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STAKEHOLDERS MAP 

Introduction to Design Thinking (DT) Tools  

“Design is a behavior, not a department” 
 
This project has been funded with support from the European Commission. The European Commission 

support for the production of this publication does not constitute endorsement of the contents which 
reflects the views only of the authors, and the Commission cannot be held responsible for any use which 
may be made of the information contained therein. 

DESCRIPTION 
Your  company ,  your  pro jec ts  are  not  a lone around the  wor ld  and the  d i f fe rent  

s takeho lders  can take impor tan t  in f luences  in  i ts  deve lopment .  To  know who are  the  

s takeho lders ,  and the complex  re la t ions among them and the  re la t ions among them 

and you can change your  ang le  and focus  ( the  cent re)  o f  your  company ,  

depar tment ,  cus tomer  or  o ther  s takeho lders .  

When you s tar t  a  s takeho lders  map,  pu t  an  idea,  concept ,  p ro jec t  in  the  cent re  o f  

the  canvas ,  then put  the  peop le  tha t  you ’ l l  need to  deve lop and imp lement  the  idea,  

concept ,  p ro jec t  a round i t .  Th is  wi l l  he lp  unders tand the  va lue  you ’ l l  need to  c reate ,  

who to  invo lve  and when,  and then deve lop a  s t ra tegy  fo r  imp lementa t ion .  

GRAPHIC TOOL 
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STEPS 
 

1 .  Place a  top ic  in  the  cent re  (e .g .  your  company ,  team o r  idea) ,  use markers  & 

pos t - i t s ;  

2 .  Wri te  down a l l  the  s takeho lders  you know and wh ich  do you th ink  tha t  they  can 

he lp  you to  deve lop your  idea or  p ro jec t .  P lease,  don ’ t  ta lk ,  jus t  do ;  

3 .  Share  out  the  s takeho lders  around the  canvas  wi th  the  most  i n f luent ia l  

s takeho lders  in  the  centre  and the  leas t  in  the  outer  r ing ;  

4 .  Order  them in to  groups ,  and name the  groups .  

 

In  o rder  to  improve th is  s takeho lders  map,  you can e labora te  i t  w i th  your  f ina l  

users  or  wi th  o ther  ex terna l  s takeho lders ,  they  wi l l  g ive you o ther  po in t  o f  v iew. 

Th is  too l  i s  the  bes t  when i t  i s  used by  a  mul t id isc ip l inary  team.  

 

LINKS/ MORE INFO/ EXAMPLES 
 

S takeho lder  Map Descr ip t ion   

Stakeho lder  Map Example   

Stakeho lder  Map templa te  

  

 

 

https://www.interaction-design.org/literature/article/map-the-stakeholders
http://www.light-motif.com/servicedesign_FULLSAMPLES.html
http://diytoolkit.org/tools/people-connections-map/
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Design is not for philosophy it’s for life. - Issey Miyake 
 

This project has been funded with support from the European Commission. The European Commission 
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may be made of the information contained therein. 

DESCRIPTION 
This  too l  can be used to  have a  v isua l  idea about  the  s teps  tha t  your  cus tomer 

goes  th rough as  they  exper ience your  p roduc t  o r  serv ice  and the  impac t  o f  each.  

Th is  knowledge wi l l  g ive  you in format ion  about  the  rea l  exper ience o f  them in  wi th 

your  p roduc ts  or  serv ices ,  i t s  needs ,  mot iva t ions ,  and the  rea l  contac t  be tween you  

and them.  

Two impor tan t  reasons  to  use Cus tomer  Journey  Map:   

 Identify all the touch points that make up the customers´ experience of your products or 

service, in order to improve it at these touch points. 

 Understand the emotional impact the interactions between your final users and your products 

or services in your existing customer experience.  

GRAPHIC TOOL 
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STEPS 
1. Context or stakeholder map: Describe all stakeholders and order them in circles of influences around 

the centre. Put your final uses in the centre of the stakeholders map.  

2. People: It is important to create a customer profile or character profile. Describe his/her personal and 

business situation now (present situation) and in the future (ambitions). 

3. Outcomes: Describe his/ her desired outcome, wishes, motivations – what is he/she trying to achieve 

with your product or service? 

4. Customer journey: Describe a list of activities (as far as possible) that your final user has to take to 

reach the outcome (placed in a horizontal line). Start before the moment he/she decided to use your 

product or service. This way we visualize behavioral patterns. 

5. Touchpoints: Under every activity, do list all channels and touchpoints between the final user and your 

product or service. 

6. Moments of truth: Then we identify the moments the customer encounters your touchpoints and 

channels. We start focus on those (you can move them down a bit). Identify the most important 

‘moments of truth’. 

7. Service delivery: Under every touchpoint, write down who is directly responsible for the service. 

8. Emotional journey: In the next row, please describe how you think that the customer feels at that 

moment, the grade of emotion. You can use a scale from 0 to 10. It is a good way to visualize the 

emotional experience about how final user feels during the customer experience. 

9. Blueprint: Now, to make a long story a bit shorter, we can go on listing the organisation underneath, 

writing down who supports the people delivering the service (backoffice), and in turn who influences 

the back office (we link back to the stakeholders map), until we have a complete organisational 

blueprint, a complete picture of the working of an organisation and emotional journey, from the 

outside in. 

10. Improve and innovate: Be creative, brainstorming and any other DT techniques can help you to 

improve in your products or services, or including the design of new and more adapted products or 

services. 
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LINKS/ MORE INFO/ EXAMPLES 
 

Unders tand ing Cus tomer  Journey  Mapp ing  

How to  Create  a  Cus tomer  Journey  Map  

WEBINAR:  Creat ing  an Ac t ionab le  Cus tomer  Journey  Map   

Free Templa te  

 

https://www.youtube.com/watch?v=-MC_jmtlrOQ
http://uxmastery.com/how-to-create-a-customer-journey-map/
https://www.youtube.com/watch?v=wXNeO06u-v0
http://www.designthinkersacademy.com/wp-content/uploads/2013/05/CLICK-HERE-TO-DOWNLOAD-YOUR-FREE-COPY-OF-THE-NEW-CUSTOMER-JOURNEY-MAP.pdf
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DESCRIPTION 
A p i tch  i s  a  pr imary  way  to  present  our  idea.  

Now that  our  idea i s  p re t ty  we l l  se t ,  we ’ l l  communica te  i t  to  par tners ,  exper ts ,  

consumers ,  p rov iders ,  c l ien ts . . .everyone! .  A p i tch  i s  a great  way  to  communica te 

our  idea/s ,  our  p roduc ts ,  our  serv ic es . . .how they  work ,  why  they count ,  and who i t  

benef i ts .  And in  the  process  o f  mak ing i t ,  we ’ l l  c la r i fy  the  key  e lements o f  our  idea 

and re f ine  how we ta lk  about  them.   

Hav ing a  c rys ta l  c lear  p ropos i t ion  tha t ’ s  summar ized  in  jus t  a  few shor t  sentences 

i s  c r i t i ca l .  

GRAPHIC TOOL 
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STEPS 
1.  The f i rs t  th ing  we ’ l l  wan t  to  ar t i cu la te  i s  the  essence o f  our  p roduc t ,  serv ice ,  o r  

exper ience.  Of fe r  contex t ,  the  main th rus t  o f  our  idea,  why  i t ’ s  d i f fe rent ,  and 

any  ca l l  to  ac t ion  we ’ re  mak ing.   

2 .  We’ l l  want  our  p i tch to  be  c lear  and unambiguous ,  so  don ’ t  ge t  bogged down in 

the  de ta i l s .  Se l l  our  idea by  shar ing  how and why  i t  counts .  

3 .  Next  we ’ l l  want  to  ge t  tha t  s to ry in to  some k ind  o f  fo rmat .  I t  cou ld  be  a 

pamphle t ,  a  webs i te ,  a  book ,  o r  a  presenta t ion.  We may need more  than one,  

need ing may be a  graph ic  des igner  o r  wr i te r  to  he lp .  

4 .  We’ l l  l i ke ly  communica te  d i f fe rent l y  wi th  d i f fe rent  aud iences .  

 

Needless  to  say ,  the  language we use i s  c r i t i ca l .  

-  Be conc ise :  Every  word  we use needs  to  have a  spec i f i c  purpose.  

-  Be human:  Use rea l -word  language,  no t  the  la tes t  t rendy  buzzwords .  

-  Be spec i f i c :  I f  we can prove our  p roduc t  improves  sa les  e f fec t i veness  by 

68% we have to  say  i t .   

 

LINKS/ MORE INFO/ EXAMPLES 
 

What  Every  P i tch  Presenta t ion  Must  Have  

Star t  w i th  why  - -  how great  leaders  insp i re  ac t ion  

The Golden Ci rc le  w i th  S imon Sinek  

Wr i te  Your  E levator  Speech  

Templa te  

 

 

https://www.youtube.com/watch?time_continue=10&v=4csfogPfhHQ
https://www.youtube.com/watch?v=u4ZoJKF_VuA
http://enviableworkplace.com/executive-summary-golden-circle-simon-sinek/
https://www.youtube.com/watch?v=7pQgTT67Gno
https://www.creatlr.com/template/DMZK2cVKyCbNfPzJyz5Ub/golden-circle-pitch-canvas/
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DESCRIPTION 

The methodo logy  inc luded in  the  pro jec t  p roposa l  descr ibes  the Serv ice  Des ign (a 

par t  o f  Des ign  Th ink ing) ,  as  the  methodo logy  to  be  car r ied  out  in  the  pro jec t  

f ramework .   

“The pro jec t  w i l l  fo l low a  methodo logy  used in Serv ice  Des ign (SD)  proces ses .  SD 

is  a  process  where  the  user  i s  s i tua ted in  the  cent re  o f  the  serv ice ,  and the  user  

exper ience i s  ana lyse as  a  who le .  Wi th  th is  methodo logy ,  the  in tang ib les  assets 

p lay  an impor tan t  ro le  in  the  in te rac t ion  users -prov ider ” .   

The def in i t ion  o f  "Des ign  Th ink ing"  accord ing by  T im Brown,  p res ident  and CEO of  

IDEO,  the  most  impor tan t  consu l t ing  in  th is  top ic  i s :  

“Design thinking is a human-centered approach to innovation that draws from the 

designer's toolkit to integrate the needs of people, the possibilities of technology, 

and the requirements for business success.”  

 

Design Thinking  i s  a  process ,  g roups  o f  methods  and too ls  wh ich a l low us  to 

genera te  innovat ions ,  new produc ts  and new serv ices ,  o r  to  improve tha t  ones 

a l ready  ex is ts .   

Th is  p rocess  i s  comp osed by  5  s teps :  Empath ize ,  Def ine ,  Ideate ,  P ro to type and 

Tes t .  Bes ides  the  use o f  SD process  in  the  des ign  o f  the  pro jec t ,  SD too ls  wi l l  be  

inc luded in  the  t ra in ing  mater ia ls  as  techn iques  to  des ign  new and innovat ive 

tour ism produc ts  fo r  s i l ver  ta rget .  
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GRAPHIC TOOL 

 

STEPS 

The Design Thinking  p rocess  f i rs t  de f ines the  prob lem and then imp lements  the 

so lu t ions ,  a lways wi th  the  needs  o f  the user  in  the  cent re  o f  the  so lu t ions .   Th is  

p rocess  focuses on need f ind ing ,  unders tand ing,  c reat ing ,  th ink ing ,  do ing  a nd 

eva lua t ing .   At  the  core  o f  th is  p rocess  i s  a  b ias  towards  ac t ion  and c reat ion :  by  

c reat ing  and tes t ing  someth ing ,  you can cont inue to  learn  and improve upon your  

in i t ia l  ideas .  

  Empath ize :  Work  to  fu l l y  unders tand the  expe r ience o f  the  user  fo r  whom 

you are  des ign ing  a  serv ice  or  p roduc t .   Do th is  th rough observat ion ,  

in te rac t ion ,  and immers ing  yourse l f  in  the i r  exper iences .  

  Def ine :  Process  and synthes ize  the  f ind ings f rom your  empathy  work  in  

o rder  to  fo rm a  user  po in t  o f  v iew tha t  you wi l l  address  wi th  your  des ign .  

  Ideate :  Exp lore  a  wide  var ie ty  o f  poss ib le  solu t ions  th rough genera t ing  a 

la rge quant i ty  o f  d iverse  poss ib le  so lu t ions ,  a l lowing you to  s tep  beyond the 

obv ious  and exp lore  a  range o f  ideas .  

  Proto type :  Trans form your  ideas  in to  a  phys ica l  fo rm  so tha t  you can 

exper ience and in terac t  wi th  them and,  in  the  process ,  learn  and deve lop 

more  empathy .  
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  Test :  Try  ou t  h igh - reso lu t ion  produc ts  and use observat ions  and feedback  to  

re f ine  pro to types ,  learn more  about  the user ,  and re f ine  your  o r ig ina l  po in t  

o f  v iew.  

In  each s tep o f  th is  p rocess ,  d i f fe rent  too ls  are  used in  order to  go fo rward  the  

ob jec t i ves  o f  each phase,  the  unders tand ing o f  the  prob lem in  the  f i rs t  s tep ,  the  

def in i t ion  o f  the  prob lem in  the  second s tep ,  t he  des ign  o f  so lu t ions  and pro to typ es 

in  the  ideate  and pro to type s teps  or  the  eva luat ion  o f  the  c reated so lu t ions  in  the 

las t  s tep  o f  the  process .  

 

LINKS/ MORE INFO/ EXAMPLES 
 

What  i s  Des ign  Th ink ing?   

In t roduc ing  des ign  th ink ing  

Stanford  Webinar  -  Des ign  Th ink ing  =  Method,  Not  Mag ic   

Des ign  Th ink ing  -  T im Brown,  CEO and Pres ident  o f  IDEO   

 

 

https://www.youtube.com/watch?v=a7sEoEvT8l8
http://es.slideshare.net/zaana/introducing-design-thinking
https://www.youtube.com/watch?v=vSuK2C89yjA
https://www.youtube.com/watch?v=U-hzefHdAMk
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DESCRIPTION 

The "User  Empathy  Map"  can he lp  you to s ta r t  a  d iscuss ion about  the  needs  and 

wishes  tha t  users  have.  The d iscuss ion  wi l l  be  centered about  what  was  observed,  

and what  can be in fer red  about  these user  g roups ’  be l ie fs  and emot ions .  

Good des ign  i s  g rounded in  a  deep unders tand ing o f  the  person fo r  whom you are  

des ign ing ,  p lac ing  the  end user  a t  the center  o f  thought .  Des igners have many 

too ls  fo r  deve lop ing  th is  sor t  o f  empathy .  An Empathy  Map is  one too l  to  he lp  us 

synthes ize  our  observat ions  and  draw out  unexpec ted ins igh ts .  

GRAPHIC TOOL 

 

 



ERASMUS+ KA2 Strategic Partnership 2015-1-ES01-KA202-015963 

Silver Tourism. Developing Innovative Touristic Products for Silver Economy  

EMPATHY MAP 

Introduction to Design Thinking (DT) Tools  

“Creativity is to think more efficiently” – Pierre Reverdy 
 
This project has been funded with support from the European Commission. The European Commission 

support for the production of this publication does not constitute endorsement of the contents which 
reflects the views only of the authors, and the Commission cannot be held responsible for any use which 
may be made of the information contained therein. 

STEPS 

1 .  UNPACK:  Create  a  four  quadran t  l ayout  on  paper  o r  a  wh i teboa rd .  F i l l  t he  

map th rough the  notes  gathe red  dur ing  a  f ie l dwork :  

2 .  SAY & DO:   

  How do  your  f ina l  use rs  usua l l y  behave  in  pub l i c?  

  Who do you r  f ina l  use rs  ta lk?  

  Which are  the  d i f fe rences  between  wha t  you r  f ina l  users  say  and  do?  

3 .  THINK & FEEL :   

  Which are  the i r  mo t iva t ions?  

  Which are  the i r  conce rns?  

  Which are  the i r  expec ta t ions?  

  What  do  you rea l l y  ca re  (and  not  say )?  

4 .  HEAR:   

  What  a re  hear i ng  about  your  p roduc t  o r  se rv ice  f rom you r  f r iends  and 

fami ly?  

  Who a re  the i r  in f luencers?  

  What  are  the  main  med ia  they  used  to  know abou t  you r  p roduc t  o r  

serv ice?  

5 .  SEE:   

  Which i s  h is /he r  env i ronmen t  

  Who a re  the  key  pe rsons  in  h is /he r  env i ronment?  

  What  k ind  o f  o f fe rs  he /s he i s  rece iv ing?  

One  the  team has  f i l l ed  the  f i rs t  f ou r  ques t i ons ,  the  fo l lowing  ques t ions  a re  keys  to  

unders tand  the  cus tomer  thought :   

6 .  PAIN:   

  What  are  the i r  f rus t ra t ions?  

  What  are  the  main  a f ra id  o r  r i s ks  wh ich  a re  wor ry ing  them?  

7 .  GAIN:   

  What  are  the  main  mo t iva t i ons?  

  What  i s  the  success?  Fo r  he r /h im  
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LINKS/ MORE INFO/ EXAMPLES 
 

What  i s  Empathy  Map  

Empathy  Map  

Empathy  Map example  

Onl ine  Empathy  Map templa te  

Empathy  Map templa te  

https://dschool.stanford.edu/wp-content/themes/dschool/method-cards/empathy-map.pdf
https://vimeo.com/27832845
http://es.slideshare.net/erissh/empathy-map-eris
https://app.conceptboard.com/board/76ap-b3b7-3ets-3y5o-qgfc
https://escuelaformacionupm.files.wordpress.com/2013/02/empathy-map-poster.pdf
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DESCRIPTION 
Des igners  engage wi th  users  to  unders tand the i r  needs  and ga in  ins igh ts  about  

the i r  w ishes  and mot ivat ions .  When you speak  wi th  and observe ex t reme users ,  the 

ins igh ts  ga thered are  ampl i f ied  and the i r   

work -arounds  are  o f ten  more  notab le .   

Th is  wi l l  g ive  us in te rest ing  mean ingfu l  needs  wh ich  wi l l  no t  be gathered us ing  only  

users  normal .  However ,  the  needs  tha t  a re  uncovered th rough ex t reme users  are 

o f ten  a lso  needs  o f  a  w ider  popu la t ion .  

GRAPHIC TOOL 
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STEPS 
1.  Determine who ’s  ex t reme :  The f i rs t  s tep  in  th is  too l  to  de terminate  who is  an 

ex t reme user  i s  to  analyse what  assets  you want  to  exp lore  and know about  

th is  ex t rem user .  To  do th is ,  descr ibe  a  l i s t  o f  a t t r ibu tes  and charac ter i s t i c  you 

cons ider  tha t  an  ex t reme user  must  have,  then,  th ink  a bout  peop le  who may be 

ex t reme in  those assets.  

2 .  Engage :  Observe and interv iew to  your  ex t reme user  as  you wou ld  o ther  normal  

users .  Look  fo r  work -arounds  (or  o ther  ex t reme behav iors )  tha t  can serve  as 

insp i ra t ion  and uncover  ins igh ts .  In  o rder  to  car ry  ou t  the  bes t  in te rv iew, 

p lease you can use the  fo l lowing ind ica t ions :   

-  Think  about  a l l  the  d i f fe rent  peop le  who might  use our  so lu t ion .  Ex t reme 

users  can fa l l  on a  number  o f  spec t rums and we ’ l l  want  var ie ty .  Maybe we ’ l l  

want  to  ta lk  to  someone who l i ves  a l one and someone who l i ves  wi th  a  la rge 

ex tended fami ly .  Each wi l l  o f fe r  a  take on our  idea tha t  can spur  new 

th ink ing .   

-   When we ta lk  to  “ex t reme” ,  we have to  ask them how they  wou ld  use our 

so lu t ion ,  and how i t  does  or  does  not  su i t  the i r  needs .  

-   Se lec t  appropr ia te  contac ts  to  he lp  ar range meet ings  and ind iv idua l  

In te rv iews…don’ t  go  fo r  g roup in terv iews.  We might  even s tumble  across  an 

ex t reme user  in  another  contex t  and want  to  ta lk  to  them there .   

-  Be sens i t i ve  to  cer ta in  ex t remes when we  in terv iew them.  They  may o f ten  be 

le f t  ou t  o f  d iscuss ions  l ike  these so  we have to  make them fee l  we lcome and 

le t  them know tha t  t he i r  vo ices  are  c r i t i ca l  and very  va luab le  to  our  

research.  

3 .  Look  a t  the  ex t reme in  a l l  o f  us :  Look  to  ex t reme users  fo r  insp i ra t ion  and to  

spur  wi ld  ideas .  Then work  to  unders tand what  resonates  wi th  the  pr imary 

users  you are  des ign ing fo r .  
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LINKS/ MORE INFO/ EXAMPLES 
 

Why you shou ld  s tar t  focus ing  on your  most  ex treme cus tomer s 

Pay At ten t ion  To Your  ‘Ex t reme Consumers ’   

Ex t remes and Mains t reams  

Des ign Th ink ing :  Sampl ing  Ex t reme Users :   

 

http://www.thedesigngym.com/extremeusers/
http://hbswk.hbs.edu/item/pay-attention-to-your-extreme-consumers
http://www.designkit.org/methods/45
https://www.youtube.com/watch?v=G4wC2GGINWI
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DESCRIPTION 

The ob jec t i ve  o f  th is  too l  i s  to  ident i fy  the  re la t ions  among d i f fe rent  s takeho lders 

th rough the  descr ip t ion  o f  the i r  needs  and mot iva t ions .   

The mot iva t ion  mat r i x  is  a  very  usefu l  too l  in  the  f i rs t  s teps  o f  the  serv ice  des ign 

process  due to  th is  tool  a l low you to  cons ider the  mot iva t ions  o f  a l l  s takeho lders 

and i t  w i l l  he lp you to  make a  re f lex ion about  the  ex is t ing  re la t ions  wh ich  can he lp 

us  to  s ta r t  w i th  the  serv ice  des ign  process .  

 

GRAPHIC TOOL 
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STEPS 

 

1 .  Create  a  mat r i x  where  i n  the  rows and  co lumns must  be  in t roduced the  d i f fe rent  

ac tors  o f  your  p rocess .   

2 .  Fi l l  i n  the  ce l l s  wi th  the  mot iva t ions  wh ich  can be a f fec ted (pos i t i ve ly  o r  

negat ive ly )  th rough these re la t ions .  

 

 

LINKS/ MORE INFO/ EXAMPLES 
 

Purchas ing  mot iva t ion  mat r i x  

Dynamic  pro to typ ing  

Pro to typ ing  b log  

http://www.ifm.eng.cam.ac.uk/research/dmg/tools-and-techniques/purchasing-motivation-matrix/
https://doc.lagout.org/science/0_Computer%20Science/Dynamic%20Prototyping%20with%20SketchFlow%20in%20Expression%20Blend.pdf
http://rosenfeldmedia.com/category/prototyping/
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DESCRIPTION 

The charac ter  p ro f i le  can be used to deepen in to  one spec i f i c  and recogn izab le 

charac ter .  The serv ice des igners  somet imes base the i r  va lue  proposa l  on  non -

essent ia l  charac ter i s t i cs  o f  a  spec i f i c  number  o f  po tent ia l  users .  The use o f  th is  

too l  w i l l  he lp  you to  focus  on the  re levant  charac ter i s t i cs  o f  the  f ina l  users ,  your  

focus  groups ,  and i t  w i l l  g ive  us impor tan t  ins igh ts  to  des ign the  nex t  p roduc ts  or  

serv ices .  

The charac ter  p ro f i le  i s  a  synthes is  method whereby  the  serv ice  designers  c reate  a 

f i c t iona l  charac ter  tha t  embod ies  the  human observat ions  obta ined about  the i r  f ina l  

users .  These might  inc lude common charac ter i s t i cs  l i ke  age,  wishes ,  t rends ,  and 

o ther  pa t te rns  tha t  the  team has  ident i f ied .  

GRAPHIC TOOL 
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STEPS 

In  o rder  to  c reate  a  char ac ter  p ro f i le ,  the  serv ice  des igners  need to  

1 .  Observe a l l  charac ter i s t i cs  o f  the  f ina l  users .   

2 .  Af ter  th is  i s  done,  the  serv ice  des igners  shou ld ana lyse the  rea l  d imens ions 

o f  the i r  f ie ld  o f  ac t ion .  The serv ice  des igners  shou ld  ana lyse d imensions  l i ke 

demograph ic  in fo rmat ion ,  t rends ,  s t range proc l i v i t ies  and hab i ts ,  o r  sources 

o f  mot iva t ion ,  to  name on ly  a  few.   

I t  i s  necessary  to  take in to  account  i f  your  f ina l  users  are  a  par t  o f  a  la rger  

g roup or  i f  your  f ina l  users  have spec i f i c  charac ter i s t i cs .  

3 .  Las t ,  g ive  your  charac ter  p ro f i le  a  name,  and make sure  tha t  a l l  serv ices  wi l l  

be  des igned accord ing  wi th  the  c reated charac ter  p ro f i le  

 

 

LINKS/ MORE INFO/ EXAMPLES 
 

How to  c reate  a  Pe rsona (Des ign  Th ink ing)  

Bu i ld ing  Per fec t  Personas  

Des ign Th ink ing  Wi th  Persona   

 

 

http://www.innoweo.com/methode-dinnovation/innovation-tools-how-to-create-a-persona-design-thinking/
http://www.designthinkinguk.com/building-perfect-personas/
http://es.slideshare.net/Frankichamaki/design-thinking-with-persona
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DESCRIPTION 
The e labora t ion  o f  p ro to typ ing  to  tes t  w i l l  he lp  you to  probe d i f fe ren t  aspec ts  o f  

your  des ign  so lu t ion  produc ts  or  serv ice .   

The fundamenta l  advantage o f  the  e labora t ion  o f  p ro to types  i s  to  le t  the  f ina l  users  

exper ience and reac t  wi th  them.  I n  c reat ing  proto types  to  tes t  w i th  users  you have 

the  oppor tun i ty  to  examine your  so lu t ion  dec is ions  as  we l l  as  your  percept ion  o f  

your  users  and the i r  needs ,  i t s  wishes .  

GRAPHIC TOOL 
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STEPS 
 

1 .  Star t  bu i ld ing  

Even i f  you are  not  sure  what  you are  do ing ,  the  ac t  o f  p ick ing  up some 

mater ia ls  (paper ,  tape,  and found ob jec ts  are  a  good way  to  s ta r t ! )  w i l l  be 

enough to  ge t  you  go ing .  

2 .  Don’ t  spend too  long on one pro to type  

Move on before  you f i nd  yourse l f  ge t t ing  too  emot iona l l y  a t tached to  any  one 

pro to type.  

3 .  Bui ld  wi th  the  user  in  mind  

 

LINKS/ MORE INFO/ EXAMPLES 
 

Rap id  Pro to types  

Des ign Th ink ing  -  Pro to type Stage  

Templa te  

Example  o f  p ro to typ ing  workshop  

Steve Jobs ,  f i rs t  iPhone and Pro to type  

https://vimeo.com/78645037
https://www.tutorialspoint.com/design_thinking/design_thinking_prototype_stage.htm
http://www.servicedesigntoolkit.org/downloads.html
https://www.youtube.com/watch?v=Rbjej4A6oRk
http://appleinsider.com/articles/13/10/04/behind-the-scenes-details-reveal-steve-jobs-first-iphone-announcement
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DESCRIPTION 

This  bra ins torming too l  was  c reated fo r  Bob Eber le  and i t  i s  main ly  used fo r  the  

improvement  o f  ex is t ing  produc ts  or  serv ices .  I t  i s  very  usefu l  in  the  process  o f  

open the  mind,  and where  i t  i s  necessary to  re -approach our  c reat i v i ty ,  focus ing  on 

severa l  a reas  wh ich  somet imes  are  fo rgot ten .  

Scamper  i s  a  very  in te res t ing  too l  when you are  look ing  fo r  re - focuses a  produc t  o r  

serv ice .  The re - focus  o f  the  produc t  o r  serv ice  means  to  prov ide  a  new gu idance to 

a  produc t  o r  serv ice .  

Due to  th is  too ls  u se a  bra ins torming methodo logy ,  i f  you can ' t  th ink  of  any th ing  in  

response to  the  SCAMPER prompt  tha t  you ' re  us ing ,  and then fo rce  a  response,  no 

mat te r  how r id icu lous  i t  seems,  and th ink  o f  ways  to  make the  non - log ica l  response 

work .  

GRAPHIC TOOL 
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STEPS 

1.  Prob lem def in i t ion  

The f i rs t  s tep  to  use th is  too l  i s  the  def in i t ion  of  the  prob lem you want  to  so lve 

or  the  produc t  o r  serv ice  you wish  to  improve.  To do th is ,  i t  i s  poss ib le  to  user  

o ther  DT too ls  descr ibed in  th is  document .  

2 .  Scramper  process  

Us ing the  Scramper  key  concepts ,  c rea te  a  l i s t  o f  ques t ions  us ing  these 

sc ramper  key  concepts .  The key  concepts  are :   

  S -  Subst i tu te:  Remove some par t  o f  the  accepted s i tua t ion ,  th ing ,  o r  

concept  and rep lace i t  w i th  someth ing  e lse .  

  C -  Combine:  Jo in ,  a f f i l i a te ,  o r  fo rce  together  two or  more  e lements  o f  your  

sub jec t  mat te r  and cons ider  ways  tha t  such a combinat ion might  move you 

toward  a  so lu t ion .  

  A -  Adapt:  Change  some par t  o f  your  p rob lem so tha t  i t  works  where  i t  d id  

no t  be fore .   

  M -  Modi fy:  Cons ider  many  o f  the  a t t r ibu te  of  the  th ing  you ' re  work ing  on 

and change them,  arb i t ra r i l y ,  i f  necessary .  At t r ibu tes  inc lude:  s ize ,  shape,  

o ther  d imens ions ,  tex ture ,  co lo r ,  a t t i tude,  pos i t ion ,  h is to ry ,  and so  on.  

  P -  Purpose  (Put  to  o ther  use) :  Mod i fy  the  inten t ion  o f  the  subjec t .  Th ink 

about  why  i t  ex is ts ,  what  i t  i s  used fo r ,  what  i t ' s  supposed to  do .  Cha l lenge 

a l l  o f  these assumpt ions  and sugges t  new and unusua l  purposes .  

  E -  El iminate:  Arb i t ra r i l y  remove any or  a l l  e lements  o f  your  sub jec t ,  

s imp l i fy ,  and reduce to  core  func t io na l i t y .  

  R -  Reverse:  Change  the  d i rec t ion  or  o r ien ta t ion .  Turn  i t  ups ide -down,  

ins ide -out ,  o r  make i t  go  backwards ,  aga ins t  the  d i rec t ion  i t  was  in tended to  

go  or  be  used.   

  R -  Rearrange:  S imi la r  to  Reverse,  mod i fy  the  order  o f  opera t ions  or  any  

o ther  h ie rarchy  invo lved.   

 



ERASMUS+ KA2 Strategic Partnership 2015-1-ES01-KA202-015963 

Silver Tourism. Developing Innovative Touristic Products for Silver Economy  

SCAMPER 

Introduction to Design Thinking (DT) Tools  

“Thinking about design is hard, but not thinking about it can be disastrous” – Ralph Caplan 
 
This project has been funded with support from the European Commission. The European Commission 

support for the production of this publication does not constitute endorsement of the contents which 
reflects the views only of the authors, and the Commission cannot be held responsible for any use which 
may be made of the information contained therein. 

LINKS/ MORE INFO/ EXAMPLES 
 

What  i s  SCRAMPER  

SCAMPER a c reat i ve  th i nk ing  techn ique  

SCAMPER Worksheet  

 

https://www.ideaconnection.com/thinking-methods/scamper-00022.html
https://www.youtube.com/watch?v=G8w0rJhztJ4
http://bmgi.org/tools-templates/scamper-worksheet


ERASMUS+ KA2 Strategic Partnership 2015-1-ES01-KA202-015963 

Silver Tourism. Developing Innovative Touristic Products for Silver Economy 

SHARE INSPIRING STORIES 

Introduction to Design Thinking (DT) Tools  

“Design is thinking made visual” – Saul Bass 
 
This project has been funded with support from the European Commission. The European Commission 

support for the production of this publication does not constitute endorsement of the contents which 
reflects the views only of the authors, and the Commission cannot be held responsible for any use which 
may be made of the information contained therein. 

DESCRIPTION 

Once we have our  learn ing  f rom the  prev ious  phase,  now i t  i s  t ime to  make sense 

of  them.  One way  is  t o  share  the  most  insp i r ing  s tor ies  we ’ve  heard  wi th  our  

teammates .  The goa l  i s  to  bu i ld  a  repos i to ry  o f  s to r ies  fo r  our  team to  draw f rom,  

te l l ,  and re te l l .  Captur ing  those resonant  ideas  and fee l ings ,  and bu i ld ing  them in to  

the  very  nar ra t i ve  o f  our  team’s  work  he lps  everyone down the  l ine .  

 

GRAPHIC TOOL 
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STEPS 

1.  Af f i x  a  la rge p iece o f  paper  to  the  wa l l  to  capture  a l l  the  team’s  Pos t - i t  no tes 

and ideas  f rom the  s tory  in  one p lace.  

2 .  Tel l  the  most  compel l ing  s tor ies  f rom the  f ie ld to  your  teammates .  Try to  be 

both  spec i f i c  ( ta lk ing  about  what  ac tua l l y  happened)  and descr ip t i ve  (us ing  

phys ica l  senses  to  g ive  tex ture  to  the  descr ip t ion) .  Repor t  on  wh o,  what ,  

when,  where ,  why ,  and how.  And then inv i te each o f  your  teammates  to  

share  the i r  own insp i r ing  s tor ies .  

3 .  As you l i s ten  to  your  teammates ’  s to r ies ,  wr i te  down notes  and observat ions 

on Pos t - i t s .  Use conc ise  and comple te  sentences  tha t  everyone on yo ur 

team can eas i l y  unders tand.  Capture  quotes ,  the  person ’s  l i fe  h is to ry ,  

househo ld  deta i l s ,  income,  asp i ra t ions ,  bar r ie rs ,  and any  o ther  observat ions .  

4 .  Wri te  la rge enough so  tha t  everyone can read  your  no tes .  Then  put  a l l  the 

Pos t - i t s  up  on the  wa l l ,  o rgan iz ing  them in to  separa te  ca tegor ies  fo r  each 

person tha t  your  team in terv iewed and each p lace tha t  your  team v is i ted .   

5 .  At  the  end o f  s to ry  shar ing ,  you ’ l l  have many sheets  l ined up on the  wa l l  

wi th  hundreds  o f  Pos t - i t  no tes .  Cons ider  th is  shared in format io n  as  a  group 

and beg in  to  imag ine  oppor tun i t ies  and so lu t ions .  

 

LINKS/ MORE INFO/ EXAMPLES 
 

What  i s  Story te l l i ng?  

Why s tory te l l i ng  mat te rs |  Gar r  Reyno lds  

Stor ies  fo r  Tour ism  

 

 

https://coolbrandsblog.wordpress.com/what-is-storytelling/
https://www.youtube.com/watch?v=YbV3b-l1sZs
https://www.youtube.com/watch?v=xW2sLD9JXK8
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DESCRIPTION 

Storyboard  i s  a  too l  t ha t  he lps  communica t ing  how a  user  wou ld  exper ience a 

produc t  o r  serv ice  and how the  p roposed des ign  wi l l  he lp  them accompl ish  the i r  

ob jec t i ves  (user  journeys) .   Th is  too l  come f rom the  mov ie  indus t ry  and a l lows us  to  

desc r ibe  the  in te rac t ion between the  f ina l  user  and the  produc ts or  serv ices  on one 

or  more  f rames by  showing the  key  exper ience touchpo in ts .  

Storyboards  are  great  ways  to  share  a  concept  wi th  f ina l  users  and cus tomers  and 

make them unders tand des ign  ideas  and  dec is ions .  They  can be used dur ing  des ign 

workshops  gather  feedback  and to  he lp  ident i fy  a reas  o f  improvement  or  miss ing 

e lements  o f  the  exper ience.  They  can be cons idered as  qu ick  pro to types  o f  the 

exper ience wh ich  a lso  he lp  c l ien ts  emphat ise  wi th  the i r  cus tomers .  

Storyboard  can be c reated in  d i f fe rent  ways .  The most  common is  a sequence o f  

images  or  ske tches accompanied by a  shor t  descr ip t ion  o f  the ac t ions  the  user is  

tak ing  in  each touchpo in t .  

 

GRAPHIC TOOL 
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STEPS 

1.  Choose par t  o f  the  prob lem  and look at  i t  together  as  a  team.  We ’LL  DO ONE 

CYCLE FOR EACH PART OF THE PROBLEM.  

2 .  Take notes  (5  minutes) .  The wh i teboards  and wa l l s  a re  probab ly  covered in 

d iagrams  and notes .  Th is  i s  our  chance to  re load tha t  s tu f f  in to  our  b ra in .  

Everyone takes  a  p iece o f  pape r  and jo ts  down any th ing  they  th ink  i s  usefu l .  

3 .  Mind map (10–15 minutes) .  Now we ’ re  go ing  to  add a l l  the  o ther  ideas  tha t  a re  

i n  our  head,  mix  them w i th  the  notes  we  jus t  took ,  and loose ly  organ ize  them on 

paper .  The mind map is  go ing  to  be  our  "cheat  sheet "  we can use when we ’ re  

sketch ing  UI  ideas .  

I f  we ’ re  no t  fami l ia r  w i th  mind mapp ing a l ready ,  we o f ten  descr ibe  i t  as  wr i t ing  

down every th ing  in  our head wi th  no  spec i f i c  fo rmat t ing ;  o r  qu ie t  ind iv idua l  

b ra ins torming.  We can wr i te  words  and connec t  them or  no t ,  we can draw 

p ic tu res  or  no t .  The impor tan t  th ing  i s  tha t  everyone is  ge t t ing every so lu t ion ,  

o ld  and new,  ou t  o f  the i r  head and onto  paper  a t  very  low f ide l i t y .  

4 .  Crazy  E ights  (5  minutes) .  Everybody  fo lds a  b lank  sheet  o f  paper  in  ha l f  four  

t imes ,  then unfo lds  i t ,  so  they  get  e igh t  pane ls .  Then we have f i ve  minutes  to ta l  

to  d raw e ight  ske tches ,  one in  each pane l… i t ’ s  a  great  way  to  c rank  out  

var ia t ions  o f  ideas  qu ick ly .  

5 .  Storyboard  (10 –20 minutes) .  The goa l  i s  to take the  ideas  we´ve genera ted so 

fa r  and sketch  an ac tua l  s to ryboard  showing how a  user  wou ld  move th rough the  

s tory .  Star t  w i th  a  b lank  sheet  o f  paper ,  and put  th ree s i tcky  notes  on i t .  

Each s t i cky  note  i s  one f rame in  the  s toryboard .  I t ´s  k ind  o f  l i ke  a  comic  book 

tha t  you´ re  go ing  to  f i l l  i n .  

Look  back a t  your  mind map and your  c razy e igh ts  and f ind  the  bes t  ideas.  

Remember  two impor tan t  s to ryboard  ru les :  

Make i t  s tand a lone –  no  exp lanat ion  g ive  i t  a  name –  someth ing  gatchy  

When you f in ish  the  s toryboards ,  hang them on the  wa l l  w i th  some s t i ck y  s tu f f .  

6 .  Si len t  Cr i t ique (5 -10 minutes) .  G ive  everybody  a  bunch o f  do t  s t i ckers .  Then 

look  a t  the  d i f fe rent  s toryboards  and puts a  s t icker  on  every idea or  par t  o f  an 

idea you l i ke .  
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There  are  no l im i ts  to  how many s t i ckers  you can use,  by  the end,  you´ve  g ot  a 

k ind  o f  heat  map,  and some ideas  are  a l ready  stand ing out .  

7 .  Cr i t iques  (3  minutes) .  Nex t ,  ge t  g roup feedback  a t  the  s toryboards .  F i rs t ,  

peop le  ta lk  about  what  they  l i ked,  then we ask  the  person who drew i t  i f  we 

missed any th ing  impor tan t .  

8 .  Super  Vote  (5  minutes)  

Once we´ve looked a t  a l l  the  ideas ,  everybody gets  one or  two “spec ia l ”  s t i ckers 

(wh ich  can be the  same dot  s t i ckers f rom before  wi th  a  pen mark  on them) .  

These are  “super  vo tes”  fo r  the  ideas  you th ink  are  the  very  bes t .  

9 .  Repeat  

 

LINKS/ MORE INFO/ EXAMPLES 
 

What  Is  A Storyboard  And Why Do You Need One?  

Pro to typ ing  Your  Serv ice  wi th  a  Storyboard  

How to  c reate  a  s toryboard  

 

 

https://resources.goanimate.com/what-is-a-storyboard-and-why-do-you-need-one/
http://www.peerinsight.com/musings/2013/5/30/design-research-101-storyboards
https://www.youtube.com/watch?v=eSGkeXsaXSY
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DESCRIPTION 

This  too l  has  been des igned by  the  c reator  o f  Bus iness  Mode l  Canvas,  A lexander 

Os terwa lder .  I t  cons is ts  o f  how to  ana lyze our  va lue  propos i t ion  f rom what  our  

cus tomer  see and fee l .  

The Va lue Propos i t ion  Canvas  i s  based on counterpo ises  the  need s  o f  our 

cus tomer´s  segment  wi th  our  va lue  propos i t ion ,  and looks  l i ke  th is :  

GRAPHIC TOOL 

 

STEPS 

We have to  work  wi th  four  d i f fe rent ia ted  phases :   

 

Phase 1 :  OBSERVE  

In  th is  f i rs t  phase we must  unders tand the  cus tomer 's  rea l  needs . . .and the  key  to  

unders tand ing what  the  cus tomer  rea l l y  needs  is  observe h im/her .  

Steps  

1 .  Ident i fy  the  “ jobs”  our  cus tomer  wants  to  per fo rm:  CUSTOMER JOBS.   

F i rs t l y  we have to  ident i fy  wh ich  prob lems have our  cus tomers . . .bu t  go ing  a 

l i t t l e  fu r ther ,  and mak ing an e f fo r t  to  unders tand  not  on ly  the i r  mot iva t ions ,  bu t  
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a lso  the i r  needs .  To do tha t  i t  i s  o f ten  used the  concept  o f  " job  to  do"  o r  the  

job  our  cus tomer  wants  to  so lve  buy ing  our  p roduc t  o r  serv ice .  

For  example ,  we cou ld  th ink  tha t  buy ing  an expens ive  mobi le  what  a  c l ient  

does  i s  to meet  a  need to  communica te /  ta lk . . .bu t ,  what  about  the  soc ia l  

aspec ts?  and h is /her  ego? How does  he/she  fee l  when us ing  i t?  The “ job”  

needed to  be  covered is  more  complex  than a  p r io r i  we migh t  th ink .  

At  th is  po in t  what  we must  do  i s  to  unders tand we l l  our  cus tomer  and to  know 

what  moves  h is /her  ( fo r  what  we cou ld  use the  Empathy  Map)  and sor t  by  order 

o f  impor tance ( to  the  cus tomer)  the  " job"  he /she wants  to  so lve .  We shou ld 

a lso  unders tand the  ro le  our  cus tomer  wants  to  adopt  in  h is /her  re la t ionsh ip 

wi th  our  bus iness  mode l  (on ly  buy  /  co -c reate  /  be  an in te rmediary . . . ) .  

2 .  Ident i fy  the  cus tomer´s  f rus t ra t ions  and joys :  PAINS and GAINS  

At  th is  po in t  we  must  make an e f fo r t  to  unders tand wh ich  are  the  pos i t i ve 

aspec ts  or  benef i ts  our  c l ien t  wou ld  l i ke  to  ge t  ( re la ted  to  the  “ jobs”  we have 

a l ready  ident i f ied) . . .wh ich  inc ludes ,  fo r  example ,  to  unders tand what  

a l te rnat i ves  or  cur ren t  so lu t ions  he/she l i kes  are  be ing  used by  h is /her .  

In  para l le l ,  we must  be ab le  to  ident i fy  the  f rus t ra t ions  and annoyances  that  

make unhappy  our  cus tomers  ( inc lud ing ,  fo r  example ,  cur ren t  so lu t ions  tha t  do 

not  sa t i s fy  them or  aspec ts  tha t  inh ib i t  the i r  consumpt ion ,  such as  the  pr i ce . . . ) .  

The main  ob jec t i ve  o f  the  po in ts  above is  to  f ind  a  prob lem wor th  so lv ing ,  so  we 

shou ld  sor t  the  jobs  our  cus tomer  needs  to  so lve  based on aspec ts  such as 

f rus t ra t ion  tha t  those “ j obs”  p roduce to  h im/her ,  f requency  wi th  wh ich  he/she must  

so lve  them. . .e tc .  At  the  end,  we wi l l  have a  very  promis ing  l i s t  o f  what  a f te r  

observ ing  cus tomers  we be l ieve  are  the i r  ma in  needs .  

 

Phase 2 :  DESIGN  

Ins tead o f  do ing  what  we a lways  do,  wh ich  is  f i rs t  des ign someth ing and then see 

to  whom i t  can serve ,  th is  t ime we wi l l  work  the  o ther  way :  we have f i rs t  ident i f ied  a  

prob lem tha t  i s  wor th  (a  pr io r i )  to  be  so lved,  and t hen we wi l l  see how we so lve  i t .  

S teps  

1 .  Ident i fy  the  produc ts  or  serv ices  we can bui ld  to  so lve  the  “ job”  our  cus tomer 

has .    

Now we must  focus  on ident i fy ing  the  main  fea tures  or  

func t iona l i t y  our p roduc t /  serv ice shou ld cover  in  o rder  to 

respond to  the  “ j ob”  our  cus tomer  needs to  so lve .  Th is  no t  
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on ly  invo lves  ra is ing  the  pure ly  func t iona l  aspec ts  bu t  a lso 

cons ider  fo r  example  the  ro le  tha t  our  c l ien t  wants  to  adopt  

and how we can he lp  h im/her  in  each case.  

For  example ,  i f  our  cus tomer  wants  to  adopt  a  “buy er  ro le ”  

on ly ,  how we can he lp  h im/her  a long the  shopp ing exper ience 

to  make the  dec is ion  to  purchase our  serv ice ,  buy ing  in  a  

comfor tab le  way . . .e tc .?  

2 .  Estab l i sh  how our  p roduc t  o r  serv ice  he lps  to  our  cus tomer  

We have to  car ry  ou t  an  ana lys is  about  what  as pec ts  our 

p roduc t  o r  serv ice  he lps cus tomers  to  be happ ier  o r  fee l  be t te r  

(a  good des ign ,  make the i r  l i fe  eas ier ,  improve the i r  soc ia l  

percept ion . . . ) ,  o r  to  re l ieve  some f rus t ra t ion  (save money ,  to 

pay  on ly  fo r  rea l  use,  avo id  mis takes . . . ) .  

The t ru th  i s  tha t  usua l ly  the  process  is  no t  so s imple ,  and tha t  wi l l  appear  to  us 

d i f fe rent  fo rms and even d i f fe rent  p roduc ts  or  serv ices  to  so lve  our cus tomer´s 

“ job” .  There  ex is t  cer ta in  c r i te r ia  such as  the  leve l  o f  f rus t ra t ion ,  the  potent ia l  

marg in ,  sca lab i l i t y . . .e t c . ,  wh ich  can he lp  us  to  dec ide  on one or  the  o ther .  

 

Phase 3 :  VALIDATE  

Up to  th is  po in t  what  we  have ach ieved is  p r imar i l y  ident i fy  two th ings :  

  Customer  Hypothes is :  Are  aspec ts  o f  the  bus iness  mode l  tha t  a re  re la ted  to 

what  we  unders tand as  cus tomer  prob l ems,  our  percept ion  o f  what  we th ink 

they  need and what  no t ,  f rus t ra t ions  they  have. . .e tc .  

Th is  po in t  bas ica l l y  ind ica tes  tha t  every th ing  we have ident i f ied  are 

hypotheses ,  tha t  i s ,  ideas  about  what  we th ink  the  cus tomer  needs  but  a re  NOT 

va l ida ted.  

  Hypothes is  va lue :  On the  o ther  hand we have the  hypothes is  va lue ,  i .e . ,  those 

aspec ts  and fea tures  o f  our  p roduc t  o r  serv ice  tha t  we be l ieve  wi l l  meet  

spec i f i c  cus tomer  needs.  

I t  i nd ica tes  how we designed our  p roduc t  o r  serv ice  based on what  we be l ieve 

the  cus tomer  needs .  

Once hypotheses  are  ident i f ied  i s  t ime to  tes t  in  the  rea l  wor ld  i f  what  we have 

imag ined i t  i s  t rue ,  tha t  i s ,  i t ´s  t ime to  t rans form hypotheses  in to  cer ta in t ies .  

To do tha t ,  what  we must  do  i s  leave our  o f f i ce  and t ry  to  speak  to  the 

max imum number  o f  c l ien ts  we can,  t ry ing to  va l ida te  (o r  re jec t )  the Cus tomer 

Hypothes is  we had.  
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Phase 4 :  ADJUST  

Wi th  every th ing  learned dur ing  the  va l ida t ion  process  wi th  the  cus tomer ,  we shou ld  

f i rs t  update  the  r igh t  s ide  o f  the  drawing where  we co l lec ted  Cus tom er  Hypothes is ,  

and then read jus t  our  Va lue Propos i t ion .  That  means  tha t  we re th ink  a l l  the  le f t  

s ide  o f  the  Va lue  Propos i t ion  Canvas  under  t he  l igh t  o f  lessons  learned f rom rea l  

cus tomers  and a l l  d iscarded and va l ida ted hypotheses .  Most  l i ke ly  there  wi l l  b e 

severa l  impor tan t  changes .   

Once th is  i s  done,  i t  is  t ime to s ta r t  bu i ld ing  our  f i rs t  p ro to type,  tha t  m in imum 

v iab le  produc t  tha t  wi l l  he lp  us  to  va l ida te  and ad jus t  the  Va lue Propos i t ion .  

 

LINKS/ MORE INFO/ EXAMPLES 
 

Va lue  Propos i t ion  Canvas  Exp la ined   

Va lue propos i t ion  Canvas  Templa te   

Va lue Propos i t ion  Canvas  –  S l ideshare   

 

 

 

https://www.youtube.com/watch?v=aN36EcTE54Q
https://docs.google.com/previewtemplate?id=1U9OUU4fjWVcSAGSOKzWZjtGe6GYeyqbF3C1D17nOSJI&mode=public
http://es.slideshare.net/peterjthomson/value-proposition-canvas-28218650?qid=7beba2fd-4891-4475-9a5e-d6d5c7dd1b52&v=&b=&from_search=1
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