
This stage helps to articulate the problem, opportunity 
or audience before moving on to a Market Sprint.

DEFINE
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Know your user
Spend some quality time with the people who will  
use your product. Find out their needs, goals and 
obstacles in relation to your product or industry.  
This understanding helps you make better decisions.

DEFINE

Use post-its to empty your brains on each of these 
questions: Who is it we are working for? What are  
their goals, obstacles and needs in connection to  
your product or industry?

t 1 hour U 1-8 people

Audience

METHODKnow your user

Prepare a set of 3-4 questions that cover your aims. 
Find some willing volunteer users or potential users. 
TIP: Let your interviewee help you, by briefing them up 
front on your aim of the interview. Ask for elaborations 
when you hear something interesting.

t 2 hours U 2+ people

Interviews

METHODKnow your user

Who do you hope will use what we build? As a team 
draw out the day in a life of your user. ASK: What are 
their habits? How do they feel?

t 45 minutes U 2+ people

Day in the life

METHODKnow your user

Record your insights
Insights are gained by observations and research, those 
aha! moments during research are the insights. Keep it 
simple, express insights as a consumer might say them 
and relate to them.

DEFINE

ASK: What do you know, think, or feel? What are you 
worried about? What are you excited about? Record the 
answers and look for those aha! moments.

t 15 minutes U 1+ people

Let it out

METHODRecord your insights

ASK: What are the 5 things we need to know about the 
context of this problem?

t 15 minutes U 1+ people

5 Facts

METHODRecord your insights

The trigger
The trigger is the problem background, gaining an 
understanding of the key moment or activity that lead 
to the problem is a valuable step to solving it.

DEFINE

With a need or problem in hand, ask ‘why?’ until you 
reach an insight. EXAMPLE: Problem - Our app gets 
very little use after download. ASK: Why don’t people 
use our app? Continue to dig deeper into the answers 
asking why?

t 10-20 minutes U 2-8 people

Ask why

METHODThe trigger

With big sheets of paper ask the client or the whole 
team to take 10 minutes to draw the story of the 
problem history. Then everyone tells their story using 
their drawing.

t 20-45 minutes U 2+ people

Campfire

METHODThe trigger

Big dreams
How big could this get? What are the longer term goals 
of the project and how can we clearly state them?

DEFINE

Think about your product launch. ASK: What is  
the headline on the front page of an appropriate 
newspaper or website?

t 5-10 minutes U 1+ people

News story

METHODBig dreams

Sum it up
Create an overarching statement that highlights the 
opportunity found in the define stages.

DEFINE

“We have an opportunity because  the trigger , our users 
feel  user feelings.  We know that  your insights  so how 
can we  big dreams ?”



To state clearly what the identified problem for 
customers in the market is, and what sort of problem 
it is like in other sectors.

UNDERSTAND

2 of 5

Gather
Use a method to gather more information about 
the subject ensuring everybody has a share of the 
knowledge needed for the project.

UNDERSTAND

Everyone writes down a question to challenge or invite 
a new thought to the group. Powerful questions often 
include how, what or why.

t 10 minutes U 1+ people

Powerful questions

METHODGather

Identify key knowledge gaps in the problem area. Split 
into teams of 2 and in 20 minutes produce 1 A2 sheet 
of your learnings. Use 5 minutes per team to share this 
knowledge to the group.

t 30 minutes U 4+ people

Crowd research

METHODGather

Map out the journey a user has with your product  
or industry. Pre, during and after encountering  
your product. Look for gaps in the experience and 
consider potential solutions.

t 1-2 hours U 1+ people

Market gaps

METHODGather

Present
A presentation to the group is given of the brief that 
was created in the Define stage.

UNDERSTAND



Rapidly generate the first ways in which we could 
approach solving the problem.

EXPLORE
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Idea generation
Using one or a number of different methods this  
phase will help generate a lot of possible solutions. 
This phase is more about quantity than quality.

EXPLORE

Make 5 spaces on a wall which each represent a year 
or decade: past, present and 3 in the future. Use post-it 
notes to write down trends and technologies from  
those years, for the future you have to predict these. 
Do not be scared to think big.

t 15-30 minutes U 1-50 people

Look into the future

METHODIdea Generation

Write down different technologies, products, services 
or gatherings of data that are relevant to the subject 
you are working on. Put these up on a wall and start 
combining them. Build upon other people’s ideas and 
try to never say no.

t 10-15 minutes U Groups of 4/5

Mash up

METHODIdea Generation

In a row facing each other spend 5 minutes coming 
up with an idea with your counterpart. Write it down, 
everyone switches partners and pitches the ideas to 
each other, build on these ideas and then repeat until 
you have a number of interesting solutions.

t 30 minutes U 6+ people

Idea speed dating

METHODIdea Generation

Each person writes an idea at the top of a sheet of 
paper. Passes it on to the next person who adds an idea 
that builds upon or is inspired by the last. Set a timer 
on each pass for 30 seconds. Repeat as necessary.

t 20 minutes U 3+ people

Misfit ideas

METHODIdea Generation

With potentially hundreds of ideas the aim is now to 
evaluate them and reduce the amount.

Filter

EXPLORE

Decide on the 2 qualities you want to screen against 
and place them on an X and Y axis. Place your ideas 
on the matrix whilst discussing the qualities with the 
group. Split into groups to speed this up.

t 15-20 minutes U Groups of 4/5

The matrix

METHODFliter

Each person has 3 dots, they use these to vote on the 
ideas they think best fit the need.

t 5-10 minutes U Groups of 4/5

Dots

METHODFliter

Cluster ideas based on topic, these could be things like 
features or directions. Rank the clusters in order of 
importance, decide which ones to continue to filter.

t 30 minutes U 1+ people

Clustering

METHODFliter

With an idea or two left, we have to now go deeper. 
Discuss how they would work and why they are  
the way forward.

Enrich

EXPLORE

Split into smaller groups to discuss an aspect of the 
idea ie. Technical feasibility, business case, meeting the 
user need. Discuss these and then return to the group, 
one person from each group joins the middle and  
speaks for their discussion and the rest watch outside.

t 30 minutes U Groups of 2-4

Fishbowl

METHODEnrich

List the 3 most important features of your product. 
Thinking across a variety of industries, write a list  
of other ways the features have been implemented.  
ASK: How can we use these implementations to  
inform the development of our product?

t 45 minutes U 4+ people

Imitation

METHODEnrich

The chosen solution is condensed into a boilerplate or 
pitch template which clearly defines how it realises the 
potential of the opportunity. Use these methods to help 
you create a succinct definition of the solution.

Condense

EXPLORE

Think about your product launch. ASK: What is the  
headline on the front page of an appropriate 
newspaper or website?

t 5-10 minutes U 1+ people

News story

METHODCondense  

Using paper bags, imagine your product is in the 
bag, create a package design for your bag selling it’s 
contents. Line up the bags as if in a shop and discuss.

t 20 minutes U 4+ people

Product bags

METHODCondense



To develop a working example that can demonstrate 
the best potential solutions that have been explored;  
as functionally sound and visually clean as possible.

CREATE
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Prototype
The creation of a working technical prototype that
makes the solution tangible: design, test, code.

CREATE

User experience
Here we think about how the user interacts with the 
solution from their first touch point to the end goal 
and the best ways to get them there.

CREATE

METHOD

In teams of 2 scribble down as many user journeys as 
you can. This is an opportunity to explore uncharted 
water as well as common UX patterns. It is guaranteed 
to start conversations: you’ll discover new and 
interesting ways to use content.

t 20 minutes U 2-10 people

Fast user journeys

User experience

Quickly prototype a concept using available materials 
and use it (you can even use the POP app to simulate 
it). This is useful for revealing unanticipated issues 
or needs.

t 30 minutes U 1+

Prototyping on paper

METHODUser experience

Assign stakeholder roles to members of the team. 
Act out the experience and narrate the process to 
empathise with the user.

t 30 minutes U 2-10 people

Role play

METHODUser experience

On separate cards, name all the possible features or 
functions. Ask people to organise the cards spatially, 
in ways that make sense to them. This helps to reveal 
expectations and priorities.

t 30 minutes U 2-10 people

Card sort

METHODUser experience

Business case
A business model for the prototype including a 
business case, structure, example press release, pitch 
deck and product roadmap from prototype to launch.

CREATE

Building a story is essential to communicating an 
idea. Don’t confine your deck to Keynote, develop it 
analogue with cards or post-its.

t 30 minutes U 2-10 people

Pitch storyboard

METHODBusiness case

Writing a pitch deck can be difficult, try writing a 
paragraph or two in prose that encompasses the whole 
story you want to tell.

t 15 minutes U 1 person

Prose

METHODBusiness case

To develop a working example that can demonstrate 
the best potential solutions that have been explored;  
as functionally sound and visually clean as possible.

CREATE
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REVIEW
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To highlight the good and bad parts of the process so 
far and ask ‘what do we need to do to improve it?’
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