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The Sustainable and Inclusive Digital Financial Services (SIDFS) initiative of the Lagos Business School, supported 
by the Bill and Melinda Gates Foundation, engages in research and advocacy projects with the vision to create an 
inclusive ecosystem for financial services. The initiative seeks to catalyse the financial services landscape by 
enhancing the evidence base for financial inclusion as well as ecosystem capacity to build sustainable solutions to 
Nigeria’s financial inclusion challenges. 

The overwhelming acceptance and acclaim of our annual State of the Market Report (SoMR) has encouraged us to 
continue to highlight and proffer evidence-based thought leadership to the financial service community. Now we want 
to move from research to outcomes.The SIDFS team has established a Prototyping Lab with the mandate of 
supporting financial service providers (FSPs) to bring innovative products and services to currently underserved 
segments. Through the lab, we hope to expand our role by supporting FSPs to design, test, and launch new 
solutions to the market for previously untapped customer segments. This toolkit is part of the lab, and introduces a 
customer-centered design process that will support FSPs to design innovative and commercially viable products and 
services that satisfies the needs, motivations, and aspirations of your customers. 

We are looking forward to learning from your experience using this toolkit. To share your thoughts and feedback with 
us, and discuss ways the lab can partner with your team directly, write to sustainabledfs@lbs.edu.ng

Enjoy!
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Introduction to Customer-Centred Design 

Phase 1: Prepare 

Glossary of terms
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PREPARE

Prepare - LBS Customer-Centred Design Toolkit

LEARN MORE ⇒
Learn how design can improve 
business performance

“For a banker, it is just a transaction, but [to customers] it is much more than that. 
The customer context is something that a design process can bring out. We need 
to move away from the arrogance that we  know what the market needs”

-Head of Retail Banking, Nigerian Bank

Customer-Centred design is a creative problem solving process that 
starts with your customers, placing their needs at the centre of 
financial service offerings.

products, services, processes, 
messaging, and digital experiences

customer experience

engaging people early on and 
collaboratively testing solutions with them 

 



PREPARE
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CHALLENGE
 innovation

digital financial 
services and distributed (agent-led) banking systems

new groups of customers

BENEFITS

a competitive advantage

acquire, retain, 
and expand

Design enables FSPs to acquire new customers, retain existing 
customers, and expand product and service provision.

/Introduction 

ACQUISITION
Entering new markets
Understanding who to target
Launching new products and services
Acquiring customers or extending base to new segments
Incentivising referrals

RETENTION
Solving customer challenges
Increasing uptake and adoption of products and services
Increasing awareness
Reducing dormancy
Empowering customers

EXPANSION
Increasing up-sell and cross-sell
Increasing engagement
Increasing customer value and loyalty
Reducing cost to serve
Increasing customer lifetime value

Ways that Customer-Centred Design can improve business 
performance:

Prepare - LBS Customer-Centred Design Toolkit
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CHALLENGE

failed 
products can irreparably damage consumer trust.

BENEFITS
reduces development, long term customer support costs and 

wasted development time Low cost 
prototyping

/Introduction 

Through design, FSPs “get it right” faster, reducing overall 
development time while preserving customer trust.

REDUCE RISK
Reducing overall development time
Reducing wasted development time 
Improving the time to getting the product right
Reducing training needed
Reducing customer support costs

Ways that Customer-Centred Design can reduce business risk:

/Picture source. 
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This process is not linear and will evolve as teams learn more about their customers, the 
market, and their internal capabilities and priorities. 

Prepare, Prototype, and Pilot.

/Introduction 

(3 days) (28 days) (3 -18 months)

During this phase, your team will identify the 
opportunity space and target customer group and 
gain a preliminary understanding of customers and 
the market. 

OUTPUTS
By the end of this phase, your team will have defined 
a target customer group and developed a series of 
opportunities, concepts, hypotheses, and 
assumptions that they will test with customers in the 
next phase. 

This is the most dynamic and iterative phase of the 
design process. During this phase, your team will 
build a deeper understanding of customers’ 
contexts, needs, behaviours, and motivations. The 
team will also test concepts and prototypes at 
increasing levels of fidelity, incorporating feedback 
and insights for prototype refinement and 
engagement strategy development.

OUTPUTS
By the end of this phase, your team will have a clear 
understanding of their priority customer groups 
and tested and refined working prototypes, key 
features, benefits, distribution channels, 
messaging, and positioning strategies.

During this phase, your team will prioritise features 
and develop a product roadmap. Your team will 
launch a minimum viable product (MVP1) to high 
priority customers, measuring and tracking 
performance indicators and customer feedback, 
synthesising insights, and course correcting where 
needed. 

OUTPUTS
By the end of this phase, your team will have piloted 
and launched an MVP to market, and aligned on a 
strategy for gathering customer feedback and 
evolving the offering to meet any changing needs 
in the market.

1. 

⇒ACTIVITIES ⇒ACTIVITIES⇒ACTIVITIES

Prepare - LBS Customer-Centred Design Toolkit

https://docs.google.com/presentation/d/1a0Fd9Lak3fX2UhzZzxy9ITUa_59ihO4yhBKcr8QnGEY/edit#slide=id.g71150d5687_0_556
https://drive.google.com/drive/folders/1JWkgBVKyryzgMpUjHdLusbqA3DxtLOuy?usp=sharing
https://drive.google.com/drive/folders/1cUxOJLFwff4woVO5IPVwr30MJqOT2cr_?usp=sharing
https://drive.google.com/open?id=1SmvwuwT_UzZjoO_FRua-p-BRIoBzf4Vt
https://docs.google.com/presentation/d/1a0Fd9Lak3fX2UhzZzxy9ITUa_59ihO4yhBKcr8QnGEY/edit#slide=id.g71150d5687_0_556
https://docs.google.com/presentation/d/1SwznR1Llj0ujhK5RXOdXse_8xRRzI31Rh8XkvyCxi98/edit#slide=id.g71150d5687_0_556
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/Introduction 

PILOT
3 -18 Months

PROTOTYPE
28 days

PREPARE
3 Days

Defining the opportunity 
(Opportunity brief  
template)

 

Identifying priority customer 
segments
(The Human Account data 
analysis and The Human 
Account key variables 
checklist)

 

Surfacing hypotheses
and assumptions
(Data capture template, 
Hypotheses and 
assumptions checklist) 

 

Conducting secondary 
research
(LBS customer analysis brief, 
LBS competitor analysis brief, 
LBS policy study)

 

Brainstorming ideas
(Set up your team for 
success - Brainstorming 
rules) 

 

Developing concepts
(Concept canvas template)

 



PREPARE
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structured way to check 
that you have a desirable, feasible, and 
viable product, service, or marketing and 
messaging strategy before rolling it out or 
making a significant investment 

all tangible forms of a 
team’s ideas

learn, iterate, 
and move forward quickly,

/Introduction 

Prototyping supports teams to test, learn, and iterate on proposed 
ideas with customers quickly and cheaply.

/Source 
2019 Forrester Total 

Economic Impact Study

/Picture source. 

IBM’s adoption of prototyping resulted in:

LEARN MORE ⇒
Learn more about prototyping and the 
design process

Prepare - LBS Customer-Centred Design Toolkit
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PREPARE

/Introduction 

This toolkit is a dynamic resource, helping your team to both learn about and, practice design. Use the following signposts to help you:

Structure. 

Downloadable files. 

Activities. 

Examples. 

Link
Links. 

Notes. 

/A note on...

Quotes. 

Resource pages. 

Tips. 

“...”

ACTIVITIES ⇒ /Resource

PRO TIP

Prepare - LBS Customer-Centred Design Toolkit

LEARN MORE ⇒

Learn more. 

https://documentcloud.adobe.com/link/review?uri=urn%3Aaaid%3Ascds%3AUS%3Ae2517f50-c4c5-4584-ab1b-4aafddb64d79
https://drive.google.com/open?id=1YFBlcn9IQGXDzfGv2WaJw-NySU7Mq8IFyGj536e1ZD0
https://www.thehumanaccount.com/nigeria


Using designing for Nigerian women as an example

can be applied 
to design for any customer group,

women are not a homogenous group

Teams can use the customer 
centered design process in this toolkit to design for 
any segment or market. 

1. women make up half of the Nigeria 
population, they continue to be the most financially 
excluded population sub-group. 

1

2. 
make or influence 80% of 

buying decisions 2.

3. 
national priority,

3

LEARN MORE ⇒
Visit The Human Account Nigeria 
website

Picture source. 
1. 
2. 
3. “Yes, I am ready as a woman to work 

hard, and so I am very confident with 
handling my money…”

-Fatimoh  (45), Ebutta Metta, Lagos

/Example

/p.11Prepare - LBS Customer-Centred Design Toolkit

4. 

identify opportunities for 
commercially viable financial products that may suit 
them. 

https://www.thehumanaccount.com/nigeria
https://www.thehumanaccount.com/nigeria


During this phase, the team will identify the opportunity space 
and gain a preliminary  understanding of users and the market 
through secondary research.

By the end of this phase, the team will have defined a target 
user group and developed a series of opportunities, ideas, 
hypotheses, and assumptions that they will test with users in 
the next phase.

/Phase 1 

/p.12Prepare - LBS Customer-Centred Design Toolkit
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Innovation occurs at the point where customer desirability meets 
business feasibility and market viability. The “prepare” phase will set 
your team up to explore opportunities and challenges through these 
three lenses.

PREPARE

1) 

2) 

3) 

1. 
viability

2. 
feasibility

3. 
desirability

Often, FSPs heavily consider the first two 
lenses but neglect the customer view of 
the opportunity and challenge. The 
customer lens is given greater emphasis 
in this toolkit.

⇒ACTIVITIES

Viable Feasible

Desirable

Innovation

2.
3.
4. 
5. 
6.

Prepare - LBS Customer-Centred Design Toolkit
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/A note on teams 
Diversity in skills and perspectives

 feasible solutions

desirable solutions

According to Harvard Business Review, companies with 
diverse management teams have 19% higher revenues due 
to innovation.

PREPARE

1/ Defining the Opportunity

/Example

“How might we increase our customer 
base by appealing to women?” “How 
might we increase our revenue by 
appealing to women?”

The opportunity 
statement should be tied to your strategic 
priorities

1. 

2. 

3.

/p.15

/Picture source. 
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PREPARE

1/ Defining the Opportunity

/Example

Opportunity brief

ACTIVITIES ⇒
Use the Opportunity Brief Template to 
document your thinking. 

/p.16

BEFORE
1. Understand internal priorities.       

A) 
 B) 

C)

DURING
2. Define the desired outcome and target customer:          

3. Create your “how might we” question:       

AFTER
4. Sense check:

A. Viability:

B. Feasibility: 

C. Desirability: 

_
Participants

/1. 

Prepare - LBS Customer-Centred Design Toolkit

example opportunity brief

example opportunity brief 

https://drive.google.com/open?id=1mOTwnoV4lPBnH-or0XsFiyE6YsbXYaBMoI4v2eYoXfo
https://docs.google.com/presentation/d/1lrDacPcRAvb0gaEP2QIlS-eRlHO26F0rU-MyewVKz9k/edit?usp=sharing
https://app.mural.co/t/lagosbusinessschooldalbergco4605/m/lagosbusinessschooldalbergco4605/1585061033347/b99978ee4b950d600dfa99a5f156e72e290b5d61
https://docs.google.com/presentation/d/1lrDacPcRAvb0gaEP2QIlS-eRlHO26F0rU-MyewVKz9k/edit?usp=sharing
https://app.mural.co/t/lagosbusinessschooldalbergco4605/m/lagosbusinessschooldalbergco4605/1585061033347/b99978ee4b950d600dfa99a5f156e72e290b5d61


PREPARE

Opportunity Brief 
Worksheet

Difficulty level

Time 

Supplies

Participants

The opportunity brief is a written document that defines the 
business challenge/opportunity statement, the internal priority 
it aims to address, the desired impact, and proposed target 
users. Your team will continue to refer to the opportunity brief to 
ensure you remain focused on your overall objective and 
achieve your desired impact. 

/p.17Prepare - LBS Customer-Centred Design Toolkit

https://documentcloud.adobe.com/link/review?uri=urn%3Aaaid%3Ascds%3AUS%3Ae2517f50-c4c5-4584-ab1b-4aafddb64d79
https://drive.google.com/open?id=1mOTwnoV4lPBnH-or0XsFiyE6YsbXYaBMoI4v2eYoXfo
https://drive.google.com/open?id=1mOTwnoV4lPBnH-or0XsFiyE6YsbXYaBMoI4v2eYoXfo
https://drive.google.com/open?id=1mOTwnoV4lPBnH-or0XsFiyE6YsbXYaBMoI4v2eYoXfo
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Customer segmentation
The Human Account Key Variables Checklist

/p.18



PREPARE

2/ Identifying priority customer segments

capture new market segments

Customer 
segmentation

identify high priority customer segments 
for new and existing products and 
services

Customer segmentation 

shares characteristics that distinguish it 
from other groups. 

demographics

behaviours

psychometrics

product, service, and engagement 
strategy design.

/A note on segmentation 
Bottom-up statistical clustering

simple demographic variables do 
not exclusively drive customer preferences.

“A lot of financial institutions don't have the desire or the wherewithal to go 
deep into that bottom-of-the-pyramid segment because they don't know if it 
will pay off in the end, [this data] will open market opportunities..”

-Renee Karibi-Whyte,  Rockefeller Philanthropy Advisors

/p.19

/Picture source. 
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_
Participants



PREPARE

2/ Identifying priority customer segments /Example*

2. Customer segmentation through 
The Human Account:

A. Explore the 6 segments. 

B. Differences between women and 
Nigerian population:

C. Representation in the 6 Human 
Account segments: 

D. Identify segments that match your 
opportunity: 

/p.20

BEFORE
1. Review the opportunity brief:

DURING
2. Customer segmentation through the Human Account: 

A. Explore the 6 The Human Account segments:

B. Use the simplified dataset to explore differences between 
your group and the Nigerian population:       

variables 
checklist  The Human Account questionnaire

C. Explore your group’s representation in the 6 Human Account 
segments:        

D. Use the scoring model to identify high priority  segments 
that match your opportunity and extract insights that may 
inform design:        step by step guide

AFTER
3. Continue to revisit your target market selection:

LEARN MORE ⇒
Use the scoring model to identify 
opportunities for your sub-group 

Prepare - LBS Customer-Centred Design Toolkit

LEARN MORE ⇒
Read existing analysis for the mass 
market segments, women and farmers

https://www.thehumanaccount.com/nigeria
https://drive.google.com/open?id=1Vz7uu8FpA-V6-KrF-MgtV5sxgPuQcfaD
https://drive.google.com/open?id=1BT9PY2_ubh6XLZofgcXAcs3J0KK71x9r
https://drive.google.com/open?id=1aIfyjCFyZV0sIv08R1gqcRk4vsX0NAmd
https://drive.google.com/open?id=17_w8Fu3-61-1e-QVWOnrgjeqDHySrixrenYgk_pilr8
https://www.thehumanaccount.com/nigeria
https://www.thehumanaccount.com/nigeria
https://drive.google.com/open?id=1PyLytVoKE0mZqsqS4ek5O0xORCS7gOwI
https://drive.google.com/open?id=1aIfyjCFyZV0sIv08R1gqcRk4vsX0NAmd


/Resource

DEMOGRAPHICS

BEHAVIOURS

PSYCHOMETRICS

ACTIVITIES ⇒
Create pivot tables using the simplified 
data set to explore these characteristics 

⭙
⭙
⭙
⭙
⭙
⭙
⭙
⭙
⭙

⭙
⭙
⭙
⭙
⭙
⭙

⭙
⭙
⭙
⭙⭙
⭙⭙
⭙

⭙
⭙
⭙⭙
⭙

⭙

⭙
⭙

⭙
⭙
⭙

⭙
⭙

⭙
⭙
⭙
⭙
⭙
⭙
⭙⭙
⭙⭙

✔ ✔

The following is a non-exhaustive list of the key variables in The Human Account data. Use this together 
with the simplified dataset to create pivot tables and explore you segments or sub-groups of interest.
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https://drive.google.com/open?id=1Vz7uu8FpA-V6-KrF-MgtV5sxgPuQcfaD


03Data capture template
Hypotheses and assumptions questions checklist
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PREPARE

3/ Surfacing hypotheses and assumptions

Design teams use 
hypotheses and assumptions as the 
foundation for their research

hypothesis or 
assumption is never taken as true until it 
has been tested with customers.

1. Customers 

2. Products and services

3. Internal/business dynamics – 

4. Market dynamics –

“We think we understand our customers, but I don’t think it is right. The 
team tries to think about themselves and their parents, siblings, even 
grandparents when they design.”

-Digital Financial Service Team Leader, Nigerian Telco

/p.23

/Picture source. 
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_
Participants



PREPARE

3/ Surfacing hypotheses and assumptions

PRO TIP

Think about underserved 
customer groups

ACTIVITIES ⇒
Use the Data capture to document your 
thinking 

/p.24

BEFORE
1. Prepare individually: 

DURING
2. Brainstorm as a team using the hypotheses and assumptions 
question checklist: 

A. 

B. 

AFTER
3. Test hypotheses and assumptions: 

opportunity brief 

Prepare - LBS Customer-Centred Design Toolkit

https://docs.google.com/document/d/1YFBlcn9IQGXDzfGv2WaJw-NySU7Mq8IFyGj536e1ZD0/edit


Data capture tool
Tool

PREPARE

Difficulty level

Time 

Supplies

Participants

The data capture tool enables the team to capture key data points 
generated during user research for subsequent use in analysis, 
synthesis, and communications. The tool is a shared document 
where the whole team inputs their findings. To ensure accountability, 
your team leader should periodically review the data capture tool to 
make sure it has been updated. 

/p.25Prepare - LBS Customer-Centred Design Toolkit

https://documentcloud.adobe.com/link/review?uri=urn%3Aaaid%3Ascds%3AUS%3Ae2517f50-c4c5-4584-ab1b-4aafddb64d79
https://drive.google.com/open?id=1YFBlcn9IQGXDzfGv2WaJw-NySU7Mq8IFyGj536e1ZD0
https://drive.google.com/open?id=1YFBlcn9IQGXDzfGv2WaJw-NySU7Mq8IFyGj536e1ZD0
https://drive.google.com/open?id=1YFBlcn9IQGXDzfGv2WaJw-NySU7Mq8IFyGj536e1ZD0


/Resource

USERS
1. 
2. 
3. 
4. 

5. 
6. 
7. 

8.

9. 

10. 
11. 

A. 

B. 

C. 

PRODUCTS AND SERVICES
1. 

2. 

3. 
4. 

INTERNAL DYNAMICS
1. 

2. 
3. 
4. 
5. 
6. 

MARKET DYNAMICS
1. 

2. 
3. 

4. 

5. 

ACTIVITIES ⇒
Use the Data capture tool  to document 
your thinking 

⭙
⭙
⭙
⭙

⭙
⭙
⭙

⭙

⭙

⭙
⭙

⭙

⭙

⭙

⭙

⭙

⭙
⭙

⭙

⭙
⭙
⭙
⭙
⭙

⭙

⭙
⭙

⭙

⭙

✔ ✔

Check the boxes once you have documented your hypothesis and assumptions on the capture tool. 
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https://docs.google.com/document/d/1YFBlcn9IQGXDzfGv2WaJw-NySU7Mq8IFyGj536e1ZD0/edit
https://docs.google.com/document/d/1YFBlcn9IQGXDzfGv2WaJw-NySU7Mq8IFyGj536e1ZD0/edit


04LBS customer analysis brief
LBS competitor analysis brief
LBS policy study
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PREPARE

4/ Reviewing secondary research

Customer insights: 

Landscape analysis:

Policy: 

.

/A note on Lagos Business School 
A hub for sustainable and inclusive digital 
financial services

digital financial services
financial inclusion

Nigerian financial service sector
demand side 

supply side financial 
policy

/p.28

LEARN MORE ⇒
Learn more about customers through 
the LBS customer insights brief

LEARN MORE ⇒
Learn more about competitor through 
the LBS landscape analysis brief

LEARN MORE ⇒
Learn more about policies through the 
LBS policy brief

/Picture source. 
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http://sustainabledfs.lbs.edu.ng/FI-Resources/SoMR_Full_Report_2019.pdf
http://sustainabledfs.lbs.edu.ng/FI-Resources/SoMR_Full_Report_2019.pdf
http://sustainabledfs.lbs.edu.ng/FI-Resources/SoMR_Full_Report_2019.pdf


05
Brainstorming guidelines
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PREPARE

5/ Brainstorming Ideas

 generating, 
developing, and communicating new ideas 

opportunity brief

creative and lateral thinking.

_
Participants

/A note on brainstorming:
Set your teams up for success

Defer judgement:

Build off the ideas of others: 

Go for quantity: 

Stay on topic: 

Focus on one conversation at a time: 

/p.30

/Picture source. 
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PREPARE

5/ Brainstorming Ideas

/Example

/p.31

BEFORE
1. Review the completed opportunity brief and data capture: 

2. Review the brainstorming rules. 

DURING
3. Individual brainstorm round 1:      

4. Group share: 

5. Lateral thinking:

→

 

6. Group share: 

7. Individual brainstorm round 2:       

8. Group share: 

AFTER
9. Concept development: 

Prepare - LBS Customer-Centred Design Toolkit

3. Individual brainstorm round

A.

5. Lateral thinking

A.

B.

7. Individual brainstorm round 

A.

https://drive.google.com/open?id=1YFBlcn9IQGXDzfGv2WaJw-NySU7Mq8IFyGj536e1ZD0


06
Concept sheet
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PREPARE

6/ Developing concepts

/A note on value propositions
Differentiate yourself from the market

new target segments

products and services that distinguish themselves
from competitors

financial inclusion friendly policies and regulations

A concept is more polished and 
complete than an idea. 

opportunity brief, 

/p.33

“Many Nigerian FSPs replicate what they see others doing or what they see 
in other markets. There are many homogenous products on the market. 
FSPs can take it to the next level and stand out.”

-Supply side analysis team,  Lagos Business School

/Picture source. 

Prepare - LBS Customer-Centred Design Toolkit

Participants



PREPARE

6/ Developing concepts 

/Example

3. Idea bundling and concept creation

/p.34

BEFORE
1. Review and recluster ideas: 

2. Review the concept canvas.

DURING
3. Idea bundling and concept creation:      

 concept canvas

A.
B. 
C. 
D. 

E. 

4. Group share: 

5. Prioritisation: 

A. Viability:

B. Feasibility: 

C. Desirability: 

AFTER
6. Business case and feasibility gut check:

7. Prototyping: 
next phase.

example concept

Prepare - LBS Customer-Centred Design Toolkit

example concept sheet 

https://drive.google.com/open?id=1KcWeYJ7HN9V7Yf5U52PoE9Fxxtj7tJyQfvDNfCgxF-g
https://drive.google.com/open?id=1KcWeYJ7HN9V7Yf5U52PoE9Fxxtj7tJyQfvDNfCgxF-g
https://docs.google.com/presentation/d/1ohKClhkdxgNcQIL74wjLo2SeGWQrf94HbAqw5X64wbo/edit#slide=id.g713893a399_6_118
https://docs.google.com/presentation/d/17rQ_cL0wFD9bWjr-OG-BdI8mpoctpAvWqv6UuqmWBeI/edit?usp=sharing
https://docs.google.com/presentation/d/17rQ_cL0wFD9bWjr-OG-BdI8mpoctpAvWqv6UuqmWBeI/edit?usp=sharing
https://docs.google.com/presentation/d/1bDP_r7mluz_o8b3DBqMJ3z71hjy6HJrWXoH5j7p4ED8/edit#slide=id.p


PREPARE

Difficulty level

Time 

Supplies

Participants

The concept canvas is a structured tool that enables your team 
to convey your idea together with the details that move it from 
an idea to a concept. Your team will use this canvas to capture 
the idea, target user, value proposition, and use cases.

Concept canvas
Worksheet
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https://documentcloud.adobe.com/link/review?uri=urn%3Aaaid%3Ascds%3AUS%3Ae2517f50-c4c5-4584-ab1b-4aafddb64d79
https://drive.google.com/open?id=1KcWeYJ7HN9V7Yf5U52PoE9Fxxtj7tJyQfvDNfCgxF-g
https://drive.google.com/open?id=1KcWeYJ7HN9V7Yf5U52PoE9Fxxtj7tJyQfvDNfCgxF-g
https://drive.google.com/open?id=1KcWeYJ7HN9V7Yf5U52PoE9Fxxtj7tJyQfvDNfCgxF-g


Activities checklist

❏ Define opportunity 

❏ Identify priority customer segment

❏ Surface segment hypotheses and assumption 

❏ Conduct secondary research 
❏

❏

❏

/Stage activities checklist
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❏ Brainstorm ideas

❏ Prioritise ideas

❏ Develop concepts



A
/Annex
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/Annex

/Brainstorming: 

/Challenge/opportunity: 

/Customer journey maps: 
/Ecosystem map: 

/Customer segmentation
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/Hypotheses and Assumptions: 

/Household financial map: 



/Annex

/Minimum viable product (MVP): 

/Personas: 

/Product concept: 

/Prototyping: 

/ Low-fidelity prototypes

/Synthesis: 

/Use case: 
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/ High-fidelity prototypes /Ideation Session: 

/Insights: 

/Iterative design process: 


