed in close collaboraƟon between industrial 
designer and engineer. With the laptop's all-aluminum body that was machined out from a 
single piece of metal, Apple raised the bar for laptop design in terms of aestheƟcs and flex 
resistance. 

 

2.4.3 Asian Paints – Customer-Centric InnovaƟon  

 

Asia Paints, India’s biggest paints and coaƟngs company, has seen a radical transformaƟon 
over the last two decades. Formerly known as a producer of paints and coaƟngs for industry, 
it reposiƟoned as a design-led provider of soluƟons tailor-made for customers. This 
transformaƟon was based on Design Thinking principles of empathy, service innovaƟon, 
ecosystem creaƟon and customer-in-use. It was this rodeo, where a push beyond products 
allowed Asian Paints to redefine home decor, design and even lifestyle branding. 

 

Key Moments of Change In Asian Paints’ Design-Led Push: 

 

• Consumer Research at Scale 
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• Asian Paints leaned heavily on ethnographic research, visiƟng households in urban and rural 
India to learn how people feel about their homes. Instead of just confining themselves to skin-
deep color likings respondents held, researchers examined how people emoƟonally related to 
home decoraƟon as well as the pracƟce of painƟng. 

 

Insights showed us that repainƟng a home was meaningfully linked to life events, such as 
weddings, fesƟvals or having a new child. It was not just regarded as a funcƟonal acƟvity, but 
an emoƟonal renewal of inner space. 

 

• Example: In smaller towns, families associated repainƟng with preparaƟons for Diwali. 
Which is why Asian Paints designed such markeƟng campaigns and services around cultural 
events—so that it would have greater emoƟonal relevance with the consumers. 

 

• Service InnovaƟon 

 

• In the past, painƟng was a mess for Ɵme-poor Indian anƟ-managers who risked using 
unlicensed “cowboy” painters and were personally inconvenienced with painƟng rear-enders 
(late finish, paint on your shoes) when they wanted to chill out. Asian Paints leveraged the 
methodology of Design Thinking to completely rethink the service journey and eliminate 
those pain points. 

 

• The company introduced Safe PainƟng Services, a service for end-to-end painƟng. It 
included professional painters cerƟfied by Asian Paints, furniture & floor protecƟon, 
protecƟve covering for your furniture and floors, seamless online payment process, post 
service cleanup & customer saƟsfacƟon adhering to a 45+ checklist. 

 

• Example: A family that employed Safe PainƟng Services wouldn’t have to haggle with any 
local painters or fear that they’d spill anything on the furniture during their job. Instead, the 
service turned painƟng into an effortless and reliable experience worthy of a premium. 

 

• Digital Color Tools 
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• Asian Paints developed digital plaƞorms and mobile apps, to combat the indecision 
consumers oŌen felt when selecƟng colors. Users could see how various Ɵnts would look on 
their walls prior to making choices through these tools. 

 

• The app allowed customers to take pictures of their rooms, try different color combinaƟons, 
and even get suggesƟons based on popular paleƩes or themes. There were also booking 
features for clients to book appointments through the plaƞorm. 

 

• Example: A young couple who is redecoraƟng their living room can mix and match pastel 
blues, off-whites and accent walls on the fly in a virtual world before making a decision, 
minimizing 24 years upon entering the market of uncertainty that comes with any choice while 
simultaneously building confidence in your brand. 

 

• Design Studios 

 

• The Indian paint manufacturer Asian Paints developed physical Colour Ideas Stores and 
BeauƟful Homes Studios, spaces where customers could talk to experts, explore curated decor 
themes and see full room designs in the flesh rather than simply choose between paint 
swatches. 

 

These studios were designed to allow for immersive experiences, showcasing how paints, 
wallpapers and furniture can be used in real-life situaƟons. Consultants were trained to lead 
homeowners through the design process, turning buying paint into a design-led lifestyle 
decision. 

 

• Example: A family that wants to renovate their dining room could visit a BeauƟful Homes 
Studio and see several decor packages. Instead of simply picking a wall color, they might be 
shown matching lighƟng, curtains and even furniture suggesƟons — reducing fricƟon in the 
decision-making process while enhancing the role that the brand plays. 

 

• Integrated Ecosystem 
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• Asian Paints grew beyond paints to a complete home décor and lifestyle universe. It 
provided wallpapers, water proofing products, furniture, modular kitchens and designing 
services etc under one roof to home buyers. 

 

• The company had developed itself into an authority in lifestyle, as it shaped the paints 
business and offered products, services, and advice. 

 

• For example, a homeowner who is today engaged with Asian Paints can envision complete 
home transformaƟon end-to-end through one brand – from choosing paints, wallpapers, 
furniture & décor accessories to choosing cerƟfied professionals for design and execuƟon. 
This unified ecosystem will end the fragmentaƟon, bringing in a level of convenience and 
confidence which were previously missing in India. 

 

 

2.4.4 Tesla – Agile Prototyping and Design Thinking 

 

Tesla is perhaps the greatest case study for applying Design Thinking to challenging sectors 
like automoƟve and energy. Its method combines a visionary concept with realisƟc, gradual 
method steps which are proven by ongoing user involvement and iteraƟve prototyping; as 
well as seamless integraƟon of hard- and soŌware. By thinking of cars not as mere vehicles, 
but rather as plaƞorms for user experience that evolve over Ɵme, Tesla has upended both 
the design and ownership models for automobiles. 

 

Some of the Highlights in Tesla’s Design Strategy: 

 

• Prototyping at Scale 

 

• Tesla’s early vehicles were, in a way, prototype at scale: They were testbeds for new 
technologies to come. The Tesla Roadster (2008) was a limited producƟon car using the Lotus 
Elise chassis. 
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on repurposed Lotus Elise chassis. As limited as it was, this allowed real-world tesƟng to 
provide key feedback on electric vehicle performance, baƩery management and customer 
requirements. 

 

• Lessons from the Roadster were carried over to the Model S, with improvements in baƩery 
range, charging infrastructure and interior design gleaned from feedback and actual usage. 

 

• Example: Problems found in Roadster prototypes, like overheaƟng baƩery packs and 
inadequate range under real-world condiƟons, causes Tesla to rethink the design of baƩery 
pack system for Model S -- this Ɵme basing it on modular cells instead of big bricks -- with far 
more reliability and cleaner manufacturability. 

 

• Direct Customer Input 

 

• Tesla leans heavily on real-Ɵme data collecƟon and direct contact with customers. Cars are 
conƟnually broadcasƟng driving data, and it can be then combed for noƟces of performance 
problems, driver preferences and possible improvements to safety. 

 

• Furthermore, Tesla acƟvely communicates with its customers via online forums, social media 
and in-app feedback mechanisms. This direct pipeline ensures customer pain points and 
feature requests find their way into the design cycle rapidly. 

 

• For instance: Owners oŌen asked for more advanced parking-assist features. Tesla 
eventually did so with a soŌware update which allowed vehicles to park themselves 
(Autopark) and checkout of one’s parking space in a manner that is not controlled manually, 
pulling up to where you are in the driveway really. 

 

• Bold Vision, Incremental Delivery 

 

• Tesla’s long-term vision is all-electric autonomous mobility, but instead of waiƟng to perfect 
the whole system, they roll out parƟal versions of that vision and then iteraƟvely improve. 
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• Autopilot started as a driver-assistance system that could help keep a car in its lane and 
automaƟcally adjust to traffic. It has also been improved with abiliƟes such as Navigate on 
Autopilot, traffic light recogniƟon and Smart Summon, all based on millions of driving hours 
harvested in the real world. 

 

• Example: Tesla rolled out a “Full Self-Driving Beta”, or FSD, to some users who were confident 
enough to test early features. This is part of a strategy at Tesla in which the automaker to 
conƟnually refine its drive algorithms using real-world driving data and slowly march closer to 
"full self-driving." 

 

• Hardware-SoŌware IntegraƟon 

 

• Tesla, unlike incumbent automakers, thinks of cars as soŌware-defined plaƞorms. Hardware 
is sold with the future in mind, enhancing its capabiliƟes incrementally through soŌware 
updates, someƟmes years aŌer it has been purchased. 

 

• This bundling changes the nature of ownership and makes a Tesla vehicle more rather than 
less valuable over Ɵme. 

 

• Example: When a hurricane hit Florida in 2016, Tesla remotely increased its cars’ baƩery 
capacity for some of the vehicles through an over-the-air soŌware update to help people 
evacuate. Likewise, updates have also added entertainment apps, beefed up safety features 
and improved acceleraƟon — all without asking the user to purchase a new car. 

 

• DisrupƟon Through Simplicity 

 

• Why We’re Stuck in the Technology of the 1980s At Tesla, we design our products to achieve 
maximum cluƩer reducƟon and ease of use. Physical buƩons and dials are superseded by big 
central touch screens, voice commands, and soŌware-based controls. 

 

• This simplicity not only streamlines design and producƟon processes but will mean 
interfaces can be completely redesigned and improved upon through soŌware updates – 
ensuring the experience never becomes dated over the life of the car. 
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• Example: The Model 3’s dashboard is almost totally bereŌ of physical controls, save for the 
steering wheel and two mulƟfuncƟonal scroll buƩons. Almost everything else, including 
climate control and navigaƟon, is controlled via a 15-inch central touchscreen. This extreme 
simplificaƟon was controversial at first, but has come to define Tesla’s brand idenƟty. 

 

“AcƟvity: Reverse-Engineer a Design-Led InnovaƟon”  

  

Learners will choose one company from the case studies (IDEO, Apple, Asian Paints, Tesla) and 
analyze how it applied the five stages of Design Thinking—Empathize, Define, Ideate, 
Prototype, Test—in a real innovaƟon. They will map out each stage based on available public 
data and present their analysis in small groups. This exercise enables students to connect 
theory to pracƟce and observe how design-led strategies unfold in industry-leading contexts.  

 

 

2.5 Summary 

 

❖ Design Thinking, the user-focused methodology for solving problems that has five steps: 
Empathize, Define, Ideate, Prototype and Test is used for innovaƟon through structured 
innovaƟve process. 

 

❖ The Empathize stage in human-centred designing makes designers to deeply understand 
the user needs by observaƟons, interviews and emoƟonal insights. 

 

❖ Define: DisƟlled user insights develop into a clear, acƟonable problem statement; The 
Problem Statement provides the launching point for focused soluƟons. 

 

❖ The Ideate phase encourages divergent thinking and creaƟvity to come up with a wide 
range of possible soluƟons, then it takes these many ideas and converges them into the best, 
most tacƟcally plausible soluƟons. 
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❖ The prototyping process where it has converted abstract concept into the reality for early 
user experience, so that we can analyze for strengths and weaknesses before full 
scale...UILT[13]. III. 

 

❖ Test stage acquires external feedback with prototypes to iterate and realign a product-
price fit. 

 

❖ Design Thinking is very closely related to MVP Management, as it drives lean and agile 
product development with empathy, validaƟon and rapid learning loops. 

 

❖ TacƟcs such as Empathy Mapping, SegmentaƟon and Trendscape Analysis surface insights 
on trends for user behavior and new market opportuniƟes. 

 

❖ Real life success stories of how some companies like IDEO, Apple, Asian Paints and Tesla 
has adopted Design Thinking to rule the world by breaking new ground and is creaƟng waves. 

 

2.6 Key Terms 

 

Design Thinking An approach to problem solving that includes studying and geƫng to know 
your user, coming up with ideas around their experiences based on insights from 
understanding them more deeply through research, building the best possible prototype 
early and oŌen. 

 

Empathy Mapping – A visual representaƟon of what people say, think, do and feel used to 
help teams grasp user moƟvaƟons and pain points. 

 

Problem Statement – A succinct statement describing a user problem and how the world 
currently solves that problem (to guide ideaƟon of potenƟal soluƟons). 

 

IdeaƟon - A phase of thinking, where teams develop numerous possibiliƟes in all scenarios 
with no evaluaƟon. 
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Prototype – A working model of a product or service used to test which features are useful 
and collect feedback in advance of full development. 

 

User TesƟng – TesƟng prototypes or MVP with real users to get feedback, validate 
assumpƟons and generate improvements. 

 

Human-Centered Design (HCD) – A design methodology that ensures the needs, behaviors, 
and constraints of users are taken into account at every stage of the product life cycle. 

 

SegmentaƟon : Breaking down a target market into segments which have either common 
characterisƟcs (such as demographics), needs or behaviors, to more effecƟvely address 
specific needs. 

 

Trendscape Analysis – Searching for macro and micros trends and looking out for 
opportuniƟes to innovate and market shiŌs. 

 

MVP (minimum viable product): A Ɵny version of a product that is developed with basic 
features to test out ideas and collect feedback directly from the first users. 

 

2.7 DescripƟve QuesƟons 

 

Describe the five phases of Design Thinking, and use specific examples from the product or 
service development to demonstrate each phase. 

 

How does the Empathize phase inform the following phases of a project? 

 

Explain how prototyping can be used to miƟgate risk and improve users experience in the 
design of products. 
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What is the relaƟonship between developing an MVP and stages of Design Thinking? Provide 
industry examples. 

 

How crucial is segmentaƟon when architecƟng focused MVPs? Explain using an exisƟng or 
hypotheƟcal example. 

 

Contrast the use of Design Thinking at Apple and IDEO. What effect do their methods have 
on innovaƟon? 

 

Discuss how ‘Asian Paints’ leveraged design-led innovaƟon to transcend selling a product to 
providing an experience of service. 

 

Explain what " Trendscape Analysis is" and how it helps make decisions about early stage of 
innovaƟon. 

 

Describe the role that user-centered validaƟon plays in iteraƟve product development. Why 
do startups need it? 

 

Develop an empathy map for student using a online educaƟon plaƞorm, and provide a 
problem statement based on it. 
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2.9 Case Study  

“Redesigning Healthcare Access: IDEO’s Design Thinking Journey in Low-Income 
CommuniƟes”  
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IntroducƟon  

Access to quality healthcare in low-income urban areas remains a major global challenge. In 
partnership with a nonprofit health provider, IDEO.org set out to improve maternal health 
service usage in underserved Kenyan neighborhoods. Despite the availability of public health 
clinics, expectant mothers oŌen avoided prenatal checkups due to social, emoƟonal, and 
logisƟcal barriers. IDEO applied its Human-Centered Design (HCD) methodology to understand 
these challenges, redefine the problem, and co-create meaningful soluƟons.  

  

Background  

IDEO’s interdisciplinary team began with field visits to urban seƩlements in Nairobi. They 
observed clinic operaƟons, interviewed paƟents, and followed the daily rouƟnes of expectant 
mothers. They discovered that women oŌen feared judgment, lacked transportaƟon, and 
were confused about what services were offered. The exisƟng system focused on technical 
delivery rather than user experience.  

Instead of proposing a digital soluƟon upfront, IDEO took the Design Thinking route, starƟng 
with empathy. Using tools like empathy maps and user journey mapping, the team uncovered 
hidden needs—trust, dignity, convenience, and community support. These insights shaped 
their iteraƟve prototyping process.  

Over several months, the team developed and tested soluƟons such as friendly waiƟng areas, 
mobile check-in kiosks, SMS reminders, and community-based care ambassadors. Each idea 
was prototyped at small scale, tested with users, and refined based on feedback.  

  

Problem Statements and SoluƟons  

Problem 1: Low Clinic AƩendance Due to Social SƟgma and Fear  

• Insight: Many women avoided clinics due to fear of being judged for age, number of 
children, or perceived carelessness.  

• SoluƟon: IDEO helped redesign the clinic space to feel more welcoming and 
nonjudgmental, and trained staff in empatheƟc communicaƟon. They also created community 
ambassador programs where women promoted prenatal care through peer support.  

  

Problem 2: Lack of Clear CommunicaƟon and Service Awareness  

• Insight: Women did not know what prenatal services were available or when to seek 
care.  
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• SoluƟon: The team co-designed visual clinic guides, printed in local languages with 
illustraƟons. They also introduced SMS-based educaƟonal reminders synced with pregnancy 
stages.  

  

Problem 3: Missed Appointments Due to LogisƟcal Barriers  

• Insight: TransportaƟon cost and long wait Ɵmes were key deterrents.  

• SoluƟon: A mobile pre-check-in system was piloted via basic mobile phones. Women 
could schedule appointments and receive real-Ɵme updates on queue Ɵmes, reducing waiƟng 
hours and improving aƩendance.  

  

Case QuesƟons  

1. How did IDEO apply the five stages of Design Thinking to uncover and address the 
underlying barriers in maternal healthcare access?  

2. What role did prototyping and iteraƟon play in ensuring that the soluƟons were viable, 
desirable, and feasible?  

3. How did the team integrate user feedback during the Test phase, and how did it 
influence the final soluƟons?  

4. Discuss the relevance of empathy mapping in this case. How did it shiŌ the team’s 
perspecƟve on what the real problems were?  

5. If IDEO wanted to scale this soluƟon to a different region or country, what new steps 
would they need to take to ensure contextual relevance?  

Conclusion  

This case illustrates the transformaƟve impact of Design Thinking in public health innovaƟon. 
By leading with empathy and involving users throughout the process, IDEO was able to co-
create sustainable soluƟons tailored to the emoƟonal, cultural, and pracƟcal realiƟes of 
expectant mothers in underserved communiƟes. The success of this iniƟaƟve highlights the 
power of human-centered innovaƟon, iteraƟve development, and cross-disciplinary 
collaboraƟon in solving complex social problems.  
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0 Cited and Quoted  0%
Matches with in-text citation present, but no quotation marks

Top Sources

0% Internet sources

0% Publications

0% Submitted works (Student Papers)

Integrity Flags
1 Integrity Flag for Review

Hidden Text
22 suspect characters on 2 pages 
Text is altered to blend into the white background of the document.

Our system's algorithms look deeply at a document for any inconsistencies that 
would set it apart from a normal submission. If we notice something strange, we flag 
it for you to review.

A Flag is not necessarily an indicator of a problem. However, we'd recommend you 
focus your attention there for further review.
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Match Groups

0 Not Cited or Quoted  0%
Matches with neither in-text citation nor quotation marks

0 Missing Quotations  0%
Matches that are still very similar to source material

0 Missing Citation  0%
Matches that have quotation marks, but no in-text citation

0 Cited and Quoted  0%
Matches with in-text citation present, but no quotation marks

Top Sources

0% Internet sources

0% Publications

0% Submitted works (Student Papers)
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Unit 3: Problem Framing, Personas & Market Fit  

  

Learning ObjecƟves  

1. Understand the strategic importance of problem framing in innovaƟon and 
product development.  

2. IdenƟfy the consequences of poor problem definiƟon and how it can derail MVP 
and business success.  

3. UƟlize the Jobs to Be Done (JTBD) framework to find out what users really need 
and care about. 

4. Develop customer personas including demographic, psychographic and 
behavioral aƩributes for an MVP feature design. 

5. Run compeƟƟve analysis to help idenƟfy feature gaps, benchmark features and 
uncover opportuniƟes of differenƟaƟon. 

6. Create visual persona boards that mix in JTBD insights with direcƟonal input from 
cross-funcƟonal teams. 

7. Develop and refine good statements of the problem in line with business 
objecƟves and substanƟated customer need. 

  

Content  

3.0  Introductory Caselet  

3.1  Importance of Problem Framing  

3.2  Jobs to Be Done (JTBD) Framework  

3.3  Consumer Personas  

3.4  CompeƟƟon Analysis  

3.5  Persona Boards  

3.6  ArƟculaƟng Problem Statements  

3.7  Summary  

3.8  Key Terms  

3.9  DescripƟve QuesƟons  

3.10  References  

3.11  Case Study 
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3.0 Introductory Caselet 

 

“Misreading the Market: The Story of EduFast’s First Pivot” 

Bangalore-based edtech startup EduFast has introduced a mobile plaƞorm that provides 
crash courses for compeƟƟve examinaƟons. It believed students would appreciate video-
based learning lessons that are short, to the point and act as supplements to their offline 
coaching. They invested heavily, building a slick app and hiring subject experts, then launched 
with aggressive digital markeƟng. Nevertheless, aŌer the iniƟal install, engagement saw a 
significant fall-off aŌer week one. 

The team got frustrated and started snooping around. They interviewed people and watched 
how they used the system. 

To their surprise, they discovered that most people who would be well-served by the product 
weren’t starving for content — they were drowning in it. The challenge for students was not 
what per se, but rather how to manage their Ɵme effecƟvely and receive personalized 
support. It wasn’t that people experienced “too liƩle short form learning,” but that they found 
it to be hard to organize studying and idenƟfying what was most important. 

EduFast had framed the problem incorrectly. They teams relied on Jobs to Be Done 
framework and developed new user personas. One insight seemed to stand out: “When I’m 
a month away from my exam, what I want is a clear daily study plan that adapts to my weak 
topics.” That led them to their pivot — turning the app into a smart scheduler and 
performance tracker, with embedded micro-learning. In a few months, engagement began 
to surge and subscripƟons rose. 

What they learned was that having the best product didn’t maƩer, it was about solving the 
right problem for the right person. 

CriƟcal Thinking QuesƟon 

As part of the EduFast product team, how could uniform adopƟon of theJTBD framework and 
persona development have helped your company avoid falling into this trap so you could be 
successful sooner? 

 

3.1 Importance of Problem Framing 

 

3.1.1 Why Defining the Right Problem MaƩers 
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Defining the problem right is how successful products get built and startups are made. When 
teams have clarity around the real user pain point, they are able to focus their creaƟvity, 
resources and strategic choices on ideas that are actually useful. Without the right problem 
framing, teams end up solving for things that are of low relevance or priority—at the cost of 
wasted effort, misaligned goals, and mediocre products. By contrast, a sharp problem 
becomes the north star that aligns your team's efforts and convicƟons, moƟvates creaƟve 
thinking and assures product-market fit. 

The Importance of Defining the Right Problem: 

• Guides SoluƟon Design 

A well-posed problem is like a strategic compass. It makes sure those features that product 
teams are going to design really truly solve the problems the user has, rather than tossing in 
nearly shiny funcƟons that don’t actually get used. Example: Instead of creaƟng dozens and 
dozens of filters in a food delivery app, focusing on the problem “users can’t quickly discover 
dishes according to cravings” led instead to soluƟons like visual browsing or curated menus. 

•   It Is Time Saver and Money Saver 

Clear definiƟon of problem prevents the team from wasƟng Ɵme solving wrong problems. 
This minimizes the likelihood of over-engineering products for misunderstood needs. 

Example: Startup building a smart fridge was iniƟally laser-focused on solving complex 
inventory tracking and storage quesƟons — except when they reconsidered the real problem 
“people forget what’s about to expire.” The answer became plain, Ɵmely alerts. 

• Eliminates Scope Creep and Waste 

When the problem is ambiguous teams add features at random, hoping to ‘hit a home run.’ 

Well-defined problem keeps us on the right track - Read: Avoid wasted development. 

Example: Rather than building a Swiss-army-knife of a wellness app, this team oriented 
around the problem “users are seeking help to stay hydrated.” The result was a niche water-
tracking app with strong engagement. 

• Improves Team Alignment 

[…] Having a shared and well-understood problem statement means that everyone, designers 
to engineers to marketers is on the same page. This confluence results in quicker decision 
making and greater consistency in product development. 

For example: Slack coalesced its team around the problem “teams are constantly losing 
informaƟon to scaƩered communicaƟon,” which lent itself to a design that beƩer enabled 
channeling messages rather than simply creaƟng another email alternaƟve. 

• Promotes the Kind of InnovaƟon that MaƩers. 
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InnovaƟon comes from addressing and solving the deep-seated user problems, rather than 
applying band-aids to surface level problems. When problems are defined correctly, the door 
is opened to breakthrough thinking. 

Example: Uber is not simply about digiƟzing taxi booking; they tackled the deeper need, “I 
want a predictably priced and trustworthy ride without having to wait or haggle.” This insight 
reshaped urban transportaƟon. 

• Encourages Empathy 

To arƟculate the problem we need to put ourselves in the shoes of a user — and truly 
understand how they act, feel, and what hurts. It's a combatant of "anal penetraƟon" and 
supporter of user-centered thinking. Example: When the design firm IDEO revamped 
hospital stays, they began by following around paƟents for hours, observing that fear and 
confusion — not mere wait Ɵmes — were the main problems to solve. 

•   Enhances CommunicaƟon 

By having a clear problem statement the easier is to sell / pitch ideas, raise funding, get 
alignment between stakeholders and receive focused feedback from users. What problem 
the soluƟon seeks to solve is known to everyone. Example: A pitch that begins “millennials 
can’t achieve homeownership despite stable incomes” is a lot more straighƞorward than one 
that starts with “we built a real estate app using AI and blockchain.” 

• Case Example 

Airbnb’s breakthrough wasn’t in creaƟng new lodging; it was in recognizing a subtle user 
need: “I want a local, affordable, and unique stay when I travel.” This understanding allowed 
them to disƟnguish themselves from hotels and bring together people who wanted real 
experiences with hosts. Their success shows how geƫng a handle on the real problem (not 
just the category) can unlock tremendous value. 

3.1.2 Problems with Problem DefiniƟon 

Not defining the right problem can cause even the most promising product ideas to falter. 
Many startups and product teams fail, not because of creaƟvity or technical incompetence, 
but because they defint the user problem incorrectly to begin with. Underlying causes are 
frequently unfounded assumpƟons, lack of research and user empathy, or even a bad 
problem definiƟon. The consequence of this is that teams are solving the wrong problems, 
funding projects and product launches under the wrong assumpƟons, which leads to products 
that don’t meet real needs. 

CommonF_ails andR_esults: 
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•   ConstrucƟng SoluƟons for Symptoms, Not Causes 

Teams can treat symptoms or surface-level issues and neglect the root causes of suffering. 
This approach results in Band-Aid soluƟons without the addiƟon of any long-term value. 

A ridesharing app, for instance, might do beƩer reducing wait Ɵmes by flooding the area with 
more drivers despite the throughput fallout, when in reality the issue is that some riders don’t 
feel safe using its service — nothing to do with efficiency or profitability and something a 
safety feature might address beƩer than operaƟng lax oversite of background checks. 

• Misunderstanding of User Postures 

Misunderstanding user feedback or behavior can lead to soluƟons with the wrong 
assumpƟons. 

For example, if people are leaving some website, a team might assume it must be missing 
features. But further invesƟgaƟon could find that instead, consumers are confused and want 
less complexity, not more. 

•   Framing That's Tilted by a Bias 

In pracƟce, founders oŌen map their own experiences and background to users as if they are 
one of them, therefore defining problems in terms of what appeals to them instead of focusing 
on the user needs. 
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A founder who has deep technological knowledge can have the feeling that users need 
sophisƟcated customizaƟon when they in fact want everything to work out of the box with a 
clear default. 

•   Premature AƩachments of SoluƟon 

Teams can someƟmes become infatuated with an idea they are passionate about without 
first verifying if it solves a real problem. 

That way you are quickly engaging in a bad habit of backfiƫng the problem to match the 
soluƟon. A typical example is to make a blockchain-based app only because this technology 
is trending, even if it does not offer any added value to the applicaƟon’s users. 

•   Lack of Focus from the Team and CollaboraƟon 

Ambiguous or too fuzzy problem statements disorient teams and lead to misalignment. If all 
stakeholders don’t share an understanding of the user need, then different departments may 
have to go up to bat for their own goals. For instance – the markeƟng team may be pushing a 
product saying that it’s easy to use, whilst the development Ɵme are implemenƟng complex 
features that don’t equate to easy for its users. 

•   Product–Market Fit Misalignment 

No maƩer how beauƟfully designed the MVP is, if it doesn’t solve for the right problem, it 
will not work. Misalignment has a detrimental impact on adopƟon, feedback and iteraƟons. 

A budgeƟng app might seem to have incredibly detailed analyƟcs and charts, but if the real 
problem is that users can’t remember to track their expenses every day, then simplicity and 
automaƟon may maƩer more than visual insights. 

• Case Example 

Juicero, a prominent start-up, is an object lesson in bad problem definiƟon. The company 
created a hightech juicer that connects to Wi-Fi, presuming users actually wanted a smart 
kitchen device. But the actual user priority was ease and affordability. The answer — costly 
equipment to squeeze juice from premade bags of pulp, which resulted in a long cleanup 
process that the company was starƟng to do for its own customers — didn’t solve an urgent 
problem. When customers discovered they could simply squeeze the packets by hand, it 
became apparent that the product wasn't funcƟonal and failed in the market. 

 

“Research by CB Insights reveals that 42% of startups fail because there's no market need for 
their product—a direct result of misidenƟfying or poorly framing the core problem. Many 
teams start with a soluƟon in mind and skip the problem discovery stage, assuming that their 

Did You Know?   
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idea will resonate without validaƟon. This highlights the importance of structured problem 
framing before building anything.” 

 

 

 

3.1.3 Linking Problem Framing to Product-Market Fit 

For any new company or team making something, geƫng a product to match what people 
want is a deal. This is called Product-Market Fit. But it occurs when you’ve built a piece of 
dogma with the ability to actually saƟsfy some kind of need that a host of people have and 
they want to use, and conƟnue using. You can not get here without having first known what 
problem you were trying to solve. “If you have no understanding of the problem, then teams 
are clueless and they cannot solve for what people actually need, how they behave and why 
some things maƩer more to them than others,” he said. Product—Market Fit is what teams 
are hungry for, and problem solving is how you get it. It serves as a channel of the voice of 
the leads and finally it can be transformed into a usable product – one which is validated, 
meaningful for users! 

Key RelaƟonships between Problem Framing and PMF: 

• IdenƟfies the Customer’s Pain Point at its Core 

PMF starts with finding a genuine, tangible pain point that users really want resolved. When 
you don’t have this clarity, you are developing products in the dark. 

For one, it wasn’t merely a provider of cloud storage; it solved the problem: “I want to be 
able to access my files and keep them in sync across devices effortlessly.” This obvious pain 
ensured strong product-market fit. 

•   Even a Polished MVP Will Miss the Mark If You Mischaracterize the Problem 

A beauƟful, perfectly funcƟoning product that solves an unimportant or irrelvant problem 
will not be adopted by users. 

An app that lets users monitor fitness metrics may flop if the desired audience is more 
interested in moƟvaƟon and habit formaƟon than sophisƟcated tracking. 

• PrioriƟzes List of Features to Drive 

Once a problem is well understood, product teams can zero in their MVP on addressing the 
most pressing and painful parts of it - not boiling the ocean. 

For example, Airbnb’s early MVP didn’t prioriƟze features like reviews or advanced search 
filters—it prioriƟzed enabling people to list and book cheap spaces as a soluƟon to their 
immediate problem of finding short-term lodging. 

Page 10 of 60 - Integrity Submission Submission ID trn:oid:::3618:128391336

Page 10 of 60 - Integrity Submission Submission ID trn:oid:::3618:128391336



•   Facilitates Focused Value ProposiƟons 

If the problem is clearly framed, then your team should be able to tell a great story about 
why I want to use your product, because you understand my pain intuiƟvely. This allows you 
to gain beƩer tracƟon before crossing the chasm by drawing in an early market that loves 
your soluƟon. Canva took off so quickly because it solved the problem: “I want to design, high 
quality graphics without having to know anything about design.” This specific framing allowed 
for a clear and compelling value proposiƟon. 

•  Enables IteraƟve Learning Faster. 

A well-defined problem observes as a measure with which teams can experiment MVP's 
against success, user feedback and engagement. It is this that helps enable faster learning 
cycles and smarter pivots. 

If the core problem of an app is arƟculated as “users want help creaƟng beƩer morning 
rouƟnes,” then each test and iteraƟon can be judged on how well it has served to solve that 
challenge. 

• JTBD and Personas matching 

By framing problems around the job-to-be-done for the user, your product becomes a natural 
part of that person’s life and fills real funcƟonal and emoƟonal needs. 

A budgeƟng app built with “I want to feel in control of my money without stress” in mind 
speaks not only to financial goals, but also the human need for confidence and clarity. 

• Clear Product Messaging is supported 

When the problem is well-defined, markeƟng and communicaƟon acƟons are sharper and 
more convincing. Teams are able to explain with precision what problem they solve and why 
it is a problem worth solving. 

NoƟon, for instance, didn’t brand itself “the all-in-one workspace” by lisƟng features but by 
solving the problem: "Work and knowledge are scaƩered across too many tools." 

• Case Example 

Slack also is a wonderful example for how problem framing led to product-market fit. Not 
that the product was ever posiƟoned as simply another messaging tool. Rather, it was 
created to address what Biter wanted to see fixed: “Team communicaƟon is fragmented and 
ineffecƟve across channels.” This posiƟoning enabled Slack to home in on its nail (its 
quenching user problem) quickly with integraƟon, simplicity and search—issues that 
succinctly idenƟfy the needs of the market and caused company adopƟon to skyrocket. 

3.2 Jobs to Be Done (JTBD) Theory 

3.2.1 IntroducƟon to JTBD 
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The Jobs to Be Done (JTBD) methodology is a great way to think about and understand 
customer behavior. It’s not about demographics or product-based segmenƟng, but rather the 
“job” a customer hires a product or service to do. The key insight is that people do not simply 
buy products; they “hire” them to make progress in specific situaƟons. 

Core Principles of JTBD: 

 

 

• Jobs are Progress-Based 

 

o A “job” is the progress a person is trying to make in a parƟcular situaƟon. 

 

o This could be funcƟonal (complete a task), emoƟonal (reduce anxiety), or social (look 
competent). 

 

• Customers Hire SoluƟons o  JTBD sees the product as a means to an end. 
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o For example, a customer may hire a fitness app not just to track workouts, but to feel 
accountable and moƟvated. 

 

• Context is Key o  The same user may hire different soluƟons depending on 
context. 

 

o Example: To get a quick meal, one might hire a food delivery app during a workday, but 
cook on weekends for emoƟonal saƟsfacƟon. 

 

• Uncovering MoƟvaƟon o  JTBD explores the “why” behind the purchase. 

 

o It goes deeper than features or pricing to uncover the desired outcome, which oŌen 
reveals unmet needs. 

 

Why JTBD MaƩers for Startups: 

 

• Focuses on Outcomes o  Helps founders shiŌ from thinking about products to 
thinking about customer progress. 

 

• Enables InnovaƟon o  Reveals white space in the market—opportuniƟes to serve 
unaddressed or poorly understood jobs. 

 

• Applicable Across Industries o JTBD has been used in sectors like healthcare, 
educaƟon, banking, and soŌware to design user-centered innovaƟons. 

 

• Aligns Product and Market Fit 

 

o A clear job statement helps in designing value proposiƟons, MVPs, and product 
roadmaps that resonate with real needs. 
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Types of Jobs: 

 

• FuncƟonal Jobs – Specific tasks users want to complete. 

 

• EmoƟonal Jobs – How users want to feel while or aŌer using the product. 

 

• Social Jobs – How users want to be perceived by others. 

 

Example: 

 

• A person buys noise-canceling headphones not just for sound quality (funcƟonal), but 
to feel focused (emoƟonal) and appear professional during calls (social). 

 

3.2.2 IdenƟfying Core Jobs, Pains, and Gains 

The key to using JTBD effecƟvely is understanding a user's core jobs, pains and gains. Instead 
of geƫng hung up on user demographics or preferences, JTBD is all about what users hope 
to accomplish, the barriers they must overcome and the value they are seeking. This 
disciplined approach enables teams to create products that address real problems, integrate 
into a user’s exisƟng experiences, and leverage use cases without fricƟon. 

Core Job IdenƟficaƟon 

The first step is to figure out what the user is trying to fundamentally achieve (their “job”). 
It’s no longer just about tasks or features, but about larger-scale progress or change that they 
(in a parƟcular context) are trying to aƩain. 

•   Concentrate on where you want to get next. 

Start by asking: What is the user trying to accomplish? What causes this job to be needed? 

For example, users don’t just need an alarm app — they want to wake up refreshed and on 
Ɵme for work if they’ve slept in. There’s also the larger job of training up morning rouƟnes 
well. 

• Use Job Statements 

Frame job insights in an explicit format: “When I’m [situaƟon], I want to [job] in order to 
[outcome]. This helps explain the job and hook it into context. 
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Example: “When I’m studying for an exam, I like to find a study plan that is customized so it 
helps me stay focused on my weak areas.” That includes the seƫng, reason and what should 
happen. 

• Contextual Inquiry 

Watching users in context will yield behavior paƩerns you wouldn’t have goƩen from a survey 
and interviews about user habits, triggers and workarounds oŌen uncover internal 
moƟvaƟons. 

For instance, observing how students study might help a product team idenƟfy that more Ɵme 
is spent organizing notes than actually learning — exposing an unmet job to “quickly gather 
relevant materials.” 

IdenƟfying Pains (Barriers and FricƟons) 

Once you've found the job, it's important to know what pain points are making users struggle 
to get that job done as effecƟvely or comfortably as possible. "There are a lot of innovaƟon 
opportuniƟes in these boƩlenecks." 

• Pain Points 

These are the pains, inefficiencies or emoƟonal drivers that people have with exisƟng 
soluƟons. 

IllustraƟon: A user gets frustrated that their budgeƟng app crashes frequently or needs data 
to be entered manually — both funcƟonal pains. 

• Types of Pain 

•   Time: The job is slow to run. 

Example: ExtorƟonate upload Ɵmes in a content-sharing applicaƟon. 

• EmoƟonal: It is anxiety inducing or stressful. 

Example: A tax-filing app with jargon that doesn’t make sense. 

• Financial: The price of the soluƟon is too high for the benefits it delivers. 

Example: A Freemium photo editor with some minimal features in the free version. 

• FuncƟonal: The tool fails to get the job done well or consistently. 

Example: A fitness tracker that does not log steps or heart rate properly. 
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• Pain Indicators 

Keep an eye out for low engagement numbers, abandoned accounts, regular user complaints 
or users who have started building their own hacks and workarounds. 

Example: If your users are compelled to move over to spreadsheets aŌer aƩempƟng to use 
task management app, it is indicaƟve of unfilled funcƟonal gaps. 

• Example 

Users might not be dropping out of language learning apps due to the sheer volume of 
content, but how the pacing does not align with their learning approach. This combines 
emoƟonal pain (feeling overwhelmed) and funcƟonal pain (inflexibility). 

Stakeholder Gains (Desired Outcomes and Benefits) 

“What are the Gains our users we’re working to achieve – these can be both, funcƟonal and 
emoƟonal.” These expectaƟons influence how users assess a product's value. 

• FuncƟonal Gains 

These are features that add uƟlity like speed, automaƟon, control (or power), ease of use. 

Example: A note taking app that categorizes notes by topic – automaƟcally, reduces handling 
and confusion. • EmoƟonal Gains 

These could include a sense of confidence, less anxiety or an increase in power. 

Example: A goal-tracking app with a feature that celebrates small wins can culƟvate a sense 
of achievement and momentum. 

• Social Gains 
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These describe how users wish to be perceived in their own personal networks—producƟve, 
informed, modern, skilled. 

Example: Members who design content for tools like Canva share their creaƟons, and they get 
that lovely social validaƟon of doing something creaƟve. 

• Value Drivers 

Highs help determine the key features or benefits that will most aƩract users and be featured 
in product messaging. 

Example: An app that helps you choose the best Ɵmes for appointments and get them booked 
automaƟcally, based on your schedule to reduce decision faƟgue, is providing emoƟonal 
uƟlity as well as funcƟonal features. 

• Example 

For an app to consolidate your producƟvity system (to-do lists, calendars, reminders) in one 
place you benefit on an emoƟonal level (peace of mind), a funcƟonal level (less switching 
between tools) and maybe even social level (people perceiving you as well-organized). 

PrioriƟzing Jobs 

There are simply not equal opportuniƟes to “work” out there. Teams must decide which jobs 
are most likely to result in impact and the creaƟon of value. 

• Frequency 

How frequently does this task occur in the user’s life? 

Example: Checking email is oŌen; seƫng up a new phone is infrequent. • Importance 

How important is this task to the user’s objecƟves or well-being? 

Example: Controlling monthly spend is higher priority than app theme personalizaƟon. 

• SaƟsfacƟon 

What’s not working in the current soluƟons? 

Example: Workarounds like spreadsheets or sƟcky notes might have to suffice for users—a 
signal of no tool doing the job well. 

• The greater the value a product can provide, while also being commonplace and 
unsaƟsfactory, is an indicaƟon of innovaƟon potenƟal. 

For example, the task of “easily recording daily health habits” is one that’s widespread and 
crucial to well-being and yet oŌen ill-served by exisƟng products. A well made product that 
could be focused on this is a market. 

Frameworks to Use: 
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Teams can use structured tools, such as the ones below, to systemaƟcally idenƟfy and 
prioriƟze these insights. 

• Value ProposiƟon Canvas: This template allows users to draw the user’s jobs, pains and 
gains together on one sheet while aligning them with “gain creators” and “pain relievers.” 

• Switch Interviews, or Outcome-Driven QuesƟons: Inspect why the end user switched from 
an old product to a new product. 

• Customer Journey Mapping: Follows the customer from start to finish of their experience 
in geƫng something done, highlighƟng crucial pain points and emoƟonal highs and lows. 

3.2.3. Applying JTBD to Product and Service InnovaƟon 

The JTBD framework is not limited to research, by the way; it's also a crucial tool in product 
development, service design and go-to-market strategy. By recognising what users are seeking 
to achieve in given contexts, teams can make more intelligent decisions about what to build, 
how to arƟculate value and the way their product should advance over Ɵme. This means that 
innovaƟon is Ɵed to real user needs, not guesses or features comparisons. 

ApplicaƟon Areas of JTBD: 

MVP Design and Feature SelecƟon 

JTBD is especially helpful in MVP mastery, where the product needs to solve a real user 
problem with minimum funcƟonality. 

• Lean Product Focus 

This is where JTBD can help you determine what core funcƟonality you really need in order 
to help users make headway. This makes it possible for teams to scratch everything that does 
not need their aƩenƟon and building around the most criƟcal job. 

Example: Calendly went really narrow with their MVP and concentrated on solving one job—
”scheduling meeƟngs without back-and-forth emails.” It did not strive to outcompete full-
feature calendar apps, it nailed this single job first. 

• Feature Overload Is Unnecessary 

By sƟcking to the core job, teams prevent themselves from adding features that don’t actually 
help users complete their job. This results in a cleaner UX and quicker development. 

Example: If the most important job to be done with budgeƟng is helping users manage their 
monthly expense, a budgeƟng app may forego including investment tracking and just do it 
well. 

Product Messaging and PosiƟoning 
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JTBD informs how products are messaged to users, influencing language on markeƟng, sales, 
and onboarding. 

• Outcome-Based Language 

Job to do messaging is centered on the desired outcome, not just a product spec. 

Example: Rather than saying “Buy our memory foam maƩress,” a company would say “Get 
your best night’s sleep” — puƫng the job and the result on show.RELATED: How Far Have We 
Really Come? • Clear DifferenƟaƟon 

With product being posiƟoned around how well it does the job, it’ll be easier to stand out 
from compeƟtors. Example: Zoom centred itself around “making video calls fricƟonless,” not 
a pitch of advanced video features — instead zeroing in on reliability, speed and ease of use. 

Customer Onboarding and RetenƟon 

JTBD also informs onboarding flows and retenƟon mechanics to make sure users get the 
support they need to get the actual job done. 

• First-Ɵme use leave UsersIniƟaƟves should get users to achieve a meaningful job right away 
which will lead to increased adopƟon and reduced churn. 

Example: NoƟon makes basic page creaƟon and templates easy to get started with, helping 
users see value quickly by organizing notes or tasks. 

• Job Milestones 

The user journey can be looped through job compleƟon “lodestones” — touchstones that ask 
the user where they are and how close to compleƟon. Example: In a workout app, reaching 
the first workout or hiƫng a weekly goal could serve as job milestones that would then trigger 
encouragement or unlock new features. 

InnovaƟon and Product Roadmapping 

JTBD enables long term innovaƟon by creaƟng new ways for people to be served, beƩer or 
more widely. • Expand Job Coverage 

Once a team solves the core job, it can expand to adjacent jobs that users typically aƩempt 
to solve next. Example: A project management app that starts with managing tasks may later 
add Ɵme tracking or collaboraƟon tools as users want to manage a fuller range of what’s on 
their plates. 

• Job Bundling 

Related tasks can be "collapsed" into a single experience to improve user retenƟon and 
perceived value. Case-in-point: Uber’s strategy of combining ride-hailing with food delivery in 
a single app enables users to accomplish mulƟple jobs — commuƟng and eaƟng — without 
having to switch apps. 
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• InnovaƟon On The Service Layer 

JTBD insights can also enhance the service experience, and not only touchpoints of the 
product. By minimizing fricƟon in the user path, businesses offer more enjoyable and 
seamless experiences. 

Sample: Amazon’s 1-click checkout makes short work of the job “buy a product quickly 
without fuss,” improving their end-to-end service layer. 

Examples Across Sectors: 

• SpoƟfy 

JTBD: “While I’m listening to music in my commute, feel music to be personalized and help 
me relax or focus.” This work shapes playlist curaƟon, SpoƟfy’s offline mode and AI-assisted 
personalizaƟon. 

• Duolingo 

JTBD: “When I’m learning a language casually, I want bite-sized lessons that keep my 
aƩenƟon.” This posiƟon helps design features such as gamificaƟon, short lessons and streaks. 

• LinkedIn 

JTBD: “When I need to grow in my career, I want to present my skills and find leads for new 
jobs.” Key to this jobs core are features such as profile endorsements, job alerts and 
networking recommendaƟons. 

Key Benefits: 

• Champion of Customer-Centric Design 

More of that design thinking must be based upon genuine user jobs, not on ficƟƟous features 
and internal drives. 

•  CompaƟble with Long-Term DifferenƟaƟon 

If a business conƟnuously aligns with changing user jobs, it avoids becoming irrelevant and is 
able to evolve ahead of its compeƟtors. 

• Boosts Product-Market Fit by Aligning with Real Use Cases 

JTBD guarantees products actually fit with the way users exist in context, feel moƟvated, and 
are driven to adopt and sƟck. 

• Enables the Team to Align Across Design, Development and MarkeƟng 

Everybody is pulling the oar in the same direcƟon of helping the user to get a job done, so 
you have very good unity of strategy and execuƟon on the product. 
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3.3 Consumer Personas 

 

3.3.1 Defining Personas for Target Segments 

 

Personas are like user profiles that are actually based on informaƟon from real people. They 
help us see what different kinds of users are like in the group of people a startup wants to sell 
to. 

 

Personas are really useful because they show us what users need and want and what makes 
them happy or unhappy. This makes it easier for us to make products and services that people 
will actually like. 

 

When we use personas to make decisions about what to do with our products we are using 
facts about users of just guessing what they want. This helps everyone on the team 
understand the users beƩer and come up with ideas that are more relevant, to what the users 
actually need. Personas help teams make things that people will really like by thinking about 
what the users want and need. EffecƟve personas allow startups to move beyond vague 
noƟons like "millennials" or "techsavvy users" and instead focus on specific behaviors and 
goals that influence product use. 

 

Steps to Define Personas: 

 

• Gather QualitaƟve and QuanƟtaƟve Data 

 

The foundaƟon of effecƟve personas lies in real-world research. Teams must collect data from 
mulƟple sources, including interviews, surveys, usage analyƟcs, and ethnographic 
observaƟons. 

 

For example, a food delivery startup might conduct interviews to learn why users switch apps, 
while also analyzing app usage paƩerns during peak hours. 

 

• Look for Common Challenges, MoƟvaƟons, and Decision-Making PaƩerns 
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Analyze the data to idenƟfy common themes among users -what moƟvates them, what they 
find difficult and how they decide. 

For example, users might oŌen explain that they select the express checkout due to lack of 
Ɵme, the reason being that speed and convenience are very important to them. 

•   Develop Key Segments 

Users should be clustered by common characterisƟcs or the work they are trying to get done: 
first-Ɵme users, power users, price-sensiƟve purchase drivers, convenience drivers. 

Each piece represents different behavior paƩerns that can be used to craŌ personas. 
Example: A fitness app could develop one persona for more casual exercisers, and a separate 
one for hard-core athletes who monitor performance data. 

•   Create Persona Profiles 

A holisƟc persona is a comprehensive reflecƟon of key aƩributes affecƟng product usage. The 
personas are ficƟƟous, but all of them should have a very credible and realisƟc feeling, based 
on real user insights. 

A robust persona profile will oŌen contain: 

• Name and image (FicƟonal avatar): A fabricated personal informaƟon to personalize the 
persona. 

•   Age, gender, locaƟon and occupaƟon: Helpful context but should not be a primary 
determinant of design. 

•  Goals and moƟvaƟons: What they are aƩempƟng to accomplish with the product. 

• FrustraƟons and pain points: Main blockers or frustraƟons with current soluƟons. 

• Preferred channels or plaƞorms: Where they engage (e.g., mobile vs. desktop, social media 
plaƞorms). 

• Technology comfort level – how much hand-holding or intuiƟve the UX should be. 

•   Direct quotaƟons from interviews: The user's voice, the user's mind-set. 

Example Persona: 

•   Name: Sneha, 27,Professional Working Girl 

•  Goal: Eliminate Ɵme for grocery shopping in a busy work week 

•   Pain Point: Frustrated by delivery lags and buggy apps that keep her moving in slow moƟon 

• Quote: “If it doesn’t work in one click, I’ll delete the app.” 

•   Best Plaƞorm: Mobile app in between bites at lunch 
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•   Tech Comfort: Very comfortable with mobile apps, but demands speed and responsiveness 

•   Make Sure the Persona is Relevant 

Personas need to be rooted in actual user behavior, not established from team assumpƟons 
or simply stereotypes. Biological characterisƟcs such as age or gender should never be the 
only defining features. 

For instance, if we assume that all users over 50 are not good with technology then we would 
find the stereotype; and here actual data of usage could indicate that many in this group are 
very high performers. 

•   Rank Your Personas 

In product development, you want to idenƟfy the key persona in the early stages of your MVP 
because that’s where users who are happy with it would likely come from: this is the 
hypothesis. 

Secondary personas can be recorded for future planning, but spreading aƩenƟon too thin 
might diluƟng product-market fit. 

For instance, if you’re creaƟng a budgeƟng app for freelancers, your main persona might be 
“independent workers dealing with unpredictable income,” and secondaries could be full-Ɵme 
employees. 

 

• Persona Use Across Teams 

 

Personas are not limited to the design team; they should be shared and used across the 
organizaƟon to inform decisions at every level: 

 

• Design teams rely on personas to craŌ interfaces that match user behavior and 
expectaƟons. 

 

• MarkeƟng teams use them to write targeted copy, select ad channels, and plan 
campaigns that resonate with specific user moƟvaƟons. 

 

• Product managers use persona goals and pain points to prioriƟze features and plan 
roadmaps that deliver real value. 
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For example, knowing that a persona prefers minimal onboarding, the product team might 
skip lengthy tutorials and opt for toolƟps during first use. 

 

• ValidaƟon and IteraƟonPersonas are not staƟc—they should evolve as new user data 
becomes available or as market trends shiŌ. Teams must conƟnuously validate personas 
through user tesƟng, feedback, and analyƟcs. 

 

If a significant number of new users start coming from a previously underrepresented 
segment, it may indicate the need for a new persona or an update to exisƟng ones. 

 

Example: A note-taking app may discover that a growing user base is composed of university 
students, prompƟng the creaƟon of a new persona centered around academic use cases. 

 

3.3.2 Behavioral, Demographic, and Psychographic Traits 

 

Building effecƟve user personas takes an inƟmate understanding of the user in several ways. 
Three main dimensions: behavioural, demographics and psychographics combined construct 
the total user profile. Each dimension of the model represents different aspects of how people 
think, act and decide; by focusing on these dimensions teams can design with emoƟonal 
resonance as well as funcƟonal uƟlity. 

Behavioral Traits 

Behavioural characterisƟcs refers to the way that people use products, services or 
technology. These findings are valuable for the customized user experience, feature creaƟon 
and help/guidance plans. 

• Usage Frequency 

Categorizing users as daily, weekly or occasional allows an understanding of their level of 
engagement and what funcƟonality they may use. 

Example: A producƟvity app provides power task automaƟon, but simple features for casual 
use. 

• Digital Literacy 

Knowing if users are a newbie, intermediate or advanced level of technology user can shape 
onboarding, interface complexity and help content. 
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Example: A finance planning app could come with step-by-step wizards for newbies, but 
beƩer keyboard shortcuts and power user tools for those further down the track. 

• Habits of Mind or Thinking Styles 

There may be impulse buyers (those who purchase quickly, based on emoƟon) or users may 
be research-driven (taking their Ɵme to compare). Some like a trial period before 
commiƫng; others are married to known brands. Example: An e-commerce site might show 
reviews and raƟngs for a research-driven user on the plaƞorm, while nudging an impulse 
buyer with urgency based-messaging (for example: last few days for sale). 

• Channel Preference 

Whether a customer prefers mobile, desktop or in-store channels, it also enables 
opƟmizaƟon for that mode of interacƟon. 

Example: Travel booking service might offer a simplified mobile interface for users who book 
last minute flights on-the-go. 

•   PosiƟon in Product Life-Cycle Stages 

Whether the user is blind or hearing-impaired, a first Ɵme visitor - returning user, an acƟve 
or lapsed user also defines how their experience needs to be shaped. 

Example: New users might require onboarding, while exisƟng users want personalizaƟon 
according to past acƟvity. 

Demographic Traits 

Demography Demographic characterisƟcs are countable aƩributes such as age, income, and 
locaƟon. While they’re not complete in and of themselves, these details frame a context and 
present a dose of realism to personas. 

•   Age, Gender, Income, EducaƟon And you feel…? 

These are things which can and do impact price sensiƟvity, language and even feature 
interests. Example: A fitness app would use gamified language and visual elements for 
younger users but focus on health tracking and analyƟc tracking features for older, working 
professionals. 

• LocaƟon – The locaƟon of these places is important as well. 

Urban users might have access to faster internet, be more dependent on delivery and have 
other lifestyle needs compared to rural users. 

Example: An online grocery service could offer express delivery in metro areas but the focus 
is on stock availability and offline access in small towns. 

•   OccupaƟon and Type of Work 
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When and how a user interacts with a product is influenced by his job. 

Example: An office worker might want to peruse during lunch Ɵme, while a freelancer may 
use tools with no rhyme or reason throughout the day. 

• Family Structure 

Marital status and parenthood are two of those categories; aŌer all, single users may have 
very different needs in terms of finance, Ɵme management, entertainment and educaƟon 
than users who are married or single. 

Example: A budgeƟng app could offer shared expense tracking for family users but saving 
goals for singles. 

Psychographic Traits 

Psychographic characterisƟcs are part of the user's frame of mind, inspiraƟon, life-style and 
principles. This is an important dimension of establishing emoƟonal connecƟon and brand 
alignment. 

• Lifestyle 

The way a user lives — acƟve, minimalist, eco-sound or driven by their career — impacts what 
they’re looking for in a product. 

Example: An environmentally-conscious user may favor brands that are eco-friendly and use 
zero-waste packaging. 

• Personality 

Being risk-averse, opƟmisƟc, tech-savvy or detail-oriented makes users see trust, design and 
usability in a different way. 

For example, advanced seƫngs and customizaƟon opƟons would be appreciated by a detail-
oriented user, whereas a casual one prefers simplicity and automaƟon. 

•   Hopes and Goals 

Knowing whether users are seeking self-improvement, financial wellness, convenience or 
personal expression informs the creaƟon of compelling features and messaging. 

Example: A language learning app would then promote daily streaks and level-up badges for 
users who are heavily self-improvement and achievement focused. 

• Pebbles and Boiling Points 

Understanding what users find annoying or appealing — such as waiƟng, confusion, or FOMO 
— can help to shape UX design and customer support. 
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Example: A plaƞorm for booking events might alleviate FOMO by reminding people and 
sending them early access noƟficaƟons if they’re the type who hates to miss out. • Buying 
MoƟvators 

Discounts, community validaƟon, exclusivity, or personal touch might be significant 
moƟvators for various groups. Example: A fashion plaƞorm could provide tailored product 
recommendaƟons and display “influencer picks” to appeal to users who seek individuality 
and validaƟon. 

Combining the Three: 

Strong user personas combine both behavior and demographic/psychographic characterisƟcs 
to paint a realisƟc character sketch. This mulƟ-faceted vision allows, on the one side that the 
product design as well as markeƟng and communicaƟon acƟviƟes will be highly aligned with 
what real users experience. 

Example Persona: 

•   Raj, 32, Freelancer What do people around you think of the way you dress? 

•Behavioral Traits: Self-idenƟfied as a safe buy, he demos first and buys later; prefers month-
to-month over annual commitments. 

•   Demographic CharacterisƟcs: Resident of Mumbai, middle-class, single. Works at home 
with a schedule. 

• Psychographic: Values independence and control; has liƩle paƟence for steep learning 
curves. 

Works great with stuff designed with flexibility and user-friendlyness in mind. 

Use in Persona Development: 

•  Makes sure personas are three-dimensional rather than flat or stereotype based 

And overlapping the three dimensions prevents you from just creaƟng generic or dumbed-
down personas not based on actual behavior. 

• Assists in bringing together features, tone of voice, UI design and user journeys in line with 
predicted expectaƟons. 

You will have a tech savvy, goal oriented user who wants to be onboarded fast and reach core 
funcƟonality immediately but you can also find a less confident one that needs cinnamon 
rolls. 

• Enables deeper segmentaƟon for A/B tesƟng, campaign targeƟng and onboarding 
opƟmizaƟon Different personas can be tested with different feature flows or markeƟng 
messages, resulƟng in beƩer product performance and higher markeƟng ROI. 
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3.3.3 Using Personas for MVP ValidaƟon 

. 

Personas are not just design tools but strategic one for MVP planning, tesƟng and validaƟon. 
They inform choices on what features to build, how to message value and make sense of early 
feedback. 

How Personas Guide MVP ValidaƟon: 

 

• Feature Relevance o  MVP features should align with the goals, jobs, and frustraƟons 
of the primary persona. 

 

o Example: If a persona struggles with Ɵme management, your MVP should test whether 
a scheduling feature helps solve that pain point. 

 

• TesƟng Hypotheses o  Personas clarify what assumpƟons you’re tesƟng. 

 

o For instance, you might assume that “Persona A values convenience over 
customizaƟon.” MVP results from user tests validate or refute that. 

 

• User Recruitment for TesƟng 

 

o Personas help in idenƟfying and recruiƟng representaƟve testers for beta or usability 
tesƟng. 

 

o You can match parƟcipants to persona profiles for targeted feedback. 

 

• Data InterpretaƟon o  When analyzing MVP test results, persona goals help 
contextualize behavior. 

 

o If users drop off at onboarding, is it due to tech hesitance (a persona trait) or unclear 
UI? 
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• PrioriƟzaƟon of Feedback o  Personas help filter what feedback is most relevant. 

 

o Feedback from the primary persona carries more weight than edge-case users during 
early MVP iteraƟons. 

 

• MVP Pivot Decisions o If the MVP doesn't perform well with the primary persona, it’s 
a signal to pivot or iterate— either redefine features or revisit the problem framing. 

 

• Cross-FuncƟonal Alignment o  Product, markeƟng, and design teams can use 
the persona’s needs and language to align messaging, feature development, and onboarding 
strategy. 

 

• Use of Persona Boards o Visual persona boards can be displayed in workspaces or 
collaboraƟon tools to keep teams user-focused during sprints. 

 

Example ApplicaƟon: 

 

• A financial app MVP is built for “budget-conscious young professionals”. 

 

• Persona tesƟng shows that users need goal-based saving tools, not generic expense 
tracking. 

 

• The MVP evolves based on persona validaƟon, shiŌing the product roadmap toward 
micro-saving features. 

 

“AcƟvity: Persona CreaƟon and MVP Alignment”      

Learners will conduct mock interviews with peers acƟng as users from a given startup 
concept. Based on the insights gathered, they will create a detailed persona profile 
including behavioral, demographic, and psychographic traits. Each group will then idenƟfy 
2–3 MVP features that align directly with their persona’s core pain points and goals. The 
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class will present how these features validate key assumpƟons and what metrics they 
would track to measure persona fit. This exercise will help learners bridge the gap 
between abstract user research and acƟonable MVP decisions.  

 

 

3.4 CompeƟƟon Analysis 

 

3.4.1 IdenƟfying Direct and Indirect CompeƟtors 

 

Understanding the compeƟƟve landscape is not limited to idenƟfying well-known rival brands. 
Startups must assess all the soluƟons users turn to—whether similar in form or not—that 
address the same user need or fulfill the same job to be done. CompeƟtors come in two major 
categories: direct and indirect, and recognizing both types is crucial for building a product that 
differenƟates meaningfully and stands out in a crowded market. 

 

1. Direct CompeƟtors 

 

Direct compeƟtors are who created and sell a similar product / service to the same customer 
type. These businesses normally operate in the same sector, with similar business models 
and solving roughly the same underlying problem in a very similar way. 

•   Provide equivalent products/ services for the same customer cohort/ problem subsets. 

These are the compeƟtors that you call to mind first because they resemble your product or 
service in value or structure. 

Example: Zomato and Swiggy offer delivery of restaurant food in Indian ciƟes through mobile 
apps. They cater to urban individuals with limited Ɵme yet in need of access to a quick meal. 

• Compite Same  category, have similar features and posiƟoning 

There is an overlap in pricing models, user experience, funcƟonality and even markeƟng 
messages. Example: Ola, Uber compete head on in the ride-hailing segment, providing app-
based cab-hailing with similar quality of services and rewards. 

Indirect CompeƟtors 
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Indirect compeƟtors might not even look like your product, but they do the same user job in 
a different medium, channel or experience. These is because they may be alternaƟves that 
remain suitable for users, even if you fall off their industry barrier. 

•   Address customers job in different ways, formats, or industries 

Some Ɵmes indirect compeƟtors solve the same user need, but in a completely different 
fashion (that perhaps is more simpler, cheaper or easier to get). 

Example: A meditaƟon app such as Headspace indirectly competes with YouTube meditaƟon 
videos, SpoƟfy playlists for wellness or even your local yoga class, all of which are designed 
to provide stress relief or mindfulness in different ways. 

• Might not seem like direct threats but can steal users   anyway 

This compeƟƟon may be ignored by analysis for resemblance soluƟons only. However, they 
can draw a lot of market buzz — parƟcularly if they are free, more convenient or the user is 
already doing it anyway. 

Example: A financial planning app might be indirectly compeƟng with Excel spreadsheets or 
physical budget journals, something some users prefer for their familiarity. 

Key ConsideraƟons When IdenƟfying CompeƟtors 

To truly be able to map your compeƟƟve space, we should stop thinking about what our 
product looks like and start thinking more about what our user is trying to accomplish. 

•   What job does the user hire the product for? 

Knowing the job clarifies who else is aƩempƟng to help users get it done. 

Example: With a job of “track daily habits,” compeƟtors could be habit apps, paper journals 
and smartwatches with reminders for our habits. 

• Are people switching back and forth between your product and a compeƟng one (digital or 
not)? 

CompeƟƟon through subsƟtuƟon is frequently seen in user behavior. 

Example: A team collaboraƟon tool may be a compeƟtor of email chains, Google docs or 
WhatsApp groups if its users have the habit of moving back and forth between them to 
perform the same task. 

•  Are new startups emerging that are entering the space with adjacent value proposiƟons? 

Such innovaƟons that focus on the same user goals from a different perspecƟve need to be 
observed in good Ɵme. 

Example: A health-tracking app may face new rivals in wearables or AI chatbots that dispense 
tailored wellness Ɵps. 
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Tools for Mapping CompeƟtors 

Having a systemaƟc way of finding your compeƟtor will help you to see the market more 
clearly and would also avoid gaps. 

•   CompeƟtor Comparison MatrixA chart that shows products side by side to compare 
features, price points, strengths, and weaknesses. 

This is great for comparing direct compeƟtors directly. 

•   Mapping of the SubsƟtuƟon User Journey 

It does this by mapping each step of a user journey, and then idenƟfying alternaƟve paths the 
user could take at every step. 

Example: In “meal planning,” a meal delivery app may be compeƟƟve with cooking blogs, local 
Ɵffin services or frozen meal kits. 

•   JTBD Overlap Charts 

A graphic to show how various products solve the same job. This helps us to idenƟfy not just 
compeƟtors, but white space opportuniƟes. 

EXAMPLE:MulƟ- purpose soluƟons are sprouƟng up for “organizing team tasks” such as Trello, 
Asana and even NoƟon — all shaped by slight angle what if. 

• What Search Engines (and App Stores) Could Be Doing 

Searching related keywords, app categories and their users review enables startups to uncover 
both obvious and non-obvious compeƟtors. 

Example: Looking for “habit tracker” in app stores will show you compeƟƟon in health, 
producƟvity and wellness — each solving a related job but with different depth. 

 

3.4.2 Benchmarking CompeƟtor Offerings 

 

Benchmarking is the process of systemaƟcally evaluaƟng compeƟtors to understand what 
features, design choices, and strategies have become industry standards—and where 
opportuniƟes for innovaƟon sƟll exist. Rather than copying compeƟtors, benchmarking helps 
startups idenƟfy what users now expect by default, what is currently overused, and where 
differenƟaƟon can offer real value. It also allows teams to avoid blind spots by learning from 
the strengths and weaknesses of others in the space. 

 

Key Areas to Benchmark: 

Page 32 of 60 - Integrity Submission Submission ID trn:oid:::3618:128391336

Page 32 of 60 - Integrity Submission Submission ID trn:oid:::3618:128391336



 

• Product Features 

 

Start by analyzing the funcƟonality offered by compeƟtors. Look for both common and 
disƟncƟve features to idenƟfy baselines and innovaƟon gaps. 

 

• What are the core and unique features of compeƟtor products? 

 

These include both essenƟal funcƟons and any standout differenƟators. 

 

Example: Most language learning apps offer flashcards, but Duolingo's gamificaƟon through 
streaks and leagues sets it apart. 

 

• Are there commonly expected “must-have” funcƟonaliƟes? 

 

These are features users now assume will be present, such as search filters in e-commerce 
apps or dark mode in producƟvity tools. 

 

• User Experience (UX) 

 

Assess how compeƟtors structure their user flows—from sign-up to task compleƟon—and 
idenƟfy pain points or delighƞul interacƟons. 

 

• How intuiƟve is their onboarding, navigaƟon, and task flow? 

 

Example: Canva’s onboarding quickly gets users designing with minimal fricƟon, making it 
widely praised for ease of use. 

 

• Are users praising or criƟcizing specific elements in app reviews or forums? 
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This also makes it easier for you to noƟce specific UX issues or valuable experiences that 
emerge conƟnuously, such as quick loading Ɵmes and minimalist designs. • Pricing and 
MoneƟzaƟon 

Know how your compeƟtors are pricing their product, and develop an understanding on how 
users react to your compeƟƟon's pricing strategy. 

•   What kind of models do they employ — freemium, subscripƟon, pay-per-use? 

Example: SpoƟfy operates a freemium ad-based model, as opposed to Headspace which is 
only available on subscripƟon. This impacts user percepƟons about how they will be able to 
access and use the value. 

•  Does your target customer sector have any price sensiƟvity? 

"If something is even a few bucks, there has to be a lot of perceived value in it for budget-
constrained individuals," he said. It helps figure out where that line is. 

• Design and Branding • 870 gains—your design is just as important of a moment on race day. 

Try to idenƟfy the visual language, tone and branding your compeƟtors are using — and how 
customers are reacƟng to it. 

• What dominant visual style, tone and message do they broadcast? 

Example: NoƟon has a slick, minimalist look and relaxed, few-frills wording that looks to 
target producƟvity-minded users. 

•   Is there a single design language users equate with trust in that market? 

For instance in finance applicaƟons, users might like interfaces that look professional and 
steady and not too playful or experimental. 

• MarkeƟng Strategy 

Study how compeƟtors generate, convert and keep users across channels and communicate 
the value of their product. 

•   Which channels are they concentraƟng on — Instagram adverƟsing, influencer 
collaborators, SEO? Example: D2C brands generally lean hard on Instagram and influencer 
markeƟng, while B2B tools focus on SEO and LinkedIn content. 

•   How are they posiƟoning the value proposiƟon? 

Rivals might be speed, savings, convenience or fit with your lifestyle. Knowing these stories 
will beƩer help you fine-tune your own message. 

• Customer Feedback 
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Direct user feedback is a goldmine of informaƟon when it comes to compeƟtors’ strengths, 
weaknesses and underserved needs. 

•   View reviews, social media commentary and product forums to learn what users 
consistently like and dislike. 

For example, if many users complain about a fitness app being deficient of wearable 
integraƟons, the paƩern will probably point toward an opportunity for your product. 

•   PaƩerns of saƟsfacƟon and dissaƟsfacƟon can help teams see which features are truly 
being used rather than causing fricƟon or confusion. 

Tools for Benchmarking: 

•   Strength, Weakness, Opportunity, Threat (SWOT) Analysis 

Apply this Ɵmeless model to evaluate where every compeƟtor stands in the marketplace and 
make strategic discoveries. 

Example: A compeƟtor has strong brand recogniƟon (Strength), but their app is slow 
(Weakness), creaƟng an opportunity for faster alternaƟves to gain a foothold (Opportunity). 

• Comparison Table of All the Models 

Develop visual matrixes of salient features relaƟve by compeƟng to see them overlap and 
white space. Example: You might compare three health apps and learn that all can track 
calories but just one also provides sleep paƩern analysis. 

•   G2, Capterra, Google Play and App Store ReviewsHad best it is not uncommon to read a 
bad review on any of the above sites due to usability problems, bugs or showstopper features. 
They also help validate what real-world compeƟtors look like. 

• Using CompeƟtor Products in Usability TesƟng yourself 

Teams can experience compeƟtors up close, taking note of fricƟon points and flow design, to 
gauge how well each product solves its supposed job. 

For instance, if you are tesƟng three language apps, it may emerge that one app has a slicker 
registraƟon flow while another does a beƩer job of engaging users with gamificaƟon. 

Good benchmarking isn’t about copying — it’s about knowing the market baseline, 

spoƫng trends in user wishes and doing smart things to stand out. That makes twice as sure 
that product development is based on compeƟƟve reality rather than internal assumpƟon. 

 

 
  

Did You Know?   
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“Many startups benchmark only within their own product category, but some of the most 
valuable insights come from indirect compeƟtors or parallel industries. For example, Neƞlix 
once benchmarked features from SpoƟfy (like personal recommendaƟons) even though they 
serve different markets. Cross-industry benchmarking can help unlock features or ideas that 
your direct compeƟtors haven’t considered yet.” 

 

 

3.4.3 Gaps and DifferenƟaƟon OpportuniƟes 

 

AŌer mapping and benchmarking compeƟtors, the next strategic step is to idenƟfy gaps in the 
market and opportuniƟes for differenƟaƟon. This allows startups to posiƟon their Minimum 
Viable Product (MVP) in a way that meets user needs more effecƟvely—or in a way that feels 
disƟnct and more appealing. DifferenƟaƟon is not always about offering more features; oŌen, 
it's about solving a problem more clearly, more accessibly, or with more empathy than exisƟng 
soluƟons. 

 

IdenƟfying these gaps helps founders avoid copying the compeƟƟon and instead focus on 
unique value delivery. It also highlights underserved markets or overlooked pain points that 
may represent a significant opportunity for innovaƟon and tracƟon. 

 

How to IdenƟfy Gaps: 

 

• Unmet User Needs 

The most frequent and efficient user journey that leads to market gaps is one where users 
conƟnually ask for something and don’t receive it. You can achieve this by looking at your 
compeƟtor reviews, product forums and user feedback. 

• Study compeƟtor reviews and comments for common user complaints or requests 

Example: If people who use several budgeƟng apps frequently say they can’t connect more 
than one bank account, that’s a hint at an integraƟon hole. 

• Seek out Adrian’s favourite features users would love to have and don’t yet have 

Example: In the language learning category, perhaps there are a lot of apps that don't allow 
you to have pracƟce conversaƟons in real Ɵme, which could be an opportunity. 

• Ignored Segments 
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Many startups are targeƟng the mainstream user instead, neglecƟng some communiƟes in 
the process. 

•   What user groups don't have a good soluƟon out there? 

These could be users in non-English speaking areas, older users who require simplified UI’s 
and remote rural users with poor internet connecƟvity. 

Example: So many fintech apps are built on a model for an urban user, and not thinking about 
rural users who are using USSD or SMS-based systems more. 

•   Over-engineered SoluƟons 

Some products get bloated by aƩempƟng to cater to either too many use cases or too many 
conflicƟng use cases. Simpler, more targeted opƟons can win over loyal user bases. 

•  It can be a source of differenƟaƟon through simple or focused product_processing 
combinaƟons 

Example: Zoom beat out more robust opƟons such as Skype or Webex by providing a clean, 
fast and fricƟonless video calling experience — with a focus on one job done well. 

• Lack of EmoƟonal AƩachment 

FuncƟonal performance certainly maƩers, but users tend to gravitate toward products that 
also feel human or trustworthy or community driven. 

• CompeƟtors may win on funcƟon but lose out on personality, trust, or community features 
(Ideal: DaƟng app that makes it easier to share difficult things as you get to know someone 
beƩer, example product: mental health app that offers emoƟonal support and peer support 
in a space full of sterile clinical offerings) 

• Experience Gaps 

SomeƟmes even great products might have users that churn because they can't figure out 
how to use something, load too slowly on mobile or don't receive fast enough customer 
support. These are winning points through beƩer user experience. 

•   CompeƟtors do not provide seamless onboarding or mobile responsive or customer 
support Example: A design tool that loads faster, walks new users through more intuiƟvely 
and offers live chat assistance can gain an advantage over slower, more complex compeƟtors. 

Types of DifferenƟaƟon OpportuniƟes: 

A product or service can stand out in a number of ways. A startup doesn’t necessarily have to 
innovate on all fronts — just one or two will do the job and provide compeƟƟve advantage. 

•   Division of labor 10. 
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Provide something the compeƟƟon does not—or do a beƩer job of in performance, 
reliability, or result. 

Use case: A personal fitness app that connects with wearables to provide AI-based health 
advice would be more powerful than a basic tracker. 

• UX DifferenƟaƟon 

Make the Product Easier, Faster, or More Fun to   Use — through beƩer design. 

Example: A note-taking applicaƟon that permits creaƟng content through a drag-and-drop 
model and voice input might endear users who value fluid interacƟons. • Brand 
DifferenƟaƟon 

Establish an emoƟonal link based on visual idenƟty, voice, and community fit. Example: In a 
field of generic finance apps, targeƟng women entrepreneurs through inclusive messaging 
and storytelling might help a financial app rise above the rest. 

 

• Business Model DifferenƟaƟon 

 

Innovate in how you charge for the product—through freemium Ɵers, bundling, or usage-
based pricing—to reach untapped customer segments. 

 

Example: Offering a lifeƟme license at a one-Ɵme cost for a niche producƟvity tool might 
aƩract users wary of ongoing subscripƟons. 

 

Example: 

 

Canva vs. Adobe 

 

Canva idenƟfied a key gap in the market: non-designers needed to create professional visuals 
easily. Adobe, while dominant, had powerful tools that required experƟse. Canva’s MVP 
offered simplified, template-based design with drag-and-drop funcƟonality. Instead of 
compeƟng on feature depth, it differenƟated through accessibility, speed, and ease of use—
making design available to a broader audience. 

 

3.5 Persona Boards 
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3.5.1 Visual RepresentaƟon of Customer Personas 

 

CreaƟng personas is an important step in figuring out what users need.. When we use persona 
boards to visualize them it makes things more real and easier to work with. A persona board 
is like a picture that shows us the main things about users, such as what they want to do how 
they behave what makes them frustrated and the situaƟon they are in. It puts all this 
informaƟon in one place so it is easy for everyone to see and work together. 

 

Persona boards are beƩer than documents, with a lot of words because they help teams 
understand who the user is and remember this when they are talking about products making 
design decisions and planning features. This way the user is always the focus. That is what 
maƩers when we are creaƟng something for them. These boards are especially useful in cross-
funcƟonal environments where clarity, empathy, and alignment are criƟcal. 

 

By using visual storytelling, persona boards help teams empathize more deeply with the user, 
ensuring the product remains user-centric throughout the development process. They also 
serve as reference tools during sprints, brainstorming, and stakeholder presentaƟons, helping 
everyone stay grounded in real user needs. 

 

Key Components of a Persona Board: 

 

• Profile Snapshot 

A brief ‘snapshot’ part (to add some humanity to the persona). 

• Name, photograph, age, locaƟon — and occupaƟon (or way of making a living), income 
bracket 

These are details that contribute towards providing the persona with a more human name 
and demographic context. Sample this: Raj, 32, freelance developer, based in Pune earns 
₹80,000 a month. It's the smallest, slightest glimpse we have into what his lifestyle is and 
needs might be. 

•   Aims and MoƟvaƟon 

Conveys what the user wants to achieve—in life, and with the product. 

•   A descripƟon of user goals, personal or professional 
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Example: Raj wants to manage his work well so he will have Ɵme for personal development. 
That goal will help steer what features are potenƟally most important to you, such as calendar 
integraƟon or focus Ɵmers. 

• What is Annoying About It? 

"This soluƟon does not handle well: the problem. 

•  Pain points or challenges with exisƟng soluƟons 

Example: Raj’s irritaƟon with cluƩered task managers that lack device sync. This is an opening 
for a unified cross-plaƞorm experience. 

• Behavioral Traits 

Explains how the persona uses technology, buys and consumes products. 

• Tech buying trends, tech use behavior, favorite channels 

Sample: Raj loves free trials more than a purchase decision and is mobile-first at producƟvity 
tools. 

These observaƟons have an impact on pricing models and on plaƞorm tuning. 

• Quotes 

Real quotes from user interviews that reflects how users were feeling, their tone of voice, 
and what set them off emoƟonally. 

•   AuthenƟc, real language in interview-style phrases. 

Example: “If the app doesn’t make sense in the first five minutes, I uninstall it. This quote 
informs the product teams on what he expects in terms of onboarding and usability. 

• Context of Use 

Defines the who, what and how of this user-product interacƟon taking into account the 
context of real-world use. 

• When, where and how user interacts with the product, if applicable 

Example: On his phone while commuƟng, Raj spends a few minutes between client calls 
engaging with producƟvity apps. This concept highlights the requirement for rapid load Ɵmes 
and intuiƟve interfaces. 

Benefits of Persona Boards: 

•   Simple to Share Among Teams 

Persona boards are visual and portable, so they can be easily used or consulted in meeƟngs, 
planning sprints, design reviews and more. 
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• Assists with Design Thinking Workshops and MVP Planning 

Persona boards are helpful in early stage workshop where teams generate and prioriƟze 
MVP’s. They are a way of keeping conversaƟons focused on what the real end user 
requirements are. 

•   Maintains Focus on Real Needs Where it MaƩers in Daily Decision-Making to Strengthen 
Development from a User-Centric PerspecƟve 

Everyone knows who their team is building for in this case, so the persona board being visible 
anywhere (digital or physical) serves as a constant reminder. 

Tools for CreaƟng Persona Boards: 

Persona boards can be constructed with different design and groupware tools: 

• Miro: Ideal for collaboraƟve persona workshops by using sƟcky notes, templates and 
diagrams. 

• Figma: For high-fidelity designs and sharing with the product team and designers. 

•  Canva:provides easy to use templates to build personas fast. 

• Printed Boards: In colocated teams, physical boards put in workspaces are a good way to 
help focus users during sprints and discussions around the product. 

 

3.5.2 IntegraƟng JTBD Insights into Persona Boards 

 

When we think about personas we usually look at things like the users age and background 
what they do and what makes them Ɵck.. If we add Jobs to Be Done to the mix it is, like looking 
at things with a special lens that helps us see what the user really wants to achieve. This way 
we stop focusing much on who the user is and start thinking about what the user is trying to 
do. This helps teams make products that're more in line with what the user really wants. If we 
use Jobs to Be Done when we make persona boards startups can make profiles that're more 
detailed and useful and that show both what is going on with the user and what the user 
hopes to get out of it. Jobs to Be Done really helps us understand the users goals and what 
they are trying to accomplish with Jobs to Be Done. This integraƟon not only improves design 
decisions but also strengthens product–market fit by ensuring every feature supports a 
meaningful job. 

 

How JTBD Enhances Persona Boards: 
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• Job Statements 

 

Clearly wriƩen job statements make the persona more acƟon-oriented by focusing on the 
situaƟons, moƟvaƟons, and expected outcomes of product usage. 

 

•   Use a common format to insert the most important job phrases 

•   “When I am [situaƟon], I want to [job], so I can [outcome]. 

Example: “While I’m traveling, I would like to hear focused playlists in order for me to unwind 
before work.” 

This provides all team members — design, product, markeƟng — with grounding to which 
they can connect their decisions. 

Design Philosophy • FuncƟonal, EmoƟonal and Social Jobs 

These dimensions enrich each task descripƟon, as they tackle diverse moƟvaƟonal aspects. 

• Task-oriented level: Deal with task-based goals. 

Example: “Track expenses fast” for a budgeƟng app. 

•   EmoƟonal: Connected to the user’s feeling during or aŌer the experience. 

Example: “Feel secure about my finances” is a show of trust and peace of mind. 

• Social: is about how the user wish to be seen by others. 

Example: “Be seen as organized and responsible” might cause a feature to be shaped, like 
exporƟng reports or sharing summaries. 
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• Pains and Gains from JTBD Mapping 

 

This adds context by idenƟfying what users are trying to avoid (pains) and what they hope to 
achieve (gains) while compleƟng a job. 

 

• Directly link what frustrates the user and what benefits they seek 

 

Example: 

 

Job: “Learn phrases quickly before a vacaƟon” 

 

Pain: “Too many complex grammar lessons in most apps” 

 

Pros: “Confidence on traveling and speaking with locals” 

Clearly mapping these onto the persona board assists in prioriƟsing features for a MVP that 
addresses specific barriers and creates disƟnct benefits. 
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• Feature Relevance 

The acƟonable persona boards are a bridge between the insight from JTBD and features of 
the products. It’s a realisƟc representaƟon of what would have happened at other companies 
with every single one of these jobs on product. 

• Map which features in MVP map to the primary jobs and how Example: For a travel-based 
language learner, a direct job is preparing for travel; an associated feature in this case is “Quick 
Phrase Mode” • IdenƟfy assumpƟons Example: Assumed was that users want (what user 
need) vocabulary lists. The visual connecƟon of this feature to the job statement on the 
board, also helps keep the user in mind. 

Example: 

Persona: Ananya, 29, Occasional Traveler 

• Job: “Master phrases fast before a vacaƟon overseas” 

•   Pain point: “Apps that take too long and focus on grammar drills for all eternity” 

• Gain: “Travel To, You feel confident asking for direcƟons or ordering food while traveling. 

• Job of the FuncƟon: To learn the useful, relevant sentences 

•   EmoƟonal Job: Lower stress for speaking in a foreign country 

• Sociable Job: Look cool and independent in the eyes of buddies. 

• Feature ConnecƟon: “Travel Mode” for in-flight use of essenƟal phrases and audio guides 

Puƫng all that informaƟon on one persona board gives the team what they need to build, 
test, and market with clarity — making sure what’s built is directly Ɵed to what the user needs 
to do. 

3.5.3 CollaboraƟve Persona CreaƟon with Teams 

 

CreaƟng persona boards collaboraƟvely enhances cross-funcƟonal understanding and ensures 
that insights are aligned across design, product, markeƟng, and engineering teams. When 
teams build personas together, they build shared empathy and ownership. 

 

Steps for CollaboraƟve Persona CreaƟon: 

 

• Workshop Format 
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o Conduct workshops involving stakeholders from various teams. 

 

o Use sƟcky notes, whiteboards, or virtual tools like Miro to map user traits, goals, pains, 
and behaviors. 

 

• Start from Research o  Ground discussions in real data—user interviews, 
surveys, and analyƟcs. 

 

o Avoid assumpƟons or stereotypes by referring back to evidence. 

 

• Group and Synthesize o  Cluster similar behaviors or quotes to idenƟfy common 
traits. o  Vote or prioriƟze which segments represent primary users. 

 

• Integrate Inputs o  Involve customer support, sales, and markeƟng teams who have 
frontline user knowledge. 

 

• Create Board Templates o  Assign team members to draŌ secƟons like “Goals” or 
“Context of Use.” o  Finalize the board together for consensus and clarity. 

 

Benefits: 

 

• Promotes team alignment around customer needs 

 

• Reduces siloed understanding of user goals 

 

• Boosts adopƟon of persona boards in daily workflows 

 

CollaboraƟve persona creaƟon not only improves accuracy but also increases buy-in, making 
personas more acƟonable across the product lifecycle. 
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3.6 ArƟculaƟng Problem Statements 

 

3.6.1 Structure of an EffecƟve Problem Statement 

 

A good problem statement should be concise and easy to read/handle.People are at the core! 
A Good Problem Statement is focused and clear. It steers clear of soluƟoneering and focuses 
on the user need, context and impact. 

Problem Statement – Main Areas: Here are the key components of a problem statement: 

• User DescripƟon o Who is affected by this issue? Reference persona insights. 

• Context o   Where or when does the problem occur? What is the triggering condiƟon? 

• Need o What does user want to accomplish but is having difficulty? 

• ImplicaƟon or Impact o So what if you don’t fix the problem? 

Standard Format Example: 

“When [user] does [situaƟon], they need to do so because of [why it maƩers].” 

Example: 

“For a freelance designer managing mulƟple clients, it’s important to have a straighƞorward 
approach for keeping track of project deadlines — missing updates has the potenƟal to harm 
one’s professional reputaƟon.” 

Best PracƟces: 

•   Turn to user pain not product features. 

•   Be cauƟous of statements that are too general or all inclusive. 

•   Make sure it is based on research, not assumpƟons. 

A well-wriƩen problem statement becomes a design anchor, which keeps the team focused 
on the why behind an MVP and soluƟon ideaƟon. 

 

3.6.2 Aligning Statements with Business Goals 

 

To make a good problem statement you need to think about the user.. For new companies 
these statements also need to fit with the overall goals of the business. A problem is only 
worth solving if it helps the user and also helps the company grow get a posiƟon in the market 
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or make money. If the problem statement is not aligned with the companys goals it can cause 
teams to waste Ɵme and money on things that do not help the company achieve its goals. 
Problem statements, for startups must address user problems and contribute to the startups 
growth strategy. Aligning problem statements with business goals ensures that the product 
development process is both empatheƟc and strategic. 

 

Ways to Align Problem Statements with Business Goals: 

 

• Link User Needs to Market Opportunity 

 

Focus on problems faced by a sizable or strategically valuable user segment, parƟcularly those 
with growth or moneƟzaƟon potenƟal. 

 

• Choose problems that impact a sizable or high-value customer segment 

 

Example: Instead of solving a niche issue for a small user base, a food delivery app might 
prioriƟze busy professionals in urban areas who order mulƟple Ɵmes a week. 

 

• Ensure that solving this problem could lead to repeat usage, referrals, or conversions 
Example: Helping users reorder their favorite meals quickly could lead to increased frequency 
and higher lifeƟme value. 

 

• Support Strategic ObjecƟves 

 

Ensure the problem aligns with the company’s short- and long-term goals, such as increasing 
revenue, boosƟng retenƟon, or strengthening brand loyalty. 

 

• IdenƟfy how solving the problem contributes to revenue goals, retenƟon, brand 
loyalty, or user engagement 
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Example: A music streaming plaƞorm aiming to improve retenƟon might focus on the 
problem: 

 

“New users struggle to find relevant playlists, causing early drop-off.” Solving this directly 
supports the engagement and retenƟon objecƟves. 

 

• Use OKRs and KPIs for DirecƟon 

 

Problem statements should set the stage for measurable outcomes. Aligning them with 
business metrics ensures progress can be tracked and evaluated. 

 

• Ensure that the soluƟon path informed by the problem statement can be measured 
through business metrics 

 

Example: If the goal is to reduce churn, a relevant KPI might be the increase in onboarding 
compleƟon rates or daily acƟve users. 

 

• Example metrics: Reduced churn rate, increased daily acƟve users, improved 
subscripƟon conversion, or higher Net Promoter Score. 

 

• Avoid Mission DriŌ 

 

While creaƟve problem-solving is encouraged, it's important to stay focused on problems that 
fit within the product’s domain and brand vision. 

 

• Don’t frame problems that fall outside the product’s scope or brand posiƟoning—even 
if they seem interesƟng 

 

Example: A fintech app that helps users manage their savings should avoid trying to tackle 
unrelated issues like fitness tracking, even if there's a perceived user overlap. 
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IllustraƟon: 

 

If the business goal is to increase subscripƟons, the problem statement might be framed as: 

 

“When trial users explore premium features, they need guidance on value and ROI because 
confusion leads to drop-off before conversion.” 

 

This statement connects a user pain point—confusion during the trial phase—with a key 
business objecƟve—improving conversion from trial to paid subscripƟons. Addressing this 
problem might lead to clearer onboarding for premium features, beƩer in-app messaging, or 
a more intuiƟve pricing page, all of which serve both the user and the business. 

 

3.6.3 IteraƟng and Refining Problem Statements 

 

A problem statement is not a fixed declaraƟon—it evolves as the team uncovers more about 
user behavior, shiŌing prioriƟes, or market dynamics. IniƟal assumpƟons may not hold true 
aŌer user interacƟon or MVP tesƟng. ConƟnuous refinement ensures that the team is 
addressing the most accurate, relevant, and acƟonable version of the problem. IteraƟon also 
improves alignment across design, development, and business funcƟons by keeping everyone 
focused on the latest validated understanding of user needs. 

 

When and How to Iterate: • Post-User Interviews 

 

User interviews oŌen reveal insights that challenge the original assumpƟons in a problem 
statement. 

 

• AŌer iniƟal MVP tests or interviews, revisit the problem statement 

 

Example: If students say they are overwhelmed not by workload but by unclear assignment 
prioriƟes, the problem may not be about Ɵme management in general but about organizing 
academic tasks. 
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• Does the pain point remain valid? Has a deeper or more urgent problem emerged? 

 

New paƩerns might indicate a more criƟcal user need that wasn’t visible during iniƟal framing. 

 

• During MVP Development 

 

Misalignment in product features or confusion among team members may stem from an 
unclear or misframed problem. 

 

• If mulƟple features are being deprioriƟzed or the team feels misaligned, it might be 
due to a poorly framed problem 

 

Example: If the MVP includes five loosely related tools, it may indicate that the problem isn’t 
welldefined enough to guide feature selecƟon. 

 

• Re-express the problem to reflect new user behavior or insights 

 

Reframing might narrow the focus, such as shiŌing from “help users improve producƟvity” to 
“help remote workers track focused work hours.” 

 

• Introduce "How Might We" QuesƟons 

 

These open-ended prompts help reframe parts of the problem in ways that encourage 
ideaƟon and uncover new angles. 

 

• Use HMW prompts to reframe parts of the problem for beƩer ideaƟon 

 

Example: “How might we help users feel confident in their purchase decision?” leads to 
different ideas than simply “reduce cart abandonment.” 
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• These prompts oŌen uncover emoƟonal or experienƟal layers of the problem that 
weren't iniƟally considered. 

 

• Feedback from Stakeholders 

 

Different roles within the team bring different perspecƟves to a problem, and collaboraƟve 
refinement leads to a more comprehensive understanding. 

 

• Product managers, designers, and marketers may interpret user issues differently 

 

A product manager may focus on efficiency, while a marketer may noƟce trust issues during 
the sales journey. 

 

• Refining  the  problem  statement  collaboraƟvely  ensures 
 clarity  across  teams 

 

This reduces fricƟon during decision-making and ensures that all funcƟons are working toward 
the same user outcome. 

 

• Make Small but Specific Changes 

 

Refinement doesn’t always require a complete rewrite—small, focused edits can significantly 
improve clarity and direcƟon. 

 

• Focus the context more narrowly 

 

Example: Instead of “Users struggle with onboarding,” a refined version could specify “First-
Ɵme mobile users struggle to complete onboarding in under 3 minutes.” 

 

• Clarify emoƟonal or social needs 
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Adding phrases like “to feel confident” or “without embarrassment” brings out the user’s 
internal moƟvaƟons. 

 

• Make the outcome more measurable 

 

Statements that include measurable outcomes allow teams to define success more clearly 
during tesƟng and validaƟon. 

 

Before and AŌer Example: 

 

• Before: “Students struggle with Ɵme management.” 

 

This version is vague, broad, and lacks contextual details. 

 

• AŌer: “When college students balance academics and part-Ɵme jobs, they need a 
smart planner that adapts to daily schedule changes because missing deadlines adds stress 
and reduces performance.” This revised statement adds specificity to the situaƟon, clarifies 
the user’s need, and defines the emoƟonal and performance-related consequences. It also 
creates a clearer basis for designing and prioriƟzing features. 

 

 

“AcƟvity Problem Statement Workshop”    
Split students into small groups and hand each a short user research scenario or persona. 
Using the data provided, each group will draw a statement by following the framework of 
“When…they need…because…” Next, they will evaluate how well the proxy metric 
correlates with a test business outcome (e.g., increasing engagement, or more sign-ups). 
Teams will iterate through their statement with some peer feedback so that make sure it’s 
clear, focused and business aligned. Finally, each group will have describe their original and 
revised app, and why they decided to make I or not make changes. This exercise assists 
students to transiƟon from knowing theorecƟcally what a comma does to being able to 
apply this rule in real life. 
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3.7 Summary 

❖   Problem framing is the cornerstone to start-up innovaƟon, which ensures that teams 
solve a well-defined, user-validated problem that contributes to the ulƟmate business goals. 

❖  Bad PMF is a result of bad problem definiƟon and leads to wasted resources, misaligned 
product features, and lack of achieving product-market fit. 

❖ The Jobs to Be Done framework is useful for idenƟfying funcƟonal, emoƟonal and social 
moƟvaƟons of users and disrupƟve innovaƟon. 

❖ Startups can develop MVPs that would deliver direct user value and remove the 
unwanted features by understanding core jobs, pains and gains. 

❖   Consumer personas draw out behavioral, demographic and psychographic 
characterisƟcs to give a human face to the actual users, guiding product choices with 
empathy and accuracy. 

❖  Personas aiding in validaƟng MVP by centering design and gathering feedback around 
the proper segments of the target audience as well. 

❖   CompeƟƟon analysis allows startups to idenƟfy direct and indirect compeƟtors, 
benchmark core features, as well as find gaps and whitespace in the market. 

❖   Persona boards visually capture persona informaƟon and JTBD insights for use across 
teams in a product development context. 

❖ EffecƟve problem statements are focused on the user, support business objecƟves, and 
evolve as more iteraƟons and feedback is captured. 

3.8 Key Terms 

 

1. Problem Framing – The process of clearly defining the user problem that a product or 
service aims to solve. 

 

2. Jobs to Be Done (JTBD) – A framework that explains customer behavior by idenƟfying 
the "job" they hire a product to complete. 

 

3. Pains and Gains – Challenges users face (pains) and the benefits they seek (gains) when 
trying to get a job done. 
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4. Consumer Persona – A ficƟonal yet research-based profile that represents a target user 
group’s characterisƟcs, goals, and behaviors. 

 

5. Behavioral Traits – PaƩerns in how users interact with products or services, such as 
usage frequency and decision-making style. 

 

6. Psychographic Traits – User values, aspiraƟons, lifestyles, and moƟvaƟons that 
influence product preferences. 

 

7. Benchmarking – Comparing compeƟtor offerings to evaluate features, user 
experience, and posiƟoning. 

 

8. DifferenƟaƟon – Unique value proposiƟons or experiences that set a product apart 
from its compeƟtors. 

 

9. Persona Board – A visual representaƟon of a customer persona combining JTBD 
insights, traits, and usage context. 

 

10. Problem Statement – A structured summary of a user’s unmet need, framed in a way 
that guides product development and innovaƟon. 

 

3.9 DescripƟve QuesƟons 

 

1. Explain why problem framing is essenƟal in early-stage product development. Provide 
an example of a well-framed problem statement. 

 

2. Discuss the common piƞalls of poor problem definiƟon and how they can affect 
product-market fit. 

 

3. Define the JTBD framework and explain how it differs from tradiƟonal demographic-
based segmentaƟon. 
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4. Describe the process of idenƟfying jobs, pains, and gains for a user persona using JTBD. 

 

5. What are the key components of a consumer persona? How do behavioral and 
psychographic traits enhance persona depth? 

 

6. How can startups use personas to validate MVP features and prioriƟze user feedback? 

 

7. DifferenƟate between direct and indirect compeƟtors. How can idenƟfying both 
influence product strategy? 

 

8. What is benchmarking in compeƟƟve analysis? Describe how it helps uncover 
innovaƟon opportuniƟes. 

 

9. Explain how a persona board integrates JTBD insights. What role does it play in cross-
funcƟonal product development? 

 

10. Describe the iteraƟve process of refining a problem statement. How can it evolve aŌer 
MVP tesƟng? 
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3.11 Case Study 

 

“How SpoƟfy Used JTBD & Personas to Refine Its Value ProposiƟon” 

 

IntroducƟon 

 

SpoƟfy did not become popular just because it had a lot of songs. The thing that really made 
SpoƟfy successful was that it figured out what people wanted and needed. SpoƟfy looked at 
what people were doing. Why they were doing it. They made a list of the kinds of things that 
people were trying to accomplish when they used SpoƟfy. By doing this SpoƟfy was able to 
make its service beƩer. SpoƟfy is not a place to listen to music. It is a way for people to manage 
their mood be more producƟve find music and show others what they like. SpoƟfy is a 
plaƞorm that helps people do all these things. The music streaming service SpoƟfy is really 
good, at understanding what people want to do when they use it. This case study explores 
how SpoƟfy used JTBD and personas to idenƟfy core user jobs, solve real problems, and 
differenƟate itself in an increasingly compeƟƟve market. 

 

Background 

 

Launched in 2008, SpoƟfy quickly disrupted tradiƟonal music consumpƟon by allowing users 
to stream music on demand. However, as compeƟtors like Apple Music, YouTube Music, and 
Amazon Music entered the scene, SpoƟfy needed to go beyond funcƟonal access to songs and 
create emoƟonal and contextual value for users. 
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To do this, SpoƟfy turned to JTBD methodology and persona development. Rather than 
segmenƟng users solely by age or geography, it focused on what people were trying to achieve 
when they opened the app—whether it was staying focused, energizing a workout, 
discovering new arƟsts, or relaxing aŌer work. 

 

SpoƟfy used insights from usage analyƟcs, user interviews, and emoƟonal mapping to uncover 
the true drivers behind music consumpƟon and redesign its product experience around those 
jobs. 

 

Problem Statement 1: Users Felt Overwhelmed by Infinite Choice 

 

JTBD Insight: 

When I want to listen to music, I require assistance choosing something that matches my 
mood or acƟvity; when it takes me no Ɵme extolling the virtues of myself in a way that leaves 
me instantly saƟsfied. 

Pain Point: 

With millions of songs to choose from, subscribers — especially new ones — were paralyzed 
by their opƟons. Men and women were not able to make rapid decisions of what they wanted 
to listen based on the classical interface, which is guided by albums or arƟst names since it 
did not fit their everyday life (for example when driving or working). 

SoluƟon: 

SpoƟfy added personalized playlists such as Discover Weekly, Daily Mixes and Made for You. 
These were generated algorithmically by taking into account listening history, Ɵme of day, 
device and even context cues (for example whether the listener used headphones or 
speakers). 

Persona Alignment: 

• Name: Tara Age: 26 Profession: Young Professional 

•   Context: Listens to music on train to relax 

• Job: Looking for mood-matching playlists with minimum fuss 

• Feature Outcome: By pairing news snippets with calming music, “Your Daily Drive” takes one 
less decision off the busy mixed marƟal arƟst’s plate and helps her ease into her day. 

Problem 2: Users Couldn’t Easily Find New Music They Enjoyed 
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JTBD Insight: 

When it comes to music, I like finding out about songs that fit my taste so I can update my 
playlists and wow friends. 

Pain Point: 

Users tended to return to the same songs or arƟsts, confounded by how to discover new 
music that they might actually like. ConvenƟonal recommendaƟon engines oŌen seemed 
impersonal or generic. 

SoluƟon: 

SpoƟfy opƟmized its algorithm through methods such as collaboraƟve filtering, natural 
language processing and behavioral clusters. The two-hour Discover Weekly playlist, which 
launched in July 2015, was intended to surface songs tailored for an individual based on other 
users like them and listening history. 

Persona Alignment: 

• Persona: Jordan, age 21, in college. 

•   Context: Studies and socializes by playing music 

•   Job: Seeking new tracks to correlate with his changing mood 

• Feature Outcome: Jordan lives for the Mondays when his Discover Weekly updates, and 
regularly shares what he has found with friends – increased social engagement. 

PS3: Users AcƟvity and Music Experience are not Coherent given Perhaps the most crucial one 
is that the users’ music experience did not fit their acƟvity. 

JTBD Insight: 

When I’m running or studying, I seek music that undergirds my acƟvity without distracƟng me 
from it; subtly accelerates or calms me to help me stay in flow and be producƟve. 

Pain Point: 

Manual searching and toggling required from users, to find or switch between the playlists as 
per their needs. The app was not originally designed for contextually based listening, such 
as “workouts” or during focus sessions or relaxaƟon. 

SoluƟon: 

SpoƟfy introduced acƟvity- and mood-based browsing, so users could easily find playlists that 
fit categories such as Workout, Chill, Focus, and Party. It later added SpoƟfy Running, which 
changed a song’s tempo to conform with the listener’s running pace. 

Persona Alignment: 
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• IdenƟty: Neha, 34, fitness freak and entrepreneur 

• Context: MoƟvates herself to work out with music every day 

• Job: Need music to match her intensity and help moƟvate her Sponsored These women all 
have individual fitness goals. 

•   Feature Outcomes: Neha paces herself; SpoƟfy generates a beat-matched workout playlist 
for her on the fly—reducing fricƟon, increasing sƟckiness. 

Conclusion 

SpoƟfy smartly leveraged Jobs to Be Done and user personas. This helped SpoƟfy shiŌ from 
just a large library of songs to a friend that knows everything about you and your personal 
music tastes. If SpoƟfys music cohort helps get people through their days according to their 
temperaments and aims them at what they want with a friend, fine. Every insight into a Job 
to Be Done helped SpoƟfy understand what people really wanted, and produce features that 
felt like they were created for them knew they were doing and became habit. Jobs to Be Done 
insights from SpoƟfy has been really helpful when making these features. Through the 
combinaƟon of an understanding of user needs and business objecƟves, in this case 
retenƟon, engagement and share-ability SpoƟfy established a posiƟon as the leader in music 
streaming without needing to depend on owning content or being compeƟƟve around pricing 
alone. 

 

Case Related QuesƟons 

 

1. How did SpoƟfy use JTBD to shiŌ from a content-first to a context-first product 
experience? 

 

2. What role did personas play in SpoƟfy’s feature design and user experience strategies? 

 

3. Choose one of SpoƟfy’s features (e.g., Discover Weekly or Your Daily Drive). What job 
is it solving? How does it align with both user goals and business objecƟves? 

 

4. How might SpoƟfy conƟnue refining its value proposiƟon using emerging user jobs 
(e.g., for podcasts, wellness, or educaƟon)? 
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5. Can you idenƟfy a potenƟal new user persona SpoƟfy could target? What job might 
this persona need help with, and what feature could support it? 
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Unit 4: CreaƟve IdeaƟon and Concept GeneraƟon  

  

Learning ObjecƟves  

1. Define and uƟlize several ideaƟon methods (brainstorming, SCAMPER, mind 
mapping) for creaƟng and organizing ideas. 

2. DifferenƟate between divergent and convergent thinking and describe how they are 
related to creaƟve problem solving and product development. 

3. Use the Double Diamond to ensure your innovaƟon process goes from idenƟfying the 
right challenges through to delivering the soluƟon. 

4. Apply formalised creaƟvity tools to shiŌ from abstract ideas to something which can 
be acƟoned, increasing the quality of ideaƟon. 

5. Examine case studies of creaƟve ideas and iteraƟve improvements that resulted in 
successful product-or service-based innovaƟon. 

6. Play with the balance of expansive thinking and focused decision making, translate it 
into entrepreneurship or project seƫngs.” 

7. Develop the skills to lead creaƟve workshops or design sprints with proven methods 
and tools. 

Content  

4.0  Introductory Caselet  

4.1  IdeaƟon Techniques  

4.2  Divergent vs. Convergent Thinking  

4.3  Double Diamond Framework  

4.4  Case Studies in CreaƟve IdeaƟon  

4.5  Summary  

4.6  Key Terms  

4.7  DescripƟve QuesƟons  

4.8  References  

4.9  Case Study 

 

 

4.0 Introductory Caselet 
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“From LeŌovers to LogisƟcs: How QuickFix Reimagined Urban Errands” 

 

QuickFix started life as a concierge app for urban users (largely professional women) in their 
lives easier by scheduling home services like cleaning, AC repairs and laundry pickup. The 
founding team actually thought they could differenƟate themselves in a cluƩered space like 
Europe by having faster booking and beƩer service partner reviews. But in early trials, the app 
did not catch on. For most users, either they did not download it, or if they downloaded it, 
they did not make a second booking. 

Baffled by poor engagement, the team went into the field to interview users and rethink its 
approach. Rather than beginning with the generaƟon of features, they started a series of 
structured ideaƟon workshops that included tools such as SCAMPER, mind mapping, and 
divergent brainstorming. But to our surprise in one of the sessions, a user observaƟon shined 
through: 

“I hope there’s someone who can just go pick up my dry cleaning or take my charger to a 
friend of mine.” 

This led to a reframing of the problem — from service aggregator to hyperlocal logisƟcal 
errands. 

The fresh concept, QuickFix Genie, was based on immediate task assignment for everyday 
unscheduled work. Two months aŌer launching the MVP, order volume was three Ɵmes 
larger. What began as a uƟlity app that didn’t quite cut it, transformed into a dynamic errands 
plaƞorm, driven through ideaƟon tools that unearthed user need. 

 

CriƟcal Thinking QuesƟon 

 

If QuickFix had only used tradiƟonal market research instead of creaƟve ideaƟon tools, what 
criƟcal user insight might they have missed? How can divergent thinking during ideaƟon 
challenge the team’s iniƟal assumpƟons? 

 

4.1 IdeaƟon Techniques 

 

4.1.1 Brainstorming – GeneraƟng a Wide Range of Ideas 
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Brainstorming is a foundaƟonal ideaƟon technique used across industries to unlock creaƟvity 
and generate a broad spectrum of potenƟal soluƟons. It is especially valuable in the early 
stages of product development or problem-solving, when the goal is to move beyond 
convenƟonal thinking and surface as many ideas as possible. By creaƟng an open, judgment-
free environment, brainstorming helps teams explore unexpected direcƟons, spark 
collaboraƟon, and idenƟfy innovaƟve possibiliƟes that may not emerge through structured 
analysis alone. 

 

A well-conducted brainstorming session is rooted in divergent thinking, where the emphasis 
is on the volume and diversity of ideas rather than their immediate quality or feasibility. The 
goal is not to select the best idea on the spot but to open up the creaƟve space before 
narrowing down later through evaluaƟon. 

 

Core Principles of EffecƟve Brainstorming: 

• More > BeƩer (At First) 

At this point, it’s go Ɵme – and volume is more important than how “good” (or realisƟc) the 
ideas are. 

•   The reasoning is that more ideas can generate a larger base for potenƟal breakthroughs. 

• Example: A team working on user onboarding would brainstorm a list of 50 ways to do that, 
from AI tutorials to funny animaƟons, without filtering for feasibility. 

• No Judgment 

We must be able to express ourselves without judgment, which is part of the reason we need 
this group so badly. UnconvenƟonal ideas are even encouraged. 

•   The burden of judgment in idea generaƟon may tend to sƟfle and inhibit creaƟvity. 

• Example: During a session on boosƟng app engagement, the idea that “a holographic 
assistant” might be an outlandish proposiƟon could serve as the seeds of inspiraƟon for a 
new feature, like a virtual guide. 

• Wilds Ideas Welcome 

Wacky suggesƟons also can prompt creaƟve soluƟons or new ways to think about the 
problem. 

• The concept of Kintsukuroi can help challenge preconceived noƟons and change aƫtudes, 
freeing up the flow of creaƟvity. 
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• Example: During a brainstorming session for how to decrease cart abandonment, one 
person might propose “a teleportaƟon-based delivery,” which prompts the group to think 
through real-Ɵme delivery tracking and instant checkout experiences. • Build on Others’ Ideas 

CollaboraƟon is essenƟal. Even beƩer – parƟcipants should listen, and then build on ideas by 
contribuƟng addiƟons or changes. 

• Prompts such as “Yes, and…” develop energy and layered thinking. 

•   Example: One commenter proposes “badges for compleƟng tasks”; another adds to it with 
“a leaderboard to induce some friendly compeƟƟon.” 

•  Keep Topic as the Focus 

The session can be as creaƟve as people want, it just needs a focus or problem. 

• This keeps ideas Ɵmely and Ɵed into the team’s goals. 

• Example: If the session will focus on increasing customer retenƟon, then ideas around 
markeƟng outreach or loyalty incenƟves might be perƟnent, but new product concepts would 
likely go off-topic. 

Formats: 

Various formats are used for brainstorming, which can be adapted to team size, character 
and the relevant process. The right format may improve parƟcipaƟon and creaƟvity. 

•   Solo Brainstorming 

The parƟcipants’ generate their own individual ideas, then group together to compare them. 

• Reduces groupthink and ensures that quieter voices are heard. 

• Example: Team members take 10 minutes to write their ideas in isolaƟon before gathering 
with others around a table for sharing. 

• Round-Robin 

Players submit one idea at a Ɵme, taking turns to ensure everyone’s voice is heard. 

•   Protects against those who are louder from dominaƟng and gives everyone their turn. 

•   (For example: In a group of six, each person offers one idea per round for five rounds, or 
at least 30 original suggesƟons.) 

•   Silent Brainstorming“When you are in a meeƟng and everybody’s loud, the only people 
whose ideas I am going to hear [are] the loudest people.” 

Thoughts are recorded quietly on sƟcky notes or digital plaƞorms, posted and organized. 

•   Lowers the pressure, gives more thoughƞul input and prevents iniƟal discussion bias. 
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• Example: On Miro or Google Jamboard, team members anonymously submit ideas under 
categories like “Features,” “UX” or “RetenƟon.” 

Tools: 

Physical as well as digital tools are available that assist brainstorming and facilitate an 
effecƟve idea capturing and organizaƟon. 

•   whiteboards and sƟck notes 

Great for face to face groups; cut - out and organize during live sessions. 

•   Google Jamboard, Miro, FigJam 

Online resources that enable remote or hybrid brainstorming that offer virtual sƟcky notes 
with color coding, voƟng and clustering. 

•   Templates and Timers 

Templates and sessions keep you focused, and your brain on task. 

 

 

Example Use Case: 
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A startup looking to boost user engagement tosses together a brainstorm involving product 
managers, marketers, and UX designers. They start with the prompt: “How might we drive 
daily returning users to the app?” 

•  Ideas can vary from gamified check-in rewards, personalized daily content, AI-powered 
reminders, to social challenges. 

• Aspects which are more progressive, such as “a digital pet that grows depending on how 
much one exercises” are also encouraged, they could be source of inspiraƟon for future 
versions or hybrid a soluƟon. 

• These ideas then are later organized, discussed and narrowed down for the evaluaƟon 
process but the brainstorming itself is open ended, exploratory, and without judgement. 

4.1.2 SCAMPER Technique for Idea TransformaƟon 

How Does SCAMPER Work?SCAMPER is a step-by-step process, best used by a group in order 
to expedite innovaƟve ideas or soluƟons using the framework. Instead of starƟng with a 
white page, SCAMPER is a way to get your thinking started: applying seven different lenses 
on the creaƟve problem. Each lens challenges the team to consider things differently from 
before—they might be a product feature, a process, or how a user interacts. This is highly 
useful when iteraƟng on your MVP or improving features which are under-adopted or low-
engaging. 

 

SCAMPER is parƟcularly valuable in situaƟons where radical ideas are difficult to generate, but 
incremental innovaƟon can make a meaningful impact. It’s a pracƟcal tool that sƟmulates 
creaƟve thinking through targeted prompts and is oŌen used in collaboraƟve sessions where 
team members explore variaƟons together. 

 

Each LeƩer in SCAMPER Represents a Prompt for Idea TransformaƟon: 

 

• S – SubsƟtute 

 

Consider replacing one part of the product or process with something else to achieve a beƩer 
result or solve a limitaƟon. 

 

• What can you replace in the product, process, or business model? 
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• Example: In a food delivery app, replacing humans with AI chatbots as customer service 
agents who respond to any and all FAQs can reduce resource expenditure for response Ɵmes 
down the cost helm. 

• Example: In a tangible product, replacing plasƟc packaging with biodegradable material 
increases sustainability appeal. 

• C – Combine 

Combine at least two funcƟons, features or ideas to yield a new one, or something that is 
more valuable. 

• What combinaƟon of ideas, aƩributes or acƟons can be combined to get a new result? 

• Example: Marrying music playlists with a workout tracking feature in a fitness app results in 
more immersive user engagements. 

• Example: A to-do list app that integrates with your calendar for Ɵme-blocking techenson 
the art of planning. 

• A – Adapt 

Tweak the product by stealing from other environments, industries or user behaviors. 

•   Cupping every human the future has hands on: What can you nudge or steal from other 
industries? 

• Example: An app for meditaƟon reinvenƟng mobile gaming gamificaƟon to help players be 
more consistent in their pracƟces. 

• Example: A banking app deployed progress bars and badges borrowed from educaƟon to 
sƟmulate savings behavior. 

• M – Modify 

Modify the dimensions, scale, appearance or funcƟon of an element to meet your 
requirements or enhance usability. 

• Can you scale, shape or alter the funcƟon? 

•   Example: AdapƟng an e-reader interface to older users that reads books with larger text 
and also provides voice support. 

)Example: A ride-hailing applicaƟon that adjusts its user interface for use in low-bandwidth 
environments by providing a “light” mode. • P – Put to Another Use 

Reuse a product, feature or process for a new use case or user segment. 

• Is the concept applicable to some other situaƟon? 
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•   Example: A tool for managing to-dos repurposed by students and teachers to manage class 
assignments. 

•   Example: Recycling QR code-based menus provided by restaurants to create digital 
catalogs for pop-up retail stores. 

 

• E – Eliminate 

 

IdenƟfy parts that can be removed to simplify the product and reduce user fricƟon or 
operaƟonal cost. 

 

• What can be removed or simplified? 

 

• Example: EliminaƟng the login requirement for first-Ɵme users in an e-commerce app 
to speed up browsing. 

 

• Example: Removing underused filters in a search feature to reduce cogniƟve load. • R 
– Reverse/Rearrange 

 

Change the order, layout, or direcƟon of a process or feature to explore beƩer configuraƟons. 

 

• Can the order be flipped or parts restructured? 

 

• Example: In an online course plaƞorm, reversing the flow to show the outcomes before 
lisƟng course content increases perceived value. 

 

• Example: Rearranging the checkout flow so that address input comes aŌer showing 
available delivery slots. 

 

Benefits of SCAMPER: 
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• Encourages Incremental InnovaƟon When Radical IdeaƟon Is Difficult 

 

It enables product teams to evolve exisƟng concepts without needing breakthrough ideas 
from scratch. 

 

• Helps Generate Ideas from ExisƟng Products or Problems 

 

By focusing on known issues or stagnant features, teams can find fresh angles to improve 
value. 

 

• Ideal for Refining MVPs or Rethinking Features with Low AdopƟon 

 

When specific features aren’t performing, SCAMPER provides a structured way to explore why 
and how they could be improved or reimagined. 

 

Example ApplicaƟon: TradiƟonal Bicycle Product 

 

A product team uses SCAMPER to explore ways to innovate on a tradiƟonal bicycle: 

 

• SubsƟtute: Replace steel with carbon fiber for a lighter frame. 

 

• Combine: Add a built-in phone holder with GPS navigaƟon. 

 

• Adapt: Use fitness tracking features inspired by smartwatches to monitor rides. 

 

• Modify: Adjust the design to include foldability for commuters. 

 

• Put to Another Use: Offer the bike as part of a corporate wellness rental program. 
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• Eliminate: Remove complex gear systems for casual riders to simplify usability. 

 

• Reverse/Rearrange: Reverse the rider’s posture to create a more ergonomic seaƟng 
posiƟon for long rides. 

 

 

4.1.3 Mind Mapping for Visual Idea ExploraƟon 

 

What is mind mapping? Mind mapping is a creaƟve and logical means of note-taking and 
note-making that literally "maps out" your ideas. It enables teams to branch from a central 
idea and expand into an interconnected web of related ideas, themes, and soluƟons. While 
linear lists create rigidity, but over Ɵme mind maps offer relief and flexibility that pushes 
parƟcipants to think big and possibly uncover some un-thought of connecƟons. This is 
parƟcularly powerful at every early stage of ideaƟon process, when you’re not focused on 
decluƩering rather expanding your thoughts even wider. 

Mind mapping encourages divergent thinking (generaƟng an array of ideas from one), but 
also allows for convergent thinking (connecƟng various thoughts to a center point). It may be 
employed by the individual for private brainstorming and in workshops to help a team 
converge on the enƟre ecosystem of an issue. 

Core Elements of Mind Mapping: 

• Central Node You start a mindmap with one word, sentence or quesƟon that is placed in the 
centre of your page / canvas. 

2
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• Example: For a health-based startup, the central node could be “Improving Sleep Quality.” 

• This is to keep all stems connected back into the focal point! 

• Branches 

Lines of thick and bold branches shoot out from the central node to represent major themes 
or categories. These are the most important parts of the problem or opportunity. 

• Example: For the sleep challenge, branches could help guide you in areas like environment, 
lifestyle, technology, diet and medical support. • Sub-Branches 

Second and third branches extend from each primary branch with more specific or detailed 
concepts. 

• For example, in a category environment may be subcategories noise reducƟon, room 
temperature control, light dimming systems and bedding quality. 

• These layers are ways of unpacking tough problems into pracƟcal, managable ideas. 

Advantages of Mind Mapping: 

• Great for Visual Learners and Think In PaƩern. 

Viewing ideas in a visual, interconnected way enables parƟcipants to understand the big 
picture in a way that’s more intuiƟve than reading lists or paragraphs. 

•   Example: A design team about to tackle sustainability can immediately see how 
“packaging,” “supply chain,” and “consumer behavior” fit together. 

•   IdenƟfies AffiliaƟons and ArƟsƟc Hollows 

The mind map allows for flow so the paƩerns of connecƟon can bubble up where perhaps 
there were only vacuums before. 

• Example: To map “urban commuƟng,” making safety and lighƟng infrastructure connecƟons 
may spawn cross-departmental soluƟons. 

• Makes it Easy to Handle Complex Issues in Smaller Groups 

Big problems can seem insurmountable; mind maps break them down to small topics that 
you can lose yourself in. 

• Example: A business brainstorming a “global market expansion” can cut that challenge into 
language adaptaƟon, logisƟcs, pricing models and legal frameworks. 

Best PracƟces: 

• DifferenƟate Categories and Ideas Using Keywords, Icons and Colors 

Visual variaƟon makes it easier for the brain to take in and remember ideas. 
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•  For instance: Use branches of green leaves to indicate environmental factors; blue for 
technology; and red for pain points. • Keep Branches Short and Single-Topic (One Line One 
Idea) 

interpretaƟon. 

• Example : Forgo “We will improve bus reliability by installing GPS trackers” in favor of real 
Ɵme bus tracking. 

•   Employ Free AssociaƟon: Instead of Overthinking, Let Your Mind Wander 

Mind maps are most effecƟve when ideas can flow freely, with no filter, and without fear of 
criƟcism. 

•  Example: As you’re mapping for “remote work,” one sub-branch could unexpectedly run 
from home office 

→ furnishings → ergonomics → subscripƟon-based service for desks. 

ApplicaƟon Example: Urban Ride Sky-bike The Problem: Commute to work in the city. 

, “Improving Urban Commutes”) and would have a mind map that is something like this: • 
Central Node: Improving Urban Commutes 

• Branches: 

o Affordability → public subsidies, shared ride passes, low-cost bike rentals o Safety → beƩer 
lighƟng, women-only transport, emergency alerts o Environmental Impact → electric buses, 
bike lanes, carpool incenƟves o Convenience → mobile apps, real-Ɵme tracking, ride-sharing, 
smart scheduling o Data IntegraƟon → city dashboards, open APIs predictors traffic models 

This non-linear exploraƟon enables teams to explore how themes like convenience and data 
integraƟon overlap, sparking ideas such as “predicƟve bus arrival noƟficaƟons.” 

 

4.1.4 Other Structured CreaƟvity Tools 

 

Beyond brainstorming, SCAMPER, and mind mapping, there are several addiƟonal tools 
designed to structure creaƟve thinking and make ideaƟon more effecƟve. These tools are 
especially helpful when teams get stuck or need to shiŌ their mental models. 

 

Notable Structured CreaƟvity Techniques: 
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• Six Thinking Hats (Edward de Bono) o  Each “hat” represents a mode of 
thinking: 

 

➢ White: Facts and data 

 

➢ Red: EmoƟons and feelings 

 

➢ Black: CauƟon and risk 

 

➢ Yellow: OpƟmism and benefits 

 

➢ Green: CreaƟvity and alternaƟves 

 

➢ Blue: Process and control o  Helps teams explore mulƟple perspecƟves 
systemaƟcally. 

 

• Crazy 8s 

 

o A fast sketching exercise where parƟcipants draw 8 ideas in 8 minutes. 

 

o Emphasizes speed and visual thinking to break mental blocks. 

 

• Reverse Brainstorming o  Instead of asking “How do we solve this?”, ask “How 
could we make this worse?” 

 

o By idenƟfying what would worsen the problem, teams can invert ideas into creaƟve 
soluƟons. 

 

• Role Storming 

1
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o Team members take on roles (e.g., customer, compeƟtor, investor) and generate ideas 
from that perspecƟve. 

 

o Helps remove ego and fear of judgment while increasing empathy. 

 

• What If Scenarios o Explore wild hypotheses: “What if our app could talk?”, “What if 
we only had one feature?” 

 

These tools not only increase idea quanƟty but also enhance idea quality by challenging 
standard thinking paƩerns and team dynamics. 

 

 

“AcƟvity: IdeaƟon Challenge Workshop”   
 

To start we need to divide the learners into teams. Each team will get a product like a water 
boƩle or a food delivery app or a digital calendar. 

 

The teams have to use three tools to come up with ideas for their product: brainstorming and 
SCAMPER and mind mapping. 

 

They should write down how their ideas change and then present one idea that they think is 
really good. 

 

This idea should come from using all three of the tools 

 

We should also ask the teams to think about how each tool helped them think about their 
product in a way. 
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The teams should look at how brainstorming and SCAMPER and mind mapping each helped 
them come up with ideas, for their product like the water boƩle or the food delivery app or 
the digital calendar. This acƟvity will help learners experience both structured and divergent 
thinking while comparing the effecƟveness of ideaƟon frameworks. 

 

 

4.2 Divergent vs. Convergent Thinking 

 

4.2.1 Divergent Thinking – Expanding PossibiliƟes 

 

Divergent thinking is really important for coming up with ideas. The goal of thinking is to think 
of as many ideas as you can without worrying if they are good or bad at first. This is different 
from types of thinking that try to find the best soluƟon right away. Divergent thinking is about 
being open to new things and exploring different possibiliƟes. It helps people and teams to 
think outside the box and come up with ideas that they might not have thought of otherwise. 
Divergent thinking can lead to exciƟng soluƟons that can be developed and improved later on. 
The divergent thinking process is very useful for problem-solving and it can be very helpful, in 
many situaƟons. This approach is especially valuable in early ideaƟon phases, when startups 
or product teams are sƟll exploring direcƟons for MVPs, features, or business pivots. 

Core CharacterisƟcs of Divergent Thinking 

•   Volume of Ideas vs Immediate Validity 

The quesƟon isn’t if an idea is pracƟcal, but how many alternaƟves can be developed. The 
broader the pool of ideas, the greater the likelihood of finding breakthrough insights. 

•   Example: On designing a new ride-hailing app, the team does not stop with cars and bikes 
but also thinks in terms of drones, boats, carpools or even roboƟc delivery pods. While many 
of them might not be possible yet, they broaden the imaginaƟon. 

•   Space Free of Judgment 

Safe CogniƟon breaks when parƟcipants do not feel safe to suggest radical or opposing ideas 
which in turn impedes divergent thinking. Premature judgment closes out creaƟvity. 

• Example: In a session on the how to make e-learning beƩer, one parƟcipant proposes “AI 
avatars as personal tutors.” Even if that sounds pie-in-the-sky, it could lead to features like 
interacƟve chatbots or peer-topeer mentoring. 

•  Lateral and AssociaƟve Thought 
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Many ideas are born by way of linking unrelated thoughts or changing viewpoints. Analogies, 
metaphors and emoƟonal triggers are essenƟal. 

• Example: A team building a travel soluƟon might look to daƟng apps as an inspiraƟon, asking 
“What if planning a trip were like swiping for matches?” That could result in a feature where 
users swipe through recommended iƟneraries. 

•  Emphasis on Novelty 

But the more bizarre or unconvenƟonal an idea is, the more valuable it can be to breaking us 
free from habitual paƩerns. Even far-out concepts can spawn more realisƟc invenƟons down 
the road. 

• Example: When thinking about banking, someone suggests “What if the ATM machine gave 
us Ɵme instead of money?” And while symbolic, such a noƟon could enable services such as 
Ɵme-saving concierge features or instantaneous on-the-go personal banking services. 

Divergent Thinking Techniques 

• Brainstorming 

Teams brainstorm ideas together in a way that emphasizes quanƟty over quality, deferring 
judgment. 

•   Example: A gaming company’s revenue models might include ads, in-app purchases, 
premium passes and user-created content — or even NFT-based collecƟbles. 

• Mind Mapping 

Visually illustrates a core idea and branches outward so you can explore related categories 
and subcategories. 

• Example: A project on “Healthy EaƟng” could lead to meal kits, apps, restaurants, wearables 
and then further branch into AI diet tracking, or social cooking groups. 

• SCAMPER 

Uses structured prompts (SubsƟtute, Combine, Adapt, Modify, Put to another use, Eliminate, 
Rearrange) to stretch their thinking beyond exisƟng ideas. 

• Example: A bookstore could use SCAMPER to transiƟon into an online subscripƟon model, 
or pair sales with author podcasts, or cut out physical checkouts through the use of RFID-
based automaƟon. 

• CreaƟve Prompts 

“What if?” or “How might we?” quesƟons encourage breaking exisƟng assumpƟons. 

• Example: The quesƟon “What if the users designed that product?” in the fashion industry 
might be user-driven customizaƟon plaƞorms like Nike By You. 
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Example in AcƟon 

A food delivery startup leverages divergent thinking to idenƟfy potenƟal new growth 
opportuniƟes: • Central QuesƟon: “What can we deliver other than food?” 

• Generated Ideas: 

o   Grocery delivery to support daily household use. o Bring prescripƟons to your doorstep 
for convenient care. o Drop off clothing to launder or dry clean for urban professionals. o 
Drop off misplaced items from home or office like, charger, keys. 

o   Act as a carrier of packages or important documents instead of using messengers. 

But even as not every idea is acted on, some — such as Swiggy Genie in India — have turned 
into deŌ business pivots that show the power of beginning with open-ended, unfeƩered 
thinking. 

Benefits of Divergent Thinking 

• Fuels InnovaƟon and Risk-Taking 

It’s a way for teams to test out ideas without risk, and it oŌen leads to disrupƟve innovaƟons. 

• Neƞlix’s transformaƟon from DVD rental service to streaming giant was, during its iniƟal 
stages — when the physical rental business sƟll ruled the world — an audacious idea. 

•   Surfaces UnconvenƟonal or DisrupƟve Thinking 

The best ideas are oŌen the ones hatched from seemingly silly proposals. 

•   Example: The idea of updaƟng car soŌware over the air, first introduced by Tesla, used to 
seem radical but now is standard across the industry. 

• Internal Team CreaƟve Confidence Source 

Nurturing all ideas This encourages the value of everyone’s contribuƟons and make people 
more comfortable thinking out loud. 

• Aids to Break Away from Mental Ruts and ExisƟng CogniƟve Systems 

It’s a challenge to “we’ve always done it that way” thinking. 

Example: Airbnb reimaged acommodaƟon by moving from hotels to peer-to-peer, which at 
first seemed far too risky but unlocked massive market desire. 

Do you know? 

“StarƟng in the 1950s, when a psychologist named J.P. Guilford first coined the term 'divergent 
thinking,' divergent thinking was conceived as an alternaƟve to tradiƟonal IQ tests which 
unbelievably measured only convergent thinking (on coming up with one correct answer for 
each quesƟon). His research revealed that creaƟvity — measured as ideaƟonal fluency — was 
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not related to IQ, undermining the longstanding claim that intelligence alone is central to 
innovaƟon. Divergent thinking has gone on to play a fundamental role in design thinking and 
innovaƟon models.” 

 

4.2.2 Convergent Thinking – Narrowing Down SoluƟons 

While divergent thinking seeks to explore ideas, convergent thinking instead offers clarity and 
structure to the idea generaƟon process. It's the point at which teams discard the majority of 
ideas that have been generated for a program and zero in on those that are doable, feasible, 
strategically aligned. This ensures that resources are spent judiciously and among the 
promising ideas, some should be selected for prototyping, tesƟng and execuƟon. 

Convergent thinking is directly related to logic, structured decision-making process, and 
analyƟcal frameworks. Instead of squelching creaƟvity, it “focuses” our work, pushing ideas 
from the whiteboard to execuƟon. 

Core CharacterisƟcs of Convergent Thinking 

• Focused and SelecƟveConvergent thinking narrows opƟons by applying filters such as 
technical feasibility, cost, market fit or strategic relevance. 

•   Example: From a list of 40 ideas for an e-commerce app, the team can discard things like 
drone delivery (too expensive) and focus on features such as “real-Ɵme delivery tracking" that 
serve both customer desires and business needs. • Decision-Oriented 

The aim then is to reach a combinatorial point, i.e., the one where a choice between one or 
few soluƟons from the full set of possible ones can be made. 

• Example: A SaaS team is considering whether to invest in building a dark mode UI or building 
feature for beƩer team collaboraƟon and company choose the laƩer because it is something 
that high demand of enterprise customers. 

•   AnalyƟcal Skills 

Trade-offs, risks and dependencies are analysed, and decisions made – intuiƟon is not 
enough. 

• IllustraƟon: A healthtech startup looking to integrate wearables might weigh costs of 
sensors, regulaƟons around data security, and the risks related to scaling before proceeding 
with a project. 

• Review of the Structured EvaluaƟon 

Teams find themselves using formal tools—such as matrices, scoring systems, or prioriƟes 
framework—to serve as barriers to bias and provide objecƟveness. 
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• Example: A feature with the highest rank in impact vs. effort is bees of Q2 ideas that are 
nice to have, but resource and Ɵme consuming. 

Convergent Thinking Techniques 

•   Dot VoƟng (Heat Mapping) 

The team members slap sƟckers, dots or digital markers to vote for the ideas that interest 
them most. It's a popular choice that indicates the strongest runners. 

• Example: During a brainstorm for the mobile wallet, dot voƟng shows “bill reminders” and 
“instant loan approval” are what click with the team. 

• Effort vs. Npgsql vs Ntvs pull the most impacƞul allies to help when meƟng out bonuses in 
social and development challenges. 

The axis represents 'impact' (user/business value) and 'effort' (Ɵme/resources). Quick wins 
stand out. 

• Example: A streaming app maps features such as “offline downloads” (high impact, medium 
effort) and “AI-generated lyrics” (low impact, high effort). The matrix emphasizes downloads 
as a focus. • Feasibility-Desirability-Viability (FDV) Each idea examined throughout the lenses: 

•  Desirable: Does it address a significant user need? 

•   Feasible: Is it manufacturable with today’s technology and experƟse? 

• Feasible: Is it going to be economical for us? 

•   Example: For a language-learning app, “AI pronunciaƟon coach” might score high on all 
three; “VR travel simulaƟon” might score low on feasibility and viability. 

•   Idea Scoring Rubrics 

AddiƟonal score criteria are dynamically added and a numeric raƟng is given for marked ideas 
(ie, on scalability, user appeal and revenue potenƟal). 

• Example: A fintech upstart rates features on a scale of 1 to 5. “Instant account opening” 
gets 18/20, and “crypto wallet integraƟon” scores in at 10/20 so the choice is easy. • SWOT 
Analysis 

Analysis of SWOT (Strength, Weakness, OpportuniƟes and Threats) are done for every 
shortlisted ideas. 

•   E.g. to implement a referral program in a health app: 

o Strength: Organic growth o Weakness: Risk of discount manipulaƟon o   Opportunity: User 
base will grow fast o Threat: CompeƟtors can easily copy 

Example in AcƟon 
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A food delivery startup hosts a session of divergent thinking and comes up with 25 features 
to potenƟally increase customer loyalty and engagement. These include: 

•   Order streak gamificaƟon 

•   SubscripƟons discounts 

•   Live kitchen video feeds • Drone deliveries 

•   Live tracking of your orders 

• Personalised meal recommendaƟons backed by AI 

They work toward acƟonable soluƟons using convergent thinking tools: 

•   Dot VoƟng: The team votes and chooses “real-Ɵme tracking,” “subscripƟon discounts” and 
“meal personalizaƟon” as their top picks. 

• FDV Analysis: 

o Real-Ɵme tracking - This feature is something that users want to have, is feasible due to GPS 
and possible with low-cost. 

 SubscripƟon discounts – aƩracƟve to heavy users, possible with current payment methods, 
feasible for increasing revenue. 

o Drone deliveries – It’s sexy yet neither pracƟcable nor profitable at this point. 

•   Effort vs. Impact Matrix: Real Ɵme reminder is labelled as a quick win (low effort, high 
impact), while personalizaƟon is medium effort but sƟll important. 

UlƟmate Decision: The startup focuses on features like live order tracking and subscripƟon 
discounts, part of its MVP roadmap to guarantee user value and business-value alignment. 

Benefits of Convergent Thinking 

•   Keeps Teams from Geƫng Stuck in Analysis Paralysis 

When it's crowded with ideas serves as clarity and direcƟon. 

•   Helps in Proper AllocaƟon of Resources 

Time, money and talent are spent on soluƟons that offer the greatest return. 

•   Connects Ideas to Strategic ImplementaƟon 

Guarantees that selected soluƟons meet both user and business requirements. 

•   Facilitates CollaboraƟve Decision Making 

Structured processes temper bias and ensure everyone’s voice is heard, leading to consensus. 

4.2.3 Balancing of Divergent and Convergent Techniques 
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Real innovaƟon doesn’t arise from brainstorming random thoughts or selecƟng the most 
raƟonal ones — it requires a balance of divergent and convergent thinking. Divergent thinking 
allows teams to brainstorm widely, whereas convergent thinking allows them to screen, 
consider and prioriƟse those ideas. Employed together and in rotaƟon, these modes of 
thinking are what prevent creaƟve fastballs from being thrown away and execuƟon from 
being relegated to the safe or easy. The tension results in a process of innovaƟon that is both 
imaginaƟve and rigorous.” 

Importance of Balance 

• Divergent and Without ConvergentIf teams diverge but do not reconvene, then they run the 
risk of generaƟng idea upon idea without any results. This leads to idea overload, wasted 
resources and the team sƟll being in exploraƟon mode. 

• Example: A startup has weekly brain storming meeƟngs to “improve customer 
engagement” but never funnels a subset of ideas. AŌer months, they had 200 suggesƟons but 
no clear road map — and wasted Ɵme and frustraƟons. 

• ( Convergent No Divergent And … ) > 

An overemphasis on convergent thinking squelches creaƟvity and results in groupthink or 
copycat ideas. The team may jump too soon at what feels “safe.” 

• Example: An e-commerce business skips an open brainstorm and decides to opƟmize 
“discount coupons” because it worked once. They lack anything truly bold, such as 
subscripƟon models, gamificaƟon or social shopping features that could have set them apart. 

Strategies for Balancing the Two 

•   Design Thinking Modes 

Models such as the Double Diamond (Discover → Define → Develop → Deliver) explicitly 
segment divergent and convergent phases. 

•Example: During the Discover phase, teams do wide-ranging research and generate a set of 
insights. During the Define phase, they narrow down the highest priority problem. This 
paƩern helps exploraƟon and exploitaƟon take turns. • Timeboxing 

Balanced assignment of certain Ɵme slots to each mode prevents any stage from overtaking 
the other. 

• Example: In the course of a design sprint, a team dedicates 90 minutes to generate as many 
app feature ideas as they can(cast the net wide), and then another 60 minutes scoring and 
shortlisƟng them (collecƟng data \/ making decision). 

• Different Tools and Spaces Different tools promote the proper mindset for each phase. 
Divergency is creaƟve - visual tools promotes divergence; convergency requires structured - 
analyƟcal tools. 
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• Example: SƟcky notes for brainstorming in Miro for divergence, then take those ideas and 
put them into a spreadsheet with scoring guide to be evaluated for convergence. 

• Some have separate facilitators: one to inspire creaƟvity, another to ensure structured 
decision-making. 

• Feedback Loops 

IteraƟon forms a posiƟve loop between divergence and convergence. Teams diverge with 
wide exploraƟon of ideas, converge through tesƟng a few and re-open divergence with new 
learnings. 

• Example: A team behind a travel app brainstorms 30 features, prototypes three of them, 
tests with users and discovers that “real-Ɵme local Ɵps” is popular. They diverge once again to 
go create variants of the feature, but converge before launch. 

• Visual Mapping 

Assistant: Tools such as idea funnels, heat maps, journey maps and impact-effort grids can 
help teams visualize the shiŌ from expansion to prioriƟzaƟon. 

•  Example: A hundred brainstormed ideas in an idea funnel go into a wide funnel, to be 
grouped into twenty themes and then filered down to five concepts that can be tested. 

•   Mindsets and Team Roles 17 

Great teams are deliberately composed of imaginaƟve thinkers who love divergence and is 
complemented by logical, analyƟcal people with an affinity for convergence. Both are needed 
and recognizing the giŌs of each reduces stress." 

• Example: On a fintech product team, the designers and marketers lead divergence with 
flashy concepts for user engagement and product managers and engineers lead convergence 
by considering feasibility and cost. 

Example Framework in AcƟon 

In a design sprint to develop an app for fitness tracking, that balance plays out step by step: 

• Divergent phase: A team may perform user interviews and brainstorming to generate 50 
ideas including AR-based workouts and gamified leaderboards. 

• Convergent Phase: Out of dedicated voƟng and impact–effort matrix, they choose 
“personalized workout plans with AI coaching” as the best idea. 

•Prototype and Test: They create a quick prototype and test it out with users. 

•   Re-Diverge: Feedback comes in that users also want social accountability, so the team 
brainstorms once more, coming up with add-ons like “friend challenges” or “shared progress 
boards.” 
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• Re-Converge: They converge again combining social accountability elements with the AI 
coach in the end roadmap. 

This iteraƟve tension helps to preserve balance in a soluƟon that’s creaƟve (divergent 
creaƟvy) and pracƟcal (convergent discipline). 

Benefits of Balanced Thinking 

• Encourages creaƟve but pracƟcal soluƟons has facilitated the parƟcipaƟon of designers and 
manufacturers who might not have otherwise felt confident in transporƟng passengers …… 
Change to “has encouraged Designers. 

Ensures that the creaƟve is based in reality and strategy. 

• Creates Agile Teams That Can Experiment, Test, and Adapt Quickly 

The cycles of Divergence and Convergence make teams adaptable without losing sight of 
useful change. 

•   Improves CollaboraƟve FacilitaƟon 

By appreciaƟng both divergent and convergent thinkers, the team harnesses varied 
accompaniments rather than fighƟng about process. 

 

4.3 Double Diamond Framework 

 

4.3.1 Discover – Understanding the Challenge 

 

The Discover phase is the first diamond of the Double Diamond model. It is crucial for this 
phase to occur as it is the direcƟon in which we need to go. We don’t aƩempt to fix the issue 
in the Discover phase. Instead, we seek to understand as much as we can about the problem. 
We need to understand what is happening and why. The Discover phase is about trying to 
view things from all angles and remain open to new ideas. We did this by eaƟng our own dog 
food. Try to view maƩers from their perspecƟve. And we also have to quesƟon our own 
thoughts and concepts, about the problem. The Discover phase and the Double Diamond are 
things that maƩer. The Discover phase is a crucial part of this process. Discovering real-world 
behaviors, moƟvaƟons and pain points helps make sure that the eventual soluƟon is based 
in reality and empathy, not a guess. 

SkaƟng this stage, such that we react to symptoms rather than root issues, in turn increases 
the risk of wasƟng Ɵme and resources on features that did not address the market. 

ObjecƟves of the Discover Phase 
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•   Reveal User CharacterisƟcs, Requirements and MoƟvaƟon 

Dive into the root cause of user behavior, not superficial data. 

• Example: When researchers study a fitness app, they find out not only that people quit 
exercising aŌer one month, but when the users lose their streaks, they feel guilty and less 
moƟvated. • IdenƟfy gaps between current soluƟons and real user needs 

Search for mismatches — between what’s on offer and what users need. 

• Example: Many banking apps prioriƟze advanced investment features, but ethnographic 
research might find that low-income users just want to be able to trust their balance alerts. 

•   ConfronƟng AssumpƟons of Team or OrganisaƟon 

Teams start with lots of assumpƟons, that may or may not be as things actually are. Discover 
does not support or refute any of these premises. 

•Example: A food delivery startup might think users long for “faster delivery,” when the 
reality is that many care more about “real-Ɵme transparency about order status.” 

Key Techniques and Tools • User Interviews 

Have one-on-one conversaƟons to listen to users’ stories, struggles, and desires in their own 
words. 

• Example: A ridesharing app interviews its customers and discovers that the uncertainty of 
surge pricing is more of a hassle than long wait Ɵmes. 

•   Ehtnographic Research 

Witness how people behave and what they need in their natural environments. 

•   Example: Observing how families use smart speakers in their homes might lead to learning 
that children are heavy users, which then shapes design for voice recogniƟon. 

• Surveys and Polls 

Collect big-data sets and provide a number on qualitaƟve paƩerns found. 

•   Example: New data indicated that 65% would use a mobile applicaƟon over a website 
when grocery shopping, supporƟng the shiŌ to mobile-first design. 

•   CompeƟtor and Market Analyses 

Examine products in current use and their compeƟtors to determine the strengths, 
weaknesses, and gaps in the market. 

•   Example: Maybe looking at meditaƟon apps would show that while most have guided 
sessions, few target workplace stress, which could be an untapped niche. 
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•   Stakeholder conversaƟon • Point-of-view consultaƟon • Workshops • Focus group 
interviews with stakeholders 

Interface with business owners, product managers, and engineers to understand constraints 
& expectaƟons. 

• Example: A product manager may emphasize the importance of scale as a key constraint 
that will have an impact on how you design new soluƟons. 

• Journey Mapping with the Users 

Imagine where users are interacƟng with a task and where they get frustrated. 

•   Example: If you map the journey of a hospital paƟent, you might find boƩlenecks at 
registraƟon, not just during consultaƟon. 

Best PracƟces 

• Inject Empathy and Open-Mindedness into Research 

Engage acƟvely and guide people toward not confirming something that's already in their 
minds. 

•   Resist the Pull to Recommend Premature SoluƟons---Lean into ExploraƟon 

Refuse to brainstorm too early. The Discover phase is not about designing the fixes; it is 
about collecƟng evidence. 

• Visual Findings ReporƟng 

Record and cluster insights in sƟcky notes, affinity diagrams or even digital boards (Miro or 
FIGJAM for example) so the team has it handy during future design debates. 

Challenges 

•   Team Bias Can Result in SelecƟve Hearing 

“They could unconsciously be looking for informaƟon that confirms their beliefs.” 

•   Example: Dismissing a user complaint as a one-off instead of seeing it as larger pain point. 

• Users May Not Be Able to Clearly ArƟculate Requirements 

People frequently express problems as symptoms, not underneath causes. 

•   Example: A student says, “I procrasƟnate,” when the real problem is no structured 
reminders to direct them or hold them accountable! 

•   It can be data-heavy if not properly synthesized. 

With dozens of interviews, surveys and observaƟons teams can quickly get mired in raw data 
without ever geƫng to valuable insights. 
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•   SoluƟon: Group the results into themes or use things like affinity mapping. 

Output of the Discover Phase 

•   A Wealth of Insights on Users 

Uncooked and processed data on lived experience, behavior, and context. 

• Evidence of Pain Points, Behaviors, and Unmet Needs 

Clear explanaƟon of what is lacking and where the opportuniƟes are for what works now. 

•   Reframing Challenge in the Define Phase FoundaƟon 

A systemaƟsed insight to preparing for the next step of the Double Diamond, about tackling 
the right problem. 

 

4.3.2 Define – Framing the Problem 

 

The Define phase comes aŌer the Discover stage in the Double Diamond model. This is where 
we take the informaƟon we found out and make sense of it. We make it into a problem that 
we can do something about. The Discover stage is about looking at lots of ideas but the Define 
phase is about narrowing it down. We get rid of the things that're not important find the things 
that are the same and make the problem clear. The goal of the Define phase is to take what 
we learned from the users and turn it into a problem that's, about people. This problem should 
be specific enough that we can do something about it but big enough that we can come up 
with new and interesƟng soluƟons. The Define phase is a part of the Double Diamond model 
and helps us to focus on the right problem. Without this step, teams risk solving the wrong 
problem or chasing symptoms instead of root causes. 

 

Core Components of the Define Phase 

 

• Insight Synthesis 

 

Teams revisit the data collected from interviews, surveys, and observaƟons to idenƟfy 
recurring paƩerns and contradicƟons. It makes sense of dispersed informaƟon. 

•  Example: In a transit project, many commuters cite anxiety not over the duraƟon of travel 
but over unknowns about delays. It is the laƩer that will become a central theme for framing 
the problem. 
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•   Clustering and Affinity cluster and categorize this informaƟon. 

Matching feedback is aggregated visually to help uncover key pain points or trends. This is 
part of converƟng disparate insights into structured knowledge. 

• Example: In creaƟng a student producƟvity tool, sƟcky notes from the interviews might be 
organized into clusters labeled “Ɵme management,” “moƟvaƟon” and “overwhelming 
workload.” 

• Persona Refinement 

Previously developed personas are infused with new insights that accurately capture the 
uncovered behaviors and moƟvaƟons. This way at least the problem definiƟon is validated 
against actual people. 

• Example: A persona of “Ravi, 21, college student” can be narrowed to emphasize his use of 
mobile-first tools and his annoyance with apps that don’t work offline. 

•   POV Statements 

“Insights” are condensed into user-centered statements that described the fundamental 
need. These statements clarify who is the user, what does he want and the reason. 

• Example: “If you’re a busy parent, you don’t have Ɵme to plan healthy meals for your family 
because of the Ɵme it requires and will let unhealthy takeout opƟons run your shopping 
choices.” 

•   How Might We (HMW) QuesƟons ~ 11. 

POVs turn into open-ended ideaƟo:n opportuniƟes that help lead you in brainstorming – but 
also keep it open. 

•   Example: A POV about freelancers struggling to make ends meet with unpredictable 
income can instead become: “How might we help freelancers more effecƟvely cope with 
fluctuaƟng payments in order to build financial strength?” 

CharacterisƟcs of a Good DefiniƟon of the Problem 

•   Grounded on User Insight: Not AssumpƟons 

Problem statements should flow from evidence not team biases. 

• Example: Instead of assuming that “users want faster delivery,” research uncovers the actual 
problem statement — “users want real-Ɵme visibility into their order progress.” 

• AcƟonable and Nimble Cricket Risk signals have to be real Ɵme for the module to be 
effecƟve: in this context, late feedback is bad feedback! Football The best wins are close-won 
victories-but you sƟll need enough Ɵme to react! 

Geƫng the right balance of these keep teams with focus but sƟll free to be creaƟve. 
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Example: “College students find it hard to stay moƟvated to revise every day” is specific, but 
broad enough to suggest gamificaƟon, AI reminders or peer accountability buƩons. 

•  Business / Project ObjecƟves Compliant 

The specific problem must also be linked to the strategic objecƟves of the organisaƟon. 

•   Example: If a subscripƟon app is seeking to improve retenƟon, a problem statement could 
be: “Trial users require beƩer informaƟon on premium benefits as confusion leads to churn. 

 

 

Benefits 

 

• Aligns Cross-FuncƟonal Teams Around a Single Design Challenge 

 

Everyone from product managers to designers works toward the same user-centered goal. 

 

• Filters Out Noise and Focuses Resources 

 

Helps avoid chasing every piece of feedback and instead prioriƟzes criƟcal pain points. 

 

• Sets a Measurable Target for SoluƟon Development 

 

A clear problem statement enables the team to measure progress against solving the 
idenƟfied challenge. 

 

Common Piƞalls 

 

• Relying on Surface-Level Symptoms Instead of Digging Into Root Causes 

 

Teams risk framing vague problems like “students are distracted” instead of uncovering the 
underlying issue of “students lack tools to break study tasks into manageable steps.” 
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• Framing the Problem from the Company’s PerspecƟve, Not the User’s 

 

Statements like “we need to increase subscripƟons” shiŌ focus to business goals, whereas 
user-focused framing—“users need to understand the value of premium features”—leads to 
beƩer soluƟons. 

 

• Ignoring Outlier Feedback That Could Spark InnovaƟon 

 

Outliers someƟmes reveal overlooked needs or niche opportuniƟes. 

 

• Example: A few early users requesƟng “offline mode” might represent a growing 
segment in lowconnecƟvity regions. 

 

Output of the Define Phase 

 

• Clear Problem Statement or POV 

 

Example: “When young professionals commute long distances, they need ways to make 
producƟve use of Ɵme because wasted hours create frustraƟon and stress.” 

 

• List of HMW QuesƟons to Guide IdeaƟon 

 

Example: “How might we help commuters transform travel Ɵme into learning or relaxaƟon 
opportuniƟes?” 

 

• Updated User Personas and Pain Point Summaries 

 

Personas become sharper, capturing the refined insights that now guide the ideaƟon stage. 
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4.3.3 Develop – GeneraƟng and Prototyping Ideas 

 

The Develop phase is where teams start thinking of lots of ideas again aŌer they have figured 
out what the problem is. Now they focus on finding different soluƟons instead of just 
understanding the problem. This part is much about trying new things. Teams come up with 
ideas draw them and make prototypes quickly. They oŌen throw away ideas. Change them as 
they learn more. The Develop phase is not about making something that is finished it is, about 
making ideas that people can look at, test and make beƩer. The Develop phase is really 
important for teams to find the soluƟon. By prototyping early stages, teams miƟgate risk and 
reveal usability problems before invesƟng too much Ɵme and money in the designs. 

Core Components 

• IdeaƟon Workshops 

They generate as many soluƟons as possible, someƟmes with the help of structured creaƟvity 
tools like brainstorming, SCAMPER or Crazy 8s. Let the energy here be one of growth, not 
judgment. 

•  For example, a health care startup that is defining the problem as “the paƟents forget 
medicaƟon schedules” in a workshop might come up with soluƟons like reminder apps, smart 
pill boƩles or family alerts. 

•  IdeaƟon, Sketching and Storyboards 

These visual methods let teams visualize how users would use a potenƟal soluƟon. 
Storyboards take situaƟons and images that occur step wise, while sketches turn an abstract 
into something concrete. 

For example, a storyboard for an app offering ride-sharing could depict a user who opens the 
app and specifies a desƟnaƟon receives recommendaƟons on routespliƫng between ride 
sharing and micro-mobility. 

•   How to PrioriƟze and Shortlist 

AŌer ideas are generated, they might be screened on feasibility stages, using techniques such 
as Feasibility–Desirability–Viability (FDV) to idenƟfy actual possibiliƟes. 

• Follow up from the brainstorm and decide which concept is best in curriculum or in terms 
of a learning objecƟve – e.g., 20 concepts entered, eliminate smart pill dispenser for high 
manufacturing costs—short list a medicaƟon tracking with family noƟficaƟon because it’s 
currently affordable, desirable soluƟon and scalable Career Design Example: You have had 
trouble helping your child manage his/her medicaƟons to overcome their 
condiƟon/symptoms. 
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•  Low Fidelity Prototyping 

The early designs are purposefully sketchy and prioriƟze funcƟon and flow over polish. Things 
like sketches on paper, wireframes or clickable mockups. 

• Example: On a medicaƟon reminder app, the team sketches out on paper how reminders 
are established, what an alert looks like and how family members are alerted. These 
prototypes are then tested with actual paƟents to get feedback. 

• Team CollaboraƟon 

Cross-funcƟonal collaboraƟon makes ideas is real from design, engineering and business 
perspecƟves. 

•   Example: Designers draw schemaƟc flows for an e-commerce checkout; engineers flag 
integraƟon quesƟons; and strategists evaluate revenue models. 

Best PracƟces 

• Promote QuanƟty Over Quality in Early IdeaƟon Phase 

More ideas simply offer more chances for outside-the-box breakthroughs. Filtering comes 
later. 

•   Leverage Timeboxing to Ensure High Energy and Pace 

(Short “lively and focused” acƟviƟes like 15-minute Crazy 8s sketching to help prevent over-
analysis, maintain momentum, and keep everyone engaged. 

•   Provide a Haven for Wild Ideas 

And even bad ideas can trigger good insights, if further developed by others. 

•   Enlist Actual Users in Input Sessions for Preliminary Sketches or Prototypes 

Early user responses help gain valuable feedback and illuminate usability issues that are not 
always apparent from within an agency. 

Output of the Develop Phase 

• A Short List of 1-3 Most Promising SoluƟon Concepts 

Here’s stuff that passes the desirability, feasibility and viability tests. 

• Working Low Fidelity Prototypes Ready for User TesƟng 

Examples include clickable wireframes in Figma or paper prototypes. 

•   RaƟonale for SelecƟon of Historical Concept_^(3) 

Teams keep note of why an idea was chosen and why others were thrown away, so that when 
the work moves on to the next stage, things make sense. 
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Tools Commonly Used 

•   Miro – useful for the collaboraƟve ideaƟon and mapping ideas. 

• Figma, Balsamiq, Sketch, InVision -Wireframes and interacƟve prototypes. 

• Paper, Post-its, Markers–To sketch quickly or do physical prototyping in the workshops. 

ApplicaƟon Example 

A food delivery startup frames the problem this way: “Users feel nervous as they have no idea 
where the order is aŌer their order is placed.” In the Develop phase: 

•  IdeaƟon Workshop: the team comes up with ideas for each step-push noƟficaƟons at every 
stage, live delivery maps, AI driven esƟmated Ɵmes and chatbot updates 

• Sketching/Storyboarding: The designers storyboard the user’s flow of placing an order, 
viewing a real-Ɵme map of the delivery partner and receiving alerts as food is exited from a 
restaurant. 

• PrioriƟzaƟon: With FDV, the team puts aside complex AI-based predicƟons for now but 
retains real-Ɵme maps and stage-adapted push noƟficaƟons. 

Prototyping: They make an elementary clickable Figma mock-up visualizing how users track 
their order. 

•  CollaboraƟon: Engineers verify that GPS APIs exist, and marketers feature the capability as 
a trust-building differenƟator. 

Phase concludes with the development of a prototype for real-Ɵme order tracking, which 
later becomes an industry standard. 

 

4.3.4 Deliver – ImplemenƟng and TesƟng SoluƟons 

 

The Deliver phase is the part of the Double Diamond model. It is where we turn our ideas into 
things. We have already thought about lots of ideas in the Develop phase. Now we need to 
make them beƩer test them and put them into acƟon. This part is about making decisions and 
choosing what works best. The team takes the ideas we have been playing with. Turns them 
into things that actually work. We test these things with the people who will be using them to 
make sure they are good. Then we get everything to launch. The Deliver phase is not about 
geƫng things done. It is also about making sure that people will like what we are making and 
that it will be good for the business. The Deliver phase is an important part of the Double 
Diamond model and it is all, about the Deliver phase and how it helps us with the Deliver 
phase. The insights gained here oŌen form the foundaƟon for future iteraƟons, making this 
stage cyclical rather than a one-Ɵme acƟvity. 
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Core Components 

 

• User TesƟng 

 

SoluƟons are then tested with users through means such as usability tests, A/B tesƟng and 
structured feedback sessions. The learned representaƟons are acculumu- lated both 
qualitaƟvely and quanƟtaƟvely. 

•   Example: An e-commerce website tests 2 checkout flows (one page vs mulƟple steps) 
through A/B tesƟng. The data demonstrates that one-page flow increases conversions by 
18%. 

• IteraƟon Cycles 

Feedback is a natural part of the product. Changes are grouped using raƟngs, e.g. effort– 
impact matrix or MoSCoW (Must-have, Should-have, Could-have, Won’t-have). 

• Example: A ride-hailing app learns in pilot tesƟng that users don’t understand when drivers 
will arrive. Rather than going down the way of re-designing the enƟre interface, team puts in 
a small progress bar to make things more understandable without puƫng much effort. 

• Pilot Launch 

The MVP/soluƟon is posted to a smaller, regulated group to test in the real world. That limits 
your risk before a full-blown roll-out. 

• Sample use case: A fintech app rolls out its saving feature to 5,000 beta users. Their 
parƟcipaƟon and retenƟon levels determine if the feature should be rolled out to a broader 
base of users. 

• Deployment and Handover 

It also passes on finished designs and/or specificaƟons to development, operaƟons or 
producƟon. Product teams are closely empowered, design intent is followed through in 
execuƟon. 

• Example: In a health care app, designers send wireframes with annotated workflows to 
engineers and work with compliance officers to help ensure that the app meets requirements 
under HIPAA. 

• Impact Assessment 

AŌer launch, teams are measuring performance by tracking KPIs like engagement, conversion 
rates, retenƟon and saƟsfacƟon. Such learning is then uƟlized to find product-market fit. 
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•   Ex: A language learning app uses daily acƟves, lesson compleƟons, and NPS to test whether 
their MVP is addressing the problem they’ve defined. 

Challenges 

•   Surprising [Technical] LimitaƟons 

Some things end up being more challenging to make use of than seemed, due to limitaƟons 
or interdependencies of systems. 

• Exempli graƟa: A startup that designs a real-Ɵme food order tracker may encounter 
inaccuracies in GPS readings is some geographical areas. 

• Feedback Overload 

CollecƟng feedback from users can yield a flood of feature requests, and it’s challenging to 
idenƟfy which to build first. 

•  Example: A pilot creates hundreds of requests, but only high-frequency, high-impact items 
can be addressed in a first release. 

• Difference Between Design ObjecƟve and Consumer PercepƟon 

What feels easy to the design team might not feel so easy for users. 

Example: A banking applicaƟon adds biometric login – more convenient, but users feel less 
secure than if they had to expressly enter a password, it requires follow up trust building 
messaging. 

Best PracƟces 

• Make Feedback Loops Short and Hands-on 

Its fast tesƟng and iteraƟon cycles mean errors are set right soon aŌer work on a product 
begins. 

Employ Data TriangulaƟon CollecƟng informaƟon in more than one manner helps to develop 
a fuller picture or provides validaƟon of the results. 

Balance qualitaƟve (interviews, usability tesƟng) and quanƟtaƟve data (conversion rates, 
usage metrics) when evaluaƟng whether or not to iterate. 

• Learning Instead of Being Perfect 

Deliver is all about the validaƟon of assumpƟons, iteraƟng and refining. The MVP is not a 
finished product, but rather it is one step toward sustainable innovaƟon. 

Output of the Deliver Phase 

•  MVP or SoluƟon Ready 
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A product is (or will be, or was) available in beta or full launch. 

•   Post Launch Learning DocumentaƟon 

Lessons learned from tesƟng and early adopters are essenƟal inputs to the next phase. 

•   A Roadmap for Future Installments 

Teams capture improvements they plan to make, thoughts on scalability and what features 
they want for scaling out past six months. 

ApplicaƟon Example 

Example You have a music streaming startup, and you’d like maximize the number of songs 
users are discovering on the plaƞorm. In the Develop stage, they prototyped features such as 
AI playlists, collaboraƟve friend-curated playlists and genre-based discovery feeds. In Deliver: 

• User TesƟng: They test their three prototypes with a group of early adopters. Feedback AI 
playlists are fun – but we need clearer customizaƟon controls. 

•   IteraƟon: In this wake, they include a “like/dislike” feedback buƩon in the prototype to 
observe and personalize real-Ɵme. 

•  Pilot Launch: They make AI playlists available to 10,000 beta users and monitor usage 
observed over two weeks. 

•   ExecuƟon: UI designs are finalized and shared with app developers, who are provided clear 
definiƟons on how data is provided and recommendaƟon algorithms applied. 

• Impact Assessment: KPIs demonstrate that AI-playlists boost session Ɵme by 25% and 
decreases churn rate by 15%, validaƟng mapping to user needs and business prioriƟes. 

The Deliver phase concludes with a validated feature which drives engagement and lays the 
groundwork from which to scale new discovery tools in a future release cycle. 

 

 

“AcƟvity: Double Diamond Design Sprint SimulaƟon”    
  

Divide learners into teams and assign them a real-world challenge (e.g., “Improving 
student mental wellness” or “Simplifying city transport for elderly users”). Each team will 
run a mini Double Diamond sprint over a 90–120-minute session, moving through all four 
stages:  

• Discover: Interview classmates or review given user research.  
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• Define: Formulate a clear problem statement and one “How Might We” quesƟon.  

• Develop: Conduct a brainstorming session and create a low-fidelity prototype 

(paper sketches or slides).  

• Deliver: Present the prototype and gather feedback from peers acƟng as users.  

This acƟvity will give learners firsthand experience of balancing exploraƟon and decision-
making, working through uncertainty, and understanding how structured design 
processes lead to acƟonable innovaƟon.  

  
 

4.4 Case Studies in CreaƟve IdeaƟon 

 

4.4.1 Dropbox – MVP ValidaƟon through Simple Concept 

Dropbox, an app by Drew Houston and Arash Ferdowsi in 2007, is one of those that illustrate 
how it’s possible to merge the idea validaƟon as well producƟon of the MVP into one creaƟve 
process - even without creaƟng a complete product. Rather than spending heavily up front 
building complex infrastructure, Dropbox validated the demand with some clever ideaƟon 
and storytelling. 

CriƟcal Concepts Behind Dropbox's IdeaƟon and ValidaƟon Strategy: 

• The Problem: 

o File transfer techniques in 2007 (USB sƟck, email aƩachments) were inefficient and 
cumbersome. 

o   Cloud storage had been “in disguise” fro years. 

o   Users oŌen didn’t know they suffer from this design paƩern unƟl it was replaced by 
something beƩer. 

• IniƟal Idea: 

o   A basic folder that automaƟcally synchronizes files across devices, with no need to take 
any acƟon; it silently carries out its task in the background. 

• IdeaƟon Method: 

o   Drew Houston observed user behavior and felt personal pain points to uncover the root 
idea. 
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o Early brainstorming wasn’t so much about features as an aƩack on what needed reducing 
– invisible syncing, zero setup. 

•   CreaƟve MVP Approach: 

o Rather than building an app that was funcƟonal, Dropbox created a demo video showing 
what the product would do. 

o   The video was aimed at an early adopƟng tech crowd on Hacker News and Reddit, showing 
how files would sync between devices. 

o In 24 hours, the beta waitlist grew from 5,000 to 75,000 users. 

• Why This Worked: 

o The video neatly framed job to be done: “I want the same file on all my devices, without 
managing copies.” o It addressed a very specific, painful problem — not an all-in-one soluƟon. 

o  The MVP wasn’t a product – it was a proven story. 

•  Results and Impact: 

o The massive interest gave team the confidence to build out the infrastructure. 

o   With early feedback from these interested people, Dropbox could refine onboarding and 
syncing logic. 

o The result was a product that grew to the point of becoming a worldwide service, serving 
millions of people. 

CreaƟve IdeaƟon Insights: 

• MVP doesn’t necessarily have to be a product; it can be an experience simulaƟon. 

• The right story can validate demand more quickly than a coded soluƟon. 

•   ResurrecƟon of the ordinary leads to ideas that work globally and at scale! 

4.4.2 Niramai – AI Based Breast Cancer Screening Technology 

About Niramai (Non-Invasive Risk Assessment with Machine Intelligence) – Niramai is a 
Healthtech startup in India which is based out of Bangalore that integrates technical 
innovaƟon with human-centric design to create new possibiliƟes for prevenƟng breast cancer 
and other types of diseases. This creaƟve ideaƟon process, started from deep cultural, social 
and medical concerns in breast cancer detecƟon. 

 

The Problem: 
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• Breast cancer is the leading cause of cancer deaths among women in India. 

 

• Mammography, the tradiƟonal screening method, is expensive, invasive, painful, and 
oŌen inaccessible in rural areas. 

 

• Many women avoid screening due to discomfort or social sƟgma. 

 

Core Insight and IdeaƟon: 

 

• Niramai’s founder, Dr. Geetha Manjunath, recognized that tradiƟonal innovaƟon 
wouldn’t work for Indian socio-cultural seƫngs. 

 

• IdeaƟon stemmed from a “jobs to be done” understanding: 

 

o “I want to know I’m healthy without pain, embarrassment, or cost.” 

 

• The soluƟon needed to be non-contact, privacy-sensiƟve, portable, and low-cost. 

 

CreaƟve SoluƟon: 

 

• Developed a novel thermal imaging technique paired with machine learning 
(ThermalyƟx). 

 

• The tool detects abnormal paƩerns in body heat that indicate tumors, even before 
lumps are physically visible. 

 

• It is non-invasive, radiaƟon-free, and doesn’t require the presence of a radiologist 
during scanning. 
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IdeaƟon Process Highlights: 

 

• Ethnographic Research: 

 

o Visits to rural health camps to understand why women avoid screenings. 

 

o Led to ideaƟon around privacy, gender-sensiƟvity, and portability. 

 

• Technology AdaptaƟon: 

 

o Repurposed military-grade thermal imaging technology for civilian medical use. 

 

• Prototyping & TesƟng: 

 

o Collaborated with hospitals and NGOs for pilot tests. 

 

o Iterated based on medical and paƟent feedback. 

 

Results and Impact: 

 

• The soluƟon has screened over 100,000 women across India. 

 

• Deployed in both urban hospitals and remote camps. 

 

• Won mulƟple naƟonal and internaƟonal awards for innovaƟon. 

 

CreaƟve IdeaƟon Insights: 
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• InnovaƟon must fit the context—technological feasibility must match cultural and 
emoƟonal realiƟes. 

 

• Listening to user fear and discomfort can uncover deeper problems to solve. 

 

• Repurposing exisƟng tech through creaƟve lenses leads to breakthrough outcomes. 

 

4.4.3 Swiggy Genie – Pivot and InnovaƟon During COVID 

 

During the early months of the COVID-19 pandemic, Swiggy faced a massive disrupƟon. Food 
delivery, its core business, plummeted due to lockdowns and public fear. However, by listening 
to users and rethinking internal capabiliƟes, Swiggy launched Swiggy Genie, a hyperlocal 
errand service—an excellent case of ideaƟon through pivoƟng. 

 

The Problem: 

 

• Lockdowns restricted people from stepping out for essenƟal errands. 

 

• Many needed help picking up groceries, medicines, packages, or delivering items to 
family and friends. 

 

• No mainstream plaƞorm offered on-demand, flexible pickups and drop-offs. 

 

How the Idea Emerged: 

 

• Through customer support logs and social media, Swiggy noƟced an influx of non-food 
delivery requests. 

 

• Internally, the logisƟcs network was underuƟlized due to fewer restaurant orders. 
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• IdeaƟon workshops explored the quesƟon: 

 

“How might we leverage our delivery network for non-food needs?” 

 

The Pivot: 

 

• Within weeks, Swiggy launched Swiggy Genie. 

 

• Users could book a delivery partner to: 

 

o Pick up forgoƩen items o  Deliver packages o  Collect medicines or groceries 

 

Key CreaƟve Elements: 

 

• Reframing Resources: 

 

o Delivery partners became flexible errand agents. 

 

o The same app interface was repurposed for a new service. 

 

• Minimum Viable Rollout: 

 

o Genie launched in limited ciƟes with basic features. 

 

o IteraƟons followed based on user demand (adding opƟons like sender/receiver names, 
OTPs, cash collecƟons). 

 

• Risk-Tolerant IdeaƟon: 
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o Swiggy adopted a “fail fast, learn faster” approach, willing to test rough ideas under 
high uncertainty. 

 

Impact: 

•   Urban users quickly lapped up Swiggy Genie. 

•   Developed a new source of revenue during crisis. 

• Helped insƟll confidence among customers by demonstraƟng flexibility and uƟlity beyond 
food. 

CreaƟve IdeaƟon Insights: 

•   Crisis can provide a push for creaƟve turns. 

•   When it comes to innovaƟon, hearing user pain points in real Ɵme is key. 

•   SomeƟmes, ideaƟon is about thinking of something new--and someƟmes it’s about seeing 
anew something you already have. 

4.5 Summary 

❖ IdeaƟon methods such as brainstorming, SCAMPER (SubsƟtute, Combine, Adapt, 
Modify/magnify addiƟon or reduce), mind mapping and structured creaƟvity tools enable one 
to create many possible alternaƟve soluƟons in a less-detailed level of design. 

❖ Divergent thinking forces the individual to consider as many opƟons as possible, 
convergent thinking offers the chance to rule out unfeasible possibiliƟes. 

❖   A balance between divergent and convergent thinking should be struck in order to 
transiƟon from creaƟve ideaƟon to tangible soluƟon. 

❖ The Double Diamond Model organizes the design process into four stages: Discover, Define, 
Develop and Deliver to maintain coherence and producƟvity in design thinking. 

❖ The Discover phase: it includes user research and understanding the problem \(user 
needs\); Define synthesizes these informaƟon into clear problem statements; Develop focuses 
on ideaƟng and prototyping; Deliver covers tesƟng soluƟons. 

❖ Applicable case studies such as Dropbox, Niramai and Swiggy Genie prove that creaƟve 
imaginaƟon, contextual wisdom and liberal implementaƟon can drive impacƞul innovaƟons. 

❖ It requires structured frameworks and real-Ɵme feedback loops to steer through 
uncertainty and connect products with actual user needs. 

3
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❖ The most successful innovaƟons oŌen don’t come from creaƟng a complex answer, but 
instead by knowing the problem deeply and figuring out how to play with it in dynamic ways. 

4.6 Key Terms 

Brainstorming – Technique in industrial group think which members withhold open criƟcism 
and generate ideas to be considered for all soluƟons. 

SCAMPER – An approach to creaƟvity that uƟlizes seven idea-mutaƟon triggers: SubsƟtute, 
Combine, Adapt, Modify or Magnify; Put to other uses; Eliminate; Reverse. 

Mind Map – A graphic representaƟon used to visually organize thoughts and concepts around 
a central theme. 

Divergent Thinking – A thinking process that is mulƟlinear and available with many possible 
starƟng points without being severely judgmental. 

Convergent Thinking – Focused acƟvity that evaluates and selects an idea as the best choice 
by a series of criteria to bring soluƟons or ideas about an exact problem. 

Double Diamond The framework behind it is a four-phase model of project development 
(Discover, Define, Develop, Deliver). 

How Might We (HMW) QuesƟons – Problem-statement prompts that enable ideaƟon based 
on a user need or challenge. 

Low Fidelity Prototype - A basic, someƟmes non-interacƟve prototype which is used to test 
concepts or idea in a cost and Ɵme-efficient manner. 

MVP (Minimum Viable Product) – A version of a product with enough features to address the 
essenƟal value proposiƟon for tesƟng among early use and adopters. 

CreaƟve Pivot -A change in product or service direcƟon based on new learnings, and typically 
emerging from user feedback or a change in context. 

4.7 DescripƟve QuesƟons 

Discuss the relevance of IdeaƟon in InnovaƟon. How are methods such as brainstorming and 
mind mapping supporƟve of this? 

Explain the SCAMPER approach and give an example of innovaƟon in a product. 

DisƟnguish between divergent and convergent thinking. Why should it be in balance while 
ideaƟng? 

Describe the four stages of The Double Diamond Framework. What do each of the phases in 
the innovaƟon lifecycle mean? 

In what ways is the Discover phase related to the quality of the final soluƟon in a product 
development process? 
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Explain what role prototyping plays in the Develop phase. What impact does it have on the 
Deliver phase? 

Illustrate with the example of Dropbox how can MVP discovery be validated without making 
a funcƟonal product. 

What can we learn from Niramai’s innovaƟon in a culturally sensiƟve space? 

What innovaƟve use of its exisƟng resources did Swiggy Genie resort to during a crisis? What 
are the ideaƟon lessons from this case? 

Map out a Double Diamond for something similar but very simple, like designing a reusable 
water boƩle, and demonstrate how each of those phases within DD would go. 
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4.9 Case Study 

 

IntroducƟon: 

 

IDEO is a well known company that helps people design and innovate things. They are good 
at thinking about the people who will use the things they design. IDEO works on all sorts of 
projects like making healthcare and creaƟng new consumer electronics. When IDEO designs 
something they do not just think about ideas. They think about how to solve real problems. 
The way they work is by using two types of thinking: thinking of lots of ideas and then 
narrowing it down to the ones. They use tools, like brainstorming making prototypes quickly 
talking to people to understand what they need. Something called the Double Diamond 
framework to help them do this. This case explores how IDEO integrates creaƟve ideaƟon 
pracƟces to deliver scalable soluƟons in complex domains, including a real-world healthcare 
innovaƟon project. 

 

Background: 

 

IDEO was approached by a major U.S. hospital network struggling with low paƟent saƟsfacƟon 
and staff burnout in their emergency departments (ED). While previous efforts focused on 
workflow digiƟzaƟon and faster processing, paƟent complaints and nurse aƩriƟon remained 
high. IDEO’s task was not just to solve for operaƟonal efficiency but to reimagine the ED 
experience from a human-centered perspecƟve. 

 

IDEO started and led our human-centered project with an extensive discovery phase which 
included more than 100 hours of shadowing, empathy interviews, and environmental 
scanning. They uƟlized divergent thinking for exploring mulƟple soluƟons, and convergent 
approaches to reduce the opƟons in acƟonable intervenƟons applying under Double Diamond 
innovaƟon framework. 

Problem FormulaƟon 1: PaƟents Do Not Feel EmoƟonally Comfortable in the WaiƟng Room 

•Challenge: PaƟents were leŌ feeling bored and anxious during their long wait Ɵmes, a 
situaƟon that led to negaƟve reviews before the treatment had even begun. 

• IDEO’s Approach: 

o CreaƟve Thinking: Ideas were pitched that included ideas running from meditaƟon pods to 
AI-enabled check-ins, whiteboard status displays, and ambient lighƟng shiŌs. 
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o Convergent :-ranked feasible ideas from dot voƟng and desire mapping. 

• SoluƟon: Established a “Welcome Concierge” desk with trained volunteers, monitors for live 
waiƟng Ɵmes and calming environmental features (e.g., warm lighƟng, relaxing sounds). 

•   Outcome: PaƟent saƟsfacƟon in waiƟng area increased to 28 percent in three months. 

Problem Statement 2: Staff and PaƟent CommunicaƟon is a Failure 

• Challenge: PaƟents felt as though they were being ignored or “in the dark” because of 
technical jargon and few status updates during their stay in the ED. 

• IDEO’s Approach: 

o Divergent Thinking: UƟlized mind maps and scenario-based role playing to generate 
potenƟal soluƟons such as paƟent liaisons, info cards, mobile app tracking, and team huddles. 

o Convergent Thinking: Judged what ideas could be both brought to scale and implemented 
easily across the departments. 

• SoluƟon: Developed “Care Cards”—colorized communicaƟon sheets detailing the funcƟons 
of each member of the medical team, anƟcipated Ɵmelines and FAQs. 

• Outcome: Decreased paƟent complaints about communicaƟon by 35% and improved 
relaƟonship with the paƟent while in the ED. 

Problem Diagnosis: Burnancing of Nurses for RepeƟƟve Non-Medical Processes 

• Challenge: Nurses felt overwhelmed by non-clinical demands, including status updates; 
paperwork, caring for anxious families. 

• IDEO’s Approach: 

o Divergent Thinking: Generated soluƟons, including task handoff systems, digital dashboards, 
special support roles and AI scheduling tools. 

o  Convergent Thinking: Funneled down to low-cost, high impact ideas based on the feedback 
from nurses. 

• SoluƟon: Implemented a pilot role defined as the “PaƟent Experience Assistant”, which was 
responsible for handling general quesƟons, family updates and basic coordinaƟon. 

• Outcome: Nurses experienced a 20% decrease in workload stress and improved family 
saƟsfacƟon scores. 

Case-Related QuesƟons: 

In what ways did IDEO use divergent and convergent thinking in this project at each of the 
four phases of the innovaƟon process? 
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Why is it important to research empathy while searching for the “true” challenge of the 
human-focused design thinking methodology? 

Examine how the IDEO’s approach relates to the Double Diamond. _: Map soluƟons to a 
parƟcular phase. 

What types of ideaƟon tools do you think that IDEO probably used, and how helped it to 
helping them refine their ideas? 

How did low-fidelity prototyping and tesƟng help in proving out toward soluƟons which could 
be developed? 

Conclusion: 

This case shows how IDEO’s systemaƟc process to come up with ideas – ideaƟon — can 
sƟmulate innovaƟon that’s not only imagined, but feasible and scaleable. By oscillaƟng 
between divergent exploraƟon and convergent decision-making, IDEO was able to reset the 
problem, uncover human-centered insights, and deliver meaningful change in what is a 
typically arcane system. Their achievements highlight the value of organised creaƟvity, 
empathy-borne research and iteraƟve prototyping in contemporary innovaƟon 
methodologies. 
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