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In collaboration with:

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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LEARN MORE ⇒
Learn how design can improve 
business performance 

What is Customer-Centred 
Design? 

“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 [bankers] 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.

Customer-Centred Design can support 
financial service providers (FSPs) to 
develop informed, compelling, and 
innovative solutions. Customer-Centred 
Design can be applied to the development 
of products, services, processes, 
messaging, and digital experiences. It can 
link each of these elements into a cohesive 
and meaningful customer experience, 
which is particularly important in the 
provision of financial services.

Customer-Centred Design is an agile, 
problem solving process that  focuses on
engaging people early and collaboratively 
testing solutions with them every step of 
the way.  Design seeks to rapidly move 
from insights to action by translating 
learning into concepts that can be tested, 
adapted, and improved directly with your 
customers. The goal is to create solutions 
that satisfy people’s needs, motivations, 
and aspirations and contribute to key 
business metrics around customer 
acquisition, engagement, and retention.

Introduction 
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CHALLENGE
In the last 10 years, new regulations have opened up opportunities for innovation, and 
digital and physical infrastructure developments have led to an increase in digital financial 
services and distributed (agent-led) banking systems. As a result, banks are beginning to 
create products and services for new groups of customers they have not previously served 
and do not understand well. 

BENEFITS
Customer-Centred Design can enable FSPs to understand these new customer groups, 
providing them with a competitive advantage as they bring new products and services to 
market. This competitive advantage is particularly important in a financial sector, such as 
Nigeria's, where FSPs often reproduce the solutions they see from others in the sector. 
Developing financial products and services that are deeply grounded in the needs, 
aspirations, and contextual realities of their customers will support FSPs to acquire, retain, 
and expand product and service provision to new customer groups.  

How Customer-Centred Design 
improves business performance

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:
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CHALLENGE
Many FSPs launch products and services to the market after relatively limited customer 
testing. Teams often make decisions based on their observations of market trends and 
perceived customer needs, but without directly interacting with their customers. This 
"launch fast and fix" approach often results in high development (and re-development) 
costs, low levels of consumer uptake, and may even result in reputational risk as failed 
products can irreparably damage consumer trust.

BENEFITS
Customer-Centred Design reduces development and long term customer support costs 
and wasted development time by bringing customers into the design process early. Low 
cost prototyping is at the heart of the proposed Customer Centred Design process, helping 
project teams to continually test and refine their offerings with customers before 
committing to the full costs of taking a solution to market.

How Customer-Centred Design reduces 
business risk

/Introduction 

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

/Picture source. The Human Account Nigeria

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:



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 their offering to meet changing needs in 
the market.

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 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. 

Prepare 
(3 days)

Prototype
(28 days)

Pilot
(3 -18 months)
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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. The three design phases that your 
team should move through to develop informed, compelling, and innovative products are; 
Prepare, Prototype, and Pilot.

The Customer-Centred Design Process
/Introduction 

1. Minimum viable product (MVP): An MVP is a basic version 
of a product or a service that has the minimum feature set 
necessary to satisfy early adopters. While an MVP is an 
actual product, its primary purpose is to gather feedback 
from customers before investing in developing features or 
benefits that may not create value in the market. 

⇒ACTIVITIES ⇒ACTIVITIES⇒ACTIVITIES

https://docs.google.com/presentation/d/1Tb6LHbU9DEdOquxOYXG8-ia7KUIoshi9ZAK4XbaqOYg/edit#slide=id.g71150d5687_0_556
https://docs.google.com/presentation/d/1SwznR1Llj0ujhK5RXOdXse_8xRRzI31Rh8XkvyCxi98/edit#slide=id.g71150d5687_0_556
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


HIGH-FI PROTOTYPING
10 Days
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The Prototyping process
/Introduction 

LOW-FI PROTOTYPING
5 Days

CONCEPT TESTING
5 Days

Paper prototyping 
(Feature/smartphone 
templates)
 
Storyboarding 
(Storyboard templates)

 

Customer journey 
mapping
(Customer journey 
template)
 
Clickable prototypes 
testing

 

Planning user research
(User research plan 
template)

Developing a learning 
agenda
(Learning agenda example)

Facilitating individual and 
small group discussions 
(Discussion guide, 
discussion best practices, 
discussion roles, household 
financial map, ecosystem 
map) 

 

SYNTHESIS (2 Days)
Synthesise your findings 
(Daily downloads, personas, 
synthesised ecosystem maps)

Brainstorm new ideas and 
develop refined solution 
concepts

 

SYNTHESIS (3 Days)
Synthesise your findings 
(Daily downloads)

Develop high fidelity 
prototypes

 

SYNTHESIS (3 Days)
Synthesise your findings
(Daily downloads)

Refine concepts and 
prototypes

 
PILOT

3 -18 Months
PREPARE

3 Days
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Prototyping is a 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 in its 
development. Prototypes can take many 
forms; the only shared characteristic is that 
prototypes are all tangible forms of a 
team’s ideas. 

Prototyping helps teams to learn, iterate, 
and move forward quickly, and therefore is 
an incredibly impactful part of the 
Customer Centred Design process, with a 
high return on investment (ROI).

Why focus on prototyping?
/Introduction 

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

2x 
speed to market

75% 
reduction in 
development time

33% 
reduction in 
design time

300% 
increase in return 
on investment

/Source 
2019 Forrester Total 

Economic Impact Study

IBM’s adoption of prototyping resulted in:

LEARN MORE ⇒
Learn more about prototyping and the 
design process

#
#
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How to use this toolkit
/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. This toolkit is structured in three 
parts. Each part uses a different color: Dark 
blue for Phase 1 - Prepare, Cyan for Phase 2 
- Prototype, and Purple for Phase 3 - pilot. 

Downloadable files. Activities are enhanced 
by templates that will guide your team 
through the step by step processes. This 
button will take you to downloadable, 
editable and printable resources.

Activities. Throughout this toolkit, you will 
find a series of activities that will help you 
put the theory into practice. This icon 
highlights hyperlinks to activities.

/Download worksheet

Examples. To make sure you understand 
what each activity should result in, follow 
the eye icon to read examples of the 
activities in practice.

Link
Links. Throughout this toolkit, you will find 
different resources that will complement 
and facilitate the understanding of the 
content and the development of activities. 
Follow the underscored words in cyan to 
access these. 

Notes. Special things to keep in mind when 
developing and activity or using a tool can 
be find on the far right of the page over a 
grey background. Read these to enhance 
your work.

/A note on...
 

 

Quotes. Learn from people in the sector 
who have followed a customer centric 
approach and hear from customers. Find 
quotes throughout the toolkit to illuminate 
other stakeholders’ experiences. 

Resource pages. Throughout this toolkit, 
you will find special pages for extra 
resources that will facilitate the 
development of activities. Read and print 
the resources when working in teams. 
Resources are not working files but reading 
material.

Tips. Some activities will provide you with 
tips on how to expand your thinking and 
reach when engaging with the customer 
centricity process. 

“...”

ACTIVITIES ⇒ /Resource

PRO TIP

LEARN MORE ⇒

Learn more. Throughout this toolkit, you 
will find highlighted  resources that will 
complement the theoretical content. Follow 
the “learn more” buttons to access 
supplementary  content (e.g., market 
analysis)

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


Customer-Centred Design for emerging segments: Using 
designing a financial product for Nigerian women as an example

LEARN MORE ⇒
Visit The Human Account Nigeria 
website

“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
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The Customer-Centred design process can be applied 
to design for any customer group, however, to ensure 
that the activities, tools, and resources are actionable, 
the toolkit is oriented around a practical example: 
designing a financial product for Nigerian women. 
Because women are not a homogenous group, and it is 
impossible to design a product that appeals to all 
women, the toolkit will take your team through the steps 
required to identify high priority segments for your 
products and services. Teams can use the 
customer-centered design process in this toolkit to 
design for any segment or market. The toolkit uses 
Nigerian women as an example for the following 
reasons:

1. While women make up half of the Nigerian 
population, they continue to be the most financially 
excluded population sub-group.  46.6% of women are 
unbanked and 19.5% of women are underbanked, 
creating a potentially untapped market of approximately 
33 million women over the age of 151.

2. Globally women control over US$20 trillion of total 
consumer spending and make or influence 80% of 
buying decisions 2.

3. Bridging the gender gap in financial inclusion is a 
national priority, and one of the focuses of Nigeria's 
revised National Financial Inclusion Strategy (NFIS 2.0)3

Picture source. The Human Account Nigeria
1. Lagos Business School and Efina
2. Dalberg analysis
3. The Central Bank of Nigeria, National 
Financial Inclusion Strategy report

4. This case study draws on The Human Account data 
(described below). The Human Account is one of the 
first, nationally representative data sources available 
that helps FSPs to understand the unique 
characteristics of women, and identify opportunities for 
commercially viable financial products that may suit 
them. 

The Human Account is a dataset developed by Dalberg 
in partnership with Lagos Business School (LBS) in 
2018. With over 600,000 data points, The Human 
Account provides a more realistic and actionable 
understanding of people's financial lives in Nigeria. This 
toolkit incorporates data, qualitative insights, and human 
stories from The Human Account. 

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


This is the most dynamic and iterative phase of the human 
centred design  process. During this phase, the team will: 

1. Build a deeper understanding of customers’ contexts, 
needs, behaviours, and motivations. 

2. Test concepts and prototypes at increasing levels of 
fidelity,

3. Incorporating feedback and insights for prototype 
refinement and engagement strategy development.

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

Prototype
/Phase 2 
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Prototyping is about learning what works and what doesn’t so that 
you can improve your solution before investing heavily in it. The 
“prototype” phase will walk your team through activities and tools 
that will enable you to learn from your customers in the most 
cost-effective way.

Prototyping is about bringing tangibility to 
your ideas. As your team learns more 
about your customers and develops a clear 
value proposition and concrete use cases 
for your solution, the fidelity (the level of 
detail and usability) increases until you 
develop a prototype that looks and feels like 
the final solution. Taking this gradual 
approach to prototype development 
reduces overall costs, as the team never 
invests too heavily in a prototype until they 
validated it in a lower cost way. 

Because prototyping is all about learning, 
synthesis is a vital part of the prototyping 
process. Creating a culture of daily 

⇒ACTIVITIES

1. Concept testing
2. Low-Fidelity Prototyping
3. High-Fidelity Prototyping
4. Synthesis

PrototypeIntro
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/Value proposition. Why the solution will be important to your customers

/Use case. How your customers will use it

PROTOTYPE

Desirable

Prototype - LBS Customer-Centred Design Toolkit

synthesis ensures your team is actively 
interpreting findings into ideas and 
actionable insights that can help you 
improve your solution. 

Fidelity

Cost



01
/Planning user research
Tool: User research plan template
Tool: Participant recruitment criteria template
  
/Developing a learning agenda
Example: Learning agenda example

/Individual & small groups discussion
Resource: Discussion guide
Resource: Discussion best practices
Resource: Discussion roles
Tool: Household financial map
Tool: Ecosystem map and noun cards

Concept testing

/p.14Prototype - LBS Customer-Centred Design Toolkit



/A note on culturally sensitive research
Be mindful of unintended consequences 
of interactions with customers when 
researching

As your team begins to engage with customers, particularly 
in contexts and geographies that are new to you, start by 
considering some of the socio/cultural norms that may 
influence behaviour in these communities. For example, 
when conducting research and concept testing with women, 
think about how they may feel most comfortable 
participating. If concerned, consider ensuring that a woman 
on your team leads the discussion. Try as much as possible 
to avoid creating conflict or stress as a result of your 
research. Consider, for example, how the men in the 
community may feel about you interacting with women. Do 
not use this as a reason not to engage in discussion with 
them, but consider conducting parallel discussion with men 
or getting permission from community leaders or heads of 
the family where appropriate. Always be honest about your 
intentions, the purpose of your research, and what (if 
anything) your participants will get out of it. 

 

 

Explore value propositions 
and use cases for concept testing

1/Concept Testing

The team should now have developed a 
concept or series of concepts that they plan 
to test with customers. Concept testing 
focuses on exploring the financial 
behaviour, needs, motivations, and 
aspirations of customers. Through this 
process, your team will be able to 
understand how a solution concept may be 
important to your customer (value 
proposition), and how it might be used in 
their daily life (use case). 

Through customer research, your team will 
also understand more about how your 
customers interact with their environments 
and where they get information. This 
information will support your teams as they 
develop customer marketing and 
messaging strategies.

It is difficult to truly understand value 
propositions and use cases by merely 
asking, “what do you think about this 
solution” or “how would you use it” because 
the customers you speak to may never 
have considered your solution before and 
therefore cannot provide informed answers. 
Taking a bottom-up approach, beginning by 
learning about their financial lives, will give 
your team a more nuanced understanding 
of how (if at all) your concept will satisfy 
your customers. 

/p.15
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Step by step: Learn about your customers’ financial lives to 
inform your concepts and build prototypes

1/Concept Testing

PRO TIP

Go to your customers to meet 
people where they are

Concept testing should take place in the 
communities where the participants are from 
and where they feel most comfortable. Often the 
most profound customer insights can be 
generated by meeting research participants in 
their homes, workplaces, or in frequently used 
community gathering places, as this can allow 
teams to see the participants interact with their 
environments. Concept testing done in an FSPs 
headquarters creates the wrong power dynamic 
and sense of hierarchy, limiting the participants’ 
comfort in sharing their financial realities.

BEFORE
1. Create a learning agenda: Teams should begin by developing a 
learning agenda to help identify their research participants and 
guide their research. 

2. Develop a research plan and schedule individual and small 
group discussions: Based on the learning agenda, teams can then 
develop a research plan, organise logistics, and focus on 
participant recruitment. 

DURING
3. Engage with customers: Conduct a mixture of individual and 
small group`discussions, using open-ended questions based on the 
learning agenda and participatory activities:

A. Individual discussions: These discussions  help your team 
understand more about the financial lives of your target 
customer groups, and the value proposition and use case of 
your solution. 
-Discussions
-Household financial maps
-Ecosystem maps

B. Small group discussions: These discussions help your team 
understand more about your customers’ environments and 
information channels, informing your marketing and messaging 
strategies.  
-Discussions
-Ecosystem maps

AFTER
4. Synthesise your findings: At the end of each day and at major 
milestones during research,  the team should come together to 
make sense of what you have heard, and look for patterns across 
the discussions. Use the following tools and approaches to get the 
most out of the research:

A. Daily downloads: Teams share their findings and capture 
data, and discuss the implications on their concepts each day.

B. Personas: At the end of the research week, teams synthesise 
household financial maps are synthesised into personas by 
finding patterns in responses which will inform priority customer 
group selection.

C. Synthesised ecosystem maps: At the end of the research 
week, teams synthesise the ecosystem maps by finding patterns 
in environments and information channels which will inform 
marketing and messaging strategies. 

5. Brainstorm new ideas and develop refined solution concepts: 
After synthesis your team may want to discard your initial concepts 
or adjust and improve on them. Conduct another round of 
brainstorming and concept development and begin the concept 
testing process again before moving on to prototypes. 

PROTOTYPE
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https://docs.google.com/presentation/d/1i1dG9pb5wpvs8GEPie-EJZaMBSpo2O3Z8-1QUm2e8iU/edit#slide=id.g7f1600abbc_3_99
https://docs.google.com/presentation/d/1i1dG9pb5wpvs8GEPie-EJZaMBSpo2O3Z8-1QUm2e8iU/edit#slide=id.g7144386176_1_1217


Learning Agenda 
Step by step: Define research themes and concept 
testing to explore with customers

2/Concept Testing

ACTIVITIES ⇒
Use the Learning agenda example to 
create your own version

BEFORE
1. Review concept sheet: Look at your concept sheet and develop 
a list of the types of people you would like to speak to. This list 
should include target users (from segmentation), as well as any 
stakeholders you believe might be important in your customer 
engagement strategy. Each group will likely need a tailored learning 
agenda.

DURING
2. Define research themes:         Look through your data capture, 
hypotheses and assumptions checklist and the concepts defined in 
the prepare phase and ask yourself: What are the main thematic 
areas that you need to explore in greater detail or validate? What 
are the sub-themes that flow from these?

3. Draft the learning agenda:       Turn these research themes into a 
checklist to ensure that your team covers all of them during the 
customer discussions and small group discussions for concept 
testing. Start with the most important themes at the top, grouping 
sub-themes below. 

AFTER
4. Turn your learning agenda into an discussion guide: For some 
people on your team, a learning agenda will be enough to help 
guide a conversation. For most team members, particularly those 
who are new to customer research, they should prepare an 
discussion guide with sample questions.

_
Participants
Product development team,  research team, compliance and risk 
management team, marketing team, user experience designers

PROTOTYPE
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/Example

2. Define research themes: 

Main theme: Basic demographics
Sub themes:
- Age
- Sex
- Location 
- Educational level
- Occupations / livelihoods
- Household Size 
- Digital literacy and usage

3. Draft learning agenda

View example learning agenda

#
https://docs.google.com/presentation/d/1ig1u-_8zeu55XF2DZi7-Ar6X9BaUsT00RBEb5GlaYUQ/edit?usp=sharing
https://drive.google.com/open?id=1ig1u-_8zeu55XF2DZi7-Ar6X9BaUsT00RBEb5GlaYUQ
https://docs.google.com/presentation/d/1ig1u-_8zeu55XF2DZi7-Ar6X9BaUsT00RBEb5GlaYUQ/edit?usp=sharing
https://drive.google.com/open?id=1ig1u-_8zeu55XF2DZi7-Ar6X9BaUsT00RBEb5GlaYUQ


3. Develop participant recruitment 
criteria:

View example recruitment criteria

4. Logistics: 

Research plan
Step by step: Recruit and identify research 
participants, and organise logistics 

3/Concept Testing

ACTIVITIES ⇒
Use the Research Plan resource to 
prepare for your research

BEFORE
1. Identify a research “fixer”: Customer research requires 
organisation. Teams should begin by identifying someone who will 
support them, plan the research, and most importantly recruit 
participants. This “fixer” needs to be someone who is from the 
same community as the customers or can speak the local 
language/dialect. They should be entrepreneurial and engaging 
enough to reach out to people and must be reliable and organised. 
Some design teams prefer to use an external person (community 
leaders, student, etc.) however, this person can be someone on 
your team. 

2. Review concept sheets and learning agenda(s): Review the 
learning agendas to understand the priority customer groups and 
research themes of interest.  

DURING
3. Develop research participant recruitment criteria:        Begin by 
identifying any key characteristics that all of your participants must 
have, or cannot have (inclusion and exclusion criteria). From there, 
the teams should explore what kind of diversity they need in their 
sample. Create a list of variables that the fixer should be mindful of 
when scheduling research participants to ensure variation. 

4. Logistics:        Discussions and small group discussions take 
time. Teams should schedule no more than three sessions each 
day, building time into the schedule to get from one session to 
another. The team should then map the types of sessions 
(discussion or small group discussion) and the types of research 
participants they want for each time slot. Remember that the types 
of research participants you can speak to each day will depend on 
the location you have selected for the day. The team should create 
a detailed schedule using the research plan.

5. Schedule discussions and small group discussions: The fixer 
should try to make sure they have the next 3 days of participants 
lined up. This allows for the team to adjust the plan for later in the 
week when needed. The team can also help schedule participants 
for subsequent days by asking previous participants to connect 
your team to others. When scheduling research sessions, ask for 2 
hours of time, be clear on who you are and what you are trying to 
do, and set expectations around what the participant will get for 
their involvement.
 
AFTER 
6. Conduct discussions and small group discussions: Using the 
instructions and tools.

PROTOTYPE

/Example
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View example research plan

https://drive.google.com/open?id=1zXANItrbpTsGH6EASx_fsgn5woNxXKyNAP3Ea1rSmpo
#
https://drive.google.com/open?id=1zXANItrbpTsGH6EASx_fsgn5woNxXKyNAP3Ea1rSmpo
https://drive.google.com/open?id=1E5-c9LFVw1NFNc5hjdClFY3Jg9xrBLbjUSrzusg-Qaw
https://drive.google.com/open?id=1E5-c9LFVw1NFNc5hjdClFY3Jg9xrBLbjUSrzusg-Qaw


Difficulty level
Low

Time 
1 hour

Supplies
Participant recruitment criteria template, 
pens, post-it notes

Participants
Product development team,  Research 
team, compliance and risk management 
team, marketing team, user experience 
designers, fixer

The participant recruitment criteria should be used 
throughout the user research process to ensure the 
“fixer” is recruiting the right types of participants.

Participant Recruitment Criteria 
Template

PROTOTYPE
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/Download worksheet

https://documentcloud.adobe.com/link/review?uri=urn%3Aaaid%3Ascds%3AUS%3Ae2517f50-c4c5-4584-ab1b-4aafddb64d79
https://drive.google.com/open?id=1cPNbc_As_e4rwww3svjnv0Zc96rM76DM6smxjDFI5YM
https://drive.google.com/open?id=1cPNbc_As_e4rwww3svjnv0Zc96rM76DM6smxjDFI5YM


Difficulty level
Medium

Time 
1 hour

Supplies
Research plan

Participants
Product development team, Research 
team, user experience designers, fixers

The research plan lays out the structure for the week, 
showing the types of customer interactions your team will 
have, the locations, and the participant criteria. Synthesis 
sessions should also be recorded in the plan. 

Research Plan
Templates

PROTOTYPE
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/Download worksheet

https://documentcloud.adobe.com/link/review?uri=urn%3Aaaid%3Ascds%3AUS%3Ae2517f50-c4c5-4584-ab1b-4aafddb64d79
https://drive.google.com/open?id=1BaI_FZgUs3c899jfg1UYclIvJqXzFVu2fQtdICEm_Ds
https://drive.google.com/open?id=1BaI_FZgUs3c899jfg1UYclIvJqXzFVu2fQtdICEm_Ds


Individual and small group discussions
Step by step: Prepare and run 
discussions

1/Concept Testing

PROTOTYPE
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BEFORE
1. Review ”user discussions best practices”: The team should 
review resource for tips on how to conduct good customer 
research. 

2. Structure your individual or small group discussion: Refer to 
the example. Begin by reviewing the learning agenda. Discuss as a 
team how you would build a conversation around these thematic 
areas. Think about a structure that introduces yourself and then 
has a reasonable beginning, middle and end and think about where 
you will use the activity. The aim is to ask open questions, avoiding 
questions that are leading or only have yes or no answers. 

A. Do not create a script: Adapt the  learning agenda example. 
Avoid building a script of the exact questions you plan to ask. 
Customer individual and small group discussions are not the 
same as surveys. You are trying to understand the reasons 
behind certain behaviours and the feelings around certain 
choices. Draft questions that will help you start each section but 
use the learning agenda as an anchor and allow the participant's 
answers to guide the conversation.

3. Assign roles: For each session, there should be a facilitator, 
backstop, note-taker, photographer, and where needed, a translator. 
Each team member can take on more than one role. Review the 
roles.

DURING
4. Introduce yourselves: Everyone on the team should introduce 
themselves, explaining again what they are doing and thanking the 
participant for being involved. Ask the participant (or participants if 
a group) to introduce themselves and create space for them to ask 
you any questions they may have. 

5. Gain consent: Ask permission to take notes and photos. Gain 
consent every time you engage with a participant even if you have 
engaged with them and gain consent before.

6. Start small: Begin with easy questions about themselves and 
their families. In small groups, discussions make space for 
everyone to speak and answer these foundational questions. 

7. Probe for stories: Try to ask questions that encourage the 
participant to give concrete feedback on concepts or share stories 
of previous experiences with other solutions. For example, “Can you 
tell me about a time when you felt really confident about your 
financial future? Which organisation will you trust to introduce this 
solution to you?”

8. Follow up with “why?”: As much as possible, follow up each 
question by probing further on why respondents answered that 
way. For example, “What has been your experience interacting with 
banks in the past? Why did you feel this way?”

Continue >> 

Prototype - LBS Customer-Centred Design Toolkit

2. Structure your discussion

View example discussion guide

/Example

https://docs.google.com/presentation/d/1uKk_z7w_9R2gDJj6Bb7nGTDpTRgZzDZECLvtZjzTRpo/edit?usp=sharing
https://docs.google.com/presentation/d/1ig1u-_8zeu55XF2DZi7-Ar6X9BaUsT00RBEb5GlaYUQ/edit?usp=sharing
https://drive.google.com/open?id=1uKk_z7w_9R2gDJj6Bb7nGTDpTRgZzDZECLvtZjzTRpo
https://drive.google.com/open?id=1uKk_z7w_9R2gDJj6Bb7nGTDpTRgZzDZECLvtZjzTRpo


Individual and small group discussions
Step by step: Prepare and deliver 
discussions

1/Concept Testing

Continue >> 

9. Introduce activities: Use the household financial mapping and ecosystem 
mapping to structure the middle portion of your conversation and gather 
feedback on your concepts through the activity. You can learn a lot about 
your participant and reduce the risk of them getting bored of question after 
question. 

10. End on a positive note and leave space for questions: End the 
conversation with optimistic questions such as their aspirations or plans for 
the future. Create space for the participant or participants to ask you 
questions. Thank them for their time and be clear about how the research will 
be used and what the team’s next steps will be. 

AFTER
11. Synthesise your findings: At the end of each day, the team should come 
together to make sense of what you have heard, and look for patterns among 
the discussions using the daily downloads activity.

_
Participants
Product development team, Research team,  UX designers, fixer

PROTOTYPE
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/Resource

1. Be honest
Explain why you’re there, what they can expect, and do not promise them anything you 
cannot deliver

2. Be aware of power dynamics and establish social parity
Calibrate your behaviour to the participant

3. Demonstrate respect and sensitivity
Set a friendly tone, maintain eye contact and positively engaged body language 

4. Connect with the person
Do not treat the participant as a subject or a source of information, show genuine 
interest in the person and their story

5. Withhold judgement
Do not let it bias your questions and never openly judge an participant

6. Don’t ask guiding questions
Structure your questions to minimise bias

7. Ask simple direct questions
Break complex questions into simple questions

8. Maintain a good pace
Do not leap into research topics, avoid cutting off the participant

9. Return to difficult / important questions 
Ask questions in many different ways 

/p.23

Discussion best practices

10. Repeat answers back to participants 
To check for understanding and demonstrate listening

11. Respect silence
Give people space to reflect and form thoughts 

12. Give participant opportunities to ask questions
Especially at the beginning and end

PICTURE
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Discussion roles

/Resource

/p.24

There are multiple roles that team members must play to conduct a 
successful discussion. These roles can often be combined according 
to the number of team members present (such as one person playing 
the backstop, note-taking and photography). Ideally, the research 
team has two people present for a individual user discussion; never 
have more than three.

FACILITATOR
Responsible for leading the discussion and asking the questions. The notetaker or 
other members act as crucial supports to the facilitator – helping identify follow-up or 
clarifying questions.

BACKSTOP
For each discussion, assign a backstop. This person is responsible for checking that 
the facilitator has obtained informed consent and ensures ethical compliance, and 
making certain that required data is captured. 

NOTE-TAKER
Almost always, the facilitator and note-taker are separate people so that the facilitator 
can focus on having a conversation, while the note-taker documents the conversation.

PHOTOGRAPHER
With consent from each participant, the photographer is responsible for visually 
documenting the activity, surroundings, and general context.

TRANSLATOR
When needed, translators will ensure smooth communication. They will also actively 
participate in probing and reading between the lines of participant answers.

Prototype - LBS Customer-Centred Design Toolkit



BEFORE
1. Print out the templates: Bring a A3 sized printed copy of the 
template.

2. Start with contextual discussion questions: Based on your 
learning agenda and discussion guide, begin by asking contextual 
questions ensuring the participant is comfortable. 

DURING
3. Guide the participant through the map:       The map is divided 
into six main points: Income, Expenses, Assets, Aspirations, 
Obstacles and Financial Tools, which are the anchors of the 
conversation. Move through each of the categories, asking 
questions about a typical week, taking notes, and capturing 
quotes/phrases on post-it notes.

A. Income: Begin by asking about how they bring money into the 
house in a normal week. As the participant introduces sources 
of income, add notes showing the activities and the amounts in 
the corresponding income box. 

B. Expenses: Then ask them what takes money out of the house 
during a normal week, again taking notes in the expenses box. 
Be sure to probe on categories including accommodation, bills, 
children’s costs (school fees, etc.), transport, food, etc. 

C. Assets: Ask users to talk about their most valuable 
possessions. Typically it is easiest to ask this in the form of a 
scenario, for example, “If your loved one became ill, or you had 
another type of financial shock, what asset could you rely on to 
sell or use as collateral to overcome that challenge?” Ask how 
they came to own each asset. 

D.Aspirations: Once you are more confident with users, ask 
them to express their desires and wishes for the future. These 
could, for example, include business or employment 
opportunities, hopes for their children, assets they would like to 
purchase, among others. 

E.Obstacles: Ask the respondent what is standing in the way of 
them achieving their aspirations. Note down what they would 
need in order to achieve these aspirations as well as their 
obstacles. 

F. Financial Tools: Finally, ask them to talk  about the financial 
tools they currently use to manage their assets, income, 
expenses and economic aspirations. 

Continue >> 

PROTOTYPE
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Household financial map
Step by step: (A) Create a visual model of 
your customer’s financial life 

1/Concept Testing

Prototype - LBS Customer-Centred Design Toolkit

ACTIVITIES ⇒
Use the Household financial Map to 
document your thinking 

/Example

3. Guide the participant through the 
map

Household financial map before synthesis



Continue >> 

G. Contextual Scenarios: Once the Household Map is complete, 
pose a wide range of contextual scenarios. An example question 
could include: “What would they do if you got a lot more money? 
How would you prioritise spending, saving, borrowing, and 
investing?”

H. Concept Testing: Then, use the Map to explore how the 
respondent might use your proposed product/service to manage 
their financial situation. Ask, for example, “If you had access to a 
digital savings product, where you could set a target and save 
for a specific goal, how would you use it? Why?”

AFTER 
4.Synthesise your findings into personas: At the end of the 
research week, synthesise household financial maps into personas 
by finding patterns in responses. This will inform priority customer 
group selection.

PROTOTYPE

/p.26

1/Concept Testing
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Household financial map
Step by step: (A) Create a visual model of 
your customer’s financial life 

/Example

Household financial map 

ACTIVITIES ⇒
Use the Household financial Map to 
document your thinking 

View example Household financial map  
from customer centricity training workshop

https://app.mural.co/t/lagosbusinessschooldalbergco4605/m/lagosbusinessschooldalbergco4605/1585155182868/25ec7305dd35465faf8bf5e06c6cb971377f5955


Difficulty level
Medium

Time 
1-1.5 hours

Supplies
Household financial map worksheet, 
pens, post-it notes

Participants
Product development team, Research 
team,  UX designers, fixer

A household financial map captures how customers currently 
manage their finances in response to a range of possible scenarios. 
This participatory exercise draws out experiences, relationships, and 
attitudes that drive financial decisions.  

/Download worksheet

Household financial maps
Worksheet

PROTOTYPE
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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://docs.google.com/presentation/d/1Reqsi5DZkWhLInWz7iIU7QmfRXbF9V_MxzQSGCPLVD0/edit?usp=sharing
https://docs.google.com/presentation/d/1Reqsi5DZkWhLInWz7iIU7QmfRXbF9V_MxzQSGCPLVD0/edit?usp=sharing


BEFORE
1. Print out the ecosystem map template and the noun cards: 
Bring a A3 sized printed copy of the ecosystem map, and print and 
cut up the ecosystem actor noun cards. 

2. Start with contextual discussion questions: Based on your 
learning agenda and discussion guide, begin by asking contextual 
questions ensuring the participant is comfortable. 

DURING
3. Guide the participant through the map: Lay the map in front of 
the participant or group. Explain that the map features three 
concentric circles with the participant(s) at the centre. The three 
circles represent the proximity to the customer. Placements closer 
to the customer mean relationships of greater importance; the ones 
further away are of less importance. 

A. Map ecosystem actors and institutions:        Start by 
showing the participant(s) the ecosystem cards (dark blue). Ask 
them to identify 5 cards that represent ecosystem actors or 
institutions that are most important in their lives (these can be 
positive and negative relationships). Ask them to place the cards 
on the map based on how important they feel these 
relationships are to them. Ask them why they placed each actor 
or institution there and take notes. 

A (continued): If doing the exercise as a group, ask if anyone 
disagrees with the placement of certain actors or institutions. 
Make notes on the map of each person’s preference and why. 
Ask if there are any additional ecosystem actors or institutions 
left in the pile that are important to them. Continue to map using 
the noun cards, taking notes, and asking questions.

B. Identify supportive and challenging relationships: Ask the 
participant(s) to highlight the three most supportive and three 
most challenging relationships they have with the actors or 
institutions they have mapped. Ask them what makes those 
relationships supportive or challenging. 

C. Identify key information sources: Ask the participant to 
indicate the three most fundamental sources of information 
flows. Ask them why they selected these three.

D. Propose scenarios: Throughout this exercise, collaborate 
with the participant and ask them to propose ways in which they 
might change the dynamics of problematic relationships or 
further strengthen supportive relationships. Test your previously 
developed concepts by placing them between different 
relationships and levels of the ecosystem map. Prompt the 
participant to define which relationships could be modified and 
improved by your solutions and which ones can support your 
concept. 

Continue >> 

PROTOTYPE
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Engage with customers
Step by step: (B) Ecosystem map 

1/Concept Testing

ACTIVITIES ⇒
Use the Ecosystem Map to document 
your thinking 

Prototype - LBS Customer-Centred Design Toolkit

/Example

3.Guide the participant through the 
map 

Ecosystem map in progress



Continue >> 

E. Test concept: Test how the solution concept could positively 
enhance or improve ecosystem relationships, or leverage 
existing information flows by proposing scenarios. Ask for 
example, “If you had access to a digital savings product, where 
you could set a target and save for a specific goal, how would 
you use it? Why?”

AFTER
4.Synthesise your findings into a consolidated ecosystem map:        
At the end of the research week, your team should synthesise the 
ecosystem maps you have created by finding patterns in 
responses. These will inform delivery channels and messaging 
strategies.

PROTOTYPE
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Engage with customers
Step by step: (B) Ecosystem map 

1/Concept Testing

Prototype - LBS Customer-Centred Design Toolkit

ACTIVITIES ⇒
Use the Ecosystem Map to document 
your thinking 

/Example

Ecosystem map 

View Ecosystem map from customer 
centricity training workshop

https://app.mural.co/t/lagosbusinessschooldalbergco4605/m/lagosbusinessschooldalbergco4605/1585156936505/37875ed2d85232a2e1a76c4f0df4454691faf15a


An Ecosystem map is a visual representation of the actors 
and relationships that play an essential role in the 
economic and financial life of the customers. It enables 
FSPs to surface opportunities across the ecosystem 
where a product/service may address challenges and 
leverage positive relationships or improve negative 
relationships. 

/Download worksheet

Ecosystem maps
Worksheet

PROTOTYPE

/p.30Prototype - LBS Customer-Centred Design Toolkit

Difficulty level
Medium

Time 
1-1.5 hours

Supplies
Household financial map worksheet, 
pens, post-it notes

Participants
Product development team, Research 
team,  UX designers, fixer

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://docs.google.com/presentation/d/1NjIYRjLcXsb2STwiQuqjZ-XZVPaQLio0A5mqaCtX9pE/edit?usp=sharing
https://docs.google.com/presentation/d/1NjIYRjLcXsb2STwiQuqjZ-XZVPaQLio0A5mqaCtX9pE/edit?usp=sharing


Noun cards can be used at any stage of the discussion for 
ease of communication with participants. Very often, we 
will be asking participants to think about concepts or 
experiences that they have never articulated or explored 
before. Noun cards can be placed in front of users as 
prompts, which might allow them to think about or these 
discuss topics.

/Download worksheet

Ecosystem noun cards
Tool

PROTOTYPE
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Difficulty level
Low

Time 
1-1.5 hours (part of ecosystem mapping)

Supplies
Noun cards

Participants
Product development team, Research 
team,  UX designers, fixer

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://docs.google.com/presentation/d/19O3bk4PxN1Q5HfF2heNREI9NIemx39aNUBAWZ1tIv3g/edit?usp=sharing
https://docs.google.com/presentation/d/19O3bk4PxN1Q5HfF2heNREI9NIemx39aNUBAWZ1tIv3g/edit?usp=sharing


02
/Paper prototyping
Tool: Feature/smartphone templates
 
/Storyboarding
Tool: Storyboard templates

Low-fidelity prototyping
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Co-create the solution with your 
customers 

2/Low-fidelity prototyping

Low-fidelity prototypes don't necessarily 
look like final products. These types of 
prototypes typically rely on sketches, 
concept posters, or hand drawings of a 
subset of product features to communicate 
and test ideas quickly. Low-fidelity 
prototyping is also best done with the 
customers themselves. Co-designing your 
solution by sketching it out with your 
customers will ensure that it is responsive 
to customer needs, aspirations and 
motivations.

It is possible to create a low-fidelity paper 
prototype in just five to ten minutes, 
enabling your team to explore different 
ideas without too much effort or 
investment. During prototyping, failing is 
positive and proactive, sparking new ideas. 
A low-fidelity prototype helps your team 
move towards a more refined product 
based on real-world evidence rather than 
assumptions. When used correctly, 
low-fidelity prototyping is one of the best 
ways to test product features with multiple 
customers.

PROTOTYPE

Low fidelity prototype, developed in partnership with a 
women’s savings group in Zambia. The prototype 

outlines the pay-out process for a proposed mobile 
group savings account. 
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Step by step: Use individual and small group discussions to 
draw your concepts prototype

2/Low fidelity prototyping

ACTIVITIES ⇒
Use the Paper prototype and storyboard 
to document your thinking 

/p.34

BEFORE
1. Create a learning agenda: While the primary focus of the 
sessions will be prototyping, teams should develop a learning 
agenda to guide their research. 

2. Develop a research plan and schedule individual and small 
group discussions: Based on the learning agenda, teams can then 
develop a research plan, organise logistics and focus on participant 
recruitment.

DURING
3. Engage with customers: Conduct a mixture of individual and 
small group`discussions, using a few foundational questions to 
help you understand the participant’s context and background and 
then focus on creating the low-fidelity prototype:

A. Individual discussions and small group discussions: 
These discussions will help your team understand: 
- Discussion
- Paper prototyping
- Storyboarding 

AFTER 
4. Daily downloads: At the end of each day, the team should come 
together to make sense of what you have heard, and look for 
patterns among the discussions. Teams will share their findings 
and capture data and discuss the implications on their prototypes 
each day.

PROTOTYPE
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BEFORE
1. Print out templates where helpful: Print out A3 sheets of 
enlarged feature phone and smartphone screen templates or A3 
templates of blank storyboards. 

2. Start with contextual discussion questions: Based on your 
learning agenda and discussion guide, begin by asking contextual 
questions ensuring the participant is comfortable. 

DURING
3. Work together: Put the blank templates in front of the 
participant. Give the participant a pen to encourage them to draw 
the prototype with you.

4. Begin by asking about specific scenarios: Use scenarios to 
guide the co-design of the prototype, for example, “Based on what 
you have said, I could imagine an account that allowed you to make 
savings towards your child’s school fees might be helpful. How 
would you access your account? What would the first step be?” 
Either draw the digital screen or the interaction that they describe. 
Review each screen or piece of the storyboard together. How could 
it be changed or simplified to improve the customer’s experience?

5. Keep it rough: It is important not to create sketches that are too 
refined at this point. The rougher the prototype, the more 
participants will feel comfortable working on it together with you. 
Intuitive, simple sketches and hand drawings of a product will be 
enough to simulate a small set of features or interactions. 

6. Design in portions:       Do not try and draw the whole product, 
service, or marketing and messaging approach. Your team will be 
testing prototypes for several days, in each session, focus on one 
part of the user experience (onboarding, balance enquiry, 
transaction, loan request, etc.). For each part of the user 
experience, try and create every screen or interaction the customer 
will need to go through to achieve their goal. 

7. Evolve prototypes with multiple participants: Continue to show 
your heavily annotated prototypes to various participants to get 
more feedback. Do not be shy in showing how your thinking has 
evolved and validating those changes with new participants.

AFTER 
8. Daily downloads: At the end of each day, the team should come 
together to make sense of what you have heard, and look for 
patterns among the discussions. Your team will share their findings 
and capture data, and discuss the implications on their prototypes 
each day.

PROTOTYPE

/Example

6. Design in portions:

A storyboard

3. Paper prototyping and storyboarding
Step by step: (A) Sketching part of your 
solution with each participant

/Low fidelity prototyping

Prototype - LBS Customer-Centred Design Toolkit

View Paper prototypes from customer 
centricity training workshop

https://docs.google.com/presentation/d/1lUCFZDSUL7vfTr8AEXoc39QY8GD_2GShzRIM6SXIN6I/edit#slide=id.g71f91cba6a_0_0


Difficulty level
Medium

Time 
1-1.5 hours

Supplies
Paper prototype templates, pens, post-it 
notes

Participants
Product development team, Research 
team,  marketing team, user experience 
designers, fixer

Paper prototyping involves creating hand drawings of user 
interfaces in order to enable them to be rapidly designed, 
simulated, and tested. Paper prototypes allow your team to 
communicate your concepts, and observe how your customers 
interact with user interfaces before these interfaces are 
designed and developed.

/Download worksheet

Paper prototyping
Template

PROTOTYPE
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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://docs.google.com/presentation/d/1dZgqKhe98Bl9o4NOC-l5zgnGfv5qMQO2N7erokCTnD4/edit?usp=sharing
https://docs.google.com/presentation/d/1dZgqKhe98Bl9o4NOC-l5zgnGfv5qMQO2N7erokCTnD4/edit?usp=sharing


Difficulty level
Medium

Time 
1-1.5 hours

Supplies
Storyboard templates, pens, post-it notes

Participants
Product development team, Research 
team,  marketing team, user experience 
designers, fixer

Storyboarding involves creating a series of sketches or 
pictures to demonstrate an end to end solution. This type of 
low-fidelity prototype helps your team illustrate design 
concepts and obtain feedback before a solution is fully 
designed and developed. Storyboards are similar to paper 
prototypes but tend to be used for services and marketing and 
messaging strategies and not for digital products. 

/Download worksheet

Storyboards
Template
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PROTOTYPE
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https://documentcloud.adobe.com/link/review?uri=urn%3Aaaid%3Ascds%3AUS%3Ae2517f50-c4c5-4584-ab1b-4aafddb64d79
https://docs.google.com/presentation/d/1jR78Ok_s-l9gIoH0D5BwJW4qcmyxTw52XectXU_m0ng/edit?usp=sharing
https://docs.google.com/presentation/d/1jR78Ok_s-l9gIoH0D5BwJW4qcmyxTw52XectXU_m0ng/edit?usp=sharing


03
/Customer journey map
Customer journey template
 
/Clickable prototypes

High-fidelity prototyping
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/A note on iteration:
Remain open to change

At this point in the process, your team can become more 
sensitive to change as the prototype is close to its final form. 
This final prototyping sprint should focus on relatively minor 
refinements, however, be open to more significant changes 
even at this stage. If your team ignore valuable customer 
feedback at this stage and continue to MVP launch, the 
product may suffer from some of the same uptake and 
engagement issues that it would have experienced without 
customer engagement. Stay faithful to the process and your 
customers until the very end. 

 

 

PROTOTYPE
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Test how customers will interact with 
your solution 

3/High-fidelity prototyping

High-fidelity prototypes are prototypes that 
look and operate closer to the finished 
product. High fidelity prototypes allow you 
to judge how well your solution meets your 
customer’s expectations, wants, and needs. 
High-fidelity prototyping also helps your 
team gather information about how the 
solution would actually be used or 
experienced, making this data directly 
applicable to product refinement. The 
closer the prototype is to the finished 
product, the more confidence your team will 
have in using this activity to determine how 
people will respond to, interact with, and 
perceive your design.

Prototype - LBS Customer-Centred Design Toolkit



Step by step: Use individual and small 
group discussions to test your solution 

3/High-fidelity prototyping

/p.40

PROTOTYPE

BEFORE
1. Create a  learning agenda: While the major focus of the 
sessions will be prototyping, teams should develop a learning 
agenda to guide their research. 

2. Develop a research plan and schedule individual and small 
group discussions: Based on the learning agenda, teams can 
then develop a research plan, organise logistics, and focus on 
participant recruitment.

DURING
3. Engage with customers: Conduct a mixture of individual and 
small group`discussions, using a few foundational questions to 
help you understand the participants context and background 
and then focusing on the high-fidelity prototyping activities:

A. Individual discussions and small group discussions: 
-Discussion

- Customer journey maps can be used to test the full 
user experience of your solution through awareness, 
onboarding, first use, sustained use, and advocacy. Use 
this activity when developing your engagement strategy.

- Clickable prototypes can be used to test the features of 
a digital product. Clickable prototypes allow you to 
observe how customers move through your product, 
what they find most appealing, and what they find 
difficult to navigate. Use this activity to refine your digital 
product and identify high-priority features.

AFTER 
4. Daily downloads: At the end of each day, your team should 
come together to make sense of what you have heard, and look 
for patterns among the discussions. Your teams will share their 
findings and capture data and discuss the implications on their 
prototypes each day.

5. Pilot: Bring your solution to market using the process found in 
the next phase.

Prototype - LBS Customer-Centred Design Toolkit
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DURING
2. Test with your customers: Walk the participant through the 
journey map one phase at a time. For each phase focus on the 
thoughts and feelings rows, asking:

A. Thoughts: How do you think this phase would work in your 
life? How is it different from the journey we have defined? What 
are some of the major considerations you would be thinking 
about if you were learning about, being onboarded, using, etc 
this solution?

B. Feelings: How do you feel about this experience? Why? 
What are some of the things you would be excited, concerned, 
or worried about in this phase?

3. Identify opportunities together: Finally, once you have mapped 
out the journey, identify key interactions that could be modified or 
improved for each phase. What are important points along the 
journey that most affect the customer’s relationship with the 
product or services? How could these be enhanced or addressed? 
Are there any significant gaps in their journey? 

AFTER 
4. Daily downloads: At the end of each day, your team should 
come together to make sense of what you have heard, and look 
for patterns among the discussions. Your team will share their 
findings, capture data, and discuss the implications on the 
proposed customer journey each day.

PROTOTYPE

BEFORE
1. Create your customer journey map:         Create a visually 
engaging customer map that allows your customers to 
understand how they will interact with your solution:

A. Define the phases: Start by labelling the phases of the 
customer journey, and where necessary, change the titles in the 
template to better match your solution. Common phases 
include: awareness, onboarding, first use, sustained use, 
advocacy. 

B. Note down the customer actions: Under each phase, note 
down the key moments from the customer’s perspective. What 
is the customer doing? 

C. Plot the touchpoints: For each key moment, identify the 
customer touchpoints. A touchpoint is a moment where the 
customer either interacts with the solution or is in some direct 
or indirect way impacted by the solution. For example, “a 
customer hears about a new digital savings product when a 
woman in the market speaks about her experience using it’.  
Create a row for each actor, location, or messaging channel 
that is tied to the touchpoints. 

/Example

1. Create your customer journey map:
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In the making

Final

Customer journey map
Step by step: Understand the end-to-end 
customer experience

3/High-fidelity prototyping
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ACTIVITIES ⇒
Use the Customer journey map to 
document your thinking 



Difficulty level
Medium

Time 
1.5 hours

Supplies
Customer journey map worksheet, pens, 
post-it notes

Participants
Product development team, research 
team,  software development team, 
educative team, marketing team, user 
experience designers

A customer journey map is a visual tool to support FSPs as 
they explore how their users might interact with a new product 
or service. Journey mapping allows teams to explore users 
thoughts and feelings across various stages of the customer 
experience. User journey maps illustrate how users might first 
become aware of a product or service; how they are 
onboarded, their first time use, their repeat/sustained use, and 
their loyalty to the provider which may create opportunities for 
promotion and cross/up-selling.

/Download worksheet

Customer journey mapping
Worksheet
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PROTOTYPE
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PROTOTYPE

BEFORE
1. Create your prototype:        There is no set structure for how 
teams should create high-fidelity prototypes as their own internal 
software and processes will govern these choices. However, 
below are a list of guiding principles:

A. Build up to the most realistic user experience possible: For 
a smartphone app, start by creating and testing the 
wireframes. Then move to a round of prototyping with the full 
visual design and detail to allow for real app/product 
simulation. For a USSD service, create all the screens, being 
mindful of the number of characters used as this will impact 
usability. 

B. Tailor the interactivity to the audience (smartphones): For 
high-fidelity prototypes, you want to provide realistic and 
intuitive interactions. Where appropriate, use tablets and 
smartphones to show your customers clickable prototypes of 
the digital product, enabling them to experience the full user 
flow. Invision, Principle and Sketch are commonly used design 
and prototyping software. 

C. Tailor the interactivity to the audience (feature phones, 
USSD): It is more challenging to simulate a prototype using a 
feature phone. For that reason, the tame may want to use 
printed prototypes. Create a model that allows you to move 
from screen to screen with the user. 
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Clickable prototypes
Step by step: Understand the user 
experience of your digital solution

3/High-fidelity prototyping

DURING
2. Test with your customers: Allow your participants to hold and 
interact with the prototype. If needed, walk them through it, but 
where possible, your team should allow the participant to navigate 
their way through the prototype independently so you can observe 
how they use it. For each feature or set of interactions, ask them:

A. Feelings: How do you feel about this experience? Why? 
What are some of the things that excite or concern you?

B. Pain points and opportunities: Identify key interactions that 
could be modified or improved. What are the features that the 
participant had the most trouble trying to understand or use? 
How could these be enhanced or addressed? Are there any 
features that they had expected to access that are missing?

AFTER
3. Daily downloads: At the end of each day, the team should come 
together to make sense of what you have heard, and look for 
patterns among the discussions. Teams will share their findings 
and capture data and discuss the implications on their proposed 
customer journey each day.

_
Participants
Product development team, research team,  software 
development team, educative team, marketing team, user 
experience designers

/Example

1. Create your prototype

Clickable prototype
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04
/Daily downloads
 
/Synthesised Household financial maps
Tool: Personas template

/Synthesised ecosystem maps
Tool: Ecosystem map

Synthesis
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/A note for team
Disaggregating your insights

As you begin to engage with users and particularly as you 
begin to synthesise your insights, consider disaggregating 
your insights by gender, geography, and socio-economic 
status to see what interesting insight emerge. Often 
rearranging data can enable us to see new patterns and 
uncover relationships that may strengthen our products, 
services, messaging, or distribution strategies. 

 

 

PROTOTYPE
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Interpret your findings into ideas and 
insights that support your design solution

4/Synthesis

Synthesis is a collaborative process, used 
to understand data gathered during user 
research. Synthesis leads to concept 
refinement and prototype development by 
creating a coherent and organised 
summary of research findings and 
interpreting them into ideas to form 
insights, theories, and systems.

Synthesis allows your teams to start 
building a shared understanding of the 
users’ needs motivations and aspirations. 
The goal is to reach a consensus on what 
the most compelling insights or consistent 
problems the users are facing are, and distil 
the findings into clearly articulated value 
propositions and use cases. Synthesis is an 
ongoing process and should involve all 
members of your team. 

Synthesis is not a finite activity. Teams 
should conduct synthesis on a daily basis 
following research and should revisit their 
synthesised outputs to ensure that they 
reflect new findings. The following activities 
and tools can support teams during 
synthesis:

1. Daily downloads: Following each day of 
research, teams should conduct synthesis 
to uncover insights and inform their 
concepts. 

2. Personas: Based on the household 
financial maps, teams can then develop 
personas which will inform priority user 
identification and market sizing. 

3. Synthesised ecosystem maps:  
Synthesised ecosystem maps support 
teams in understanding delivery channels 
and marketing and messaging strategies.

- Brainstorming sessions
- Concept refinement
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PRO TIP

Build synthesis habits, bring refreshments
While it is often challenging to bring teams 
together each day to conduct synthesis, taking 
this time will ensure that research findings are 
captured and acted upon. Providing the team 
with refreshments helps it feel like less of a 
burden each day. 

_
Participants
Product development team, research team,  software 
development team, educative team, data analytics 
team, UX designers
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5. Cluster findings: Look for patterns and begin clustering the 
post-it notes.

A. Take one post-it note and put it aside. Share the quotes, 
observations, and learnings that: (a) are surprising, (b) 
confirmed or disproved assumptions, and (c) offer insight on 
product ideas 
B. Take the next post-it note and ask, “Is this similar to the first 
one or is it different?” 
C. If similar, group the two post-it notes together. Cluster 
quotes, observations, and learnings that seem to be part of a 
bigger learning category.
D. Think of a word or a phrase that sums up the learning theme 
for the cluster. Write this word or phase on a different colour 
post-it, and stick this up with the findings in the cluster.
E. Continue clustering as you place similar ideas together and 
create new groups when a stickies do not fit into an existing 
cluster. 

Continue >> 

PROTOTYPE

/Example

3. Individual reflection:

BEFORE
1. Get rid of distractions: (e.g. phones) and commit to spending 
45 minutes to 1 hour each day on synthesis.

DURING
2. Recap as a group: For 5-10 minutes, the group will share the 
following details on the day’s research, with the facilitator 
capturing the discussion on post-it notes (on the same colour). 
Each post-it should have:

A. Who we met (name, one line profile, e.g., SHG president)
B. Type of interaction (e.g., in-depth discussion, focus group 
discussion, intercept, etc.)
C. Location (e.g., urban health centre, rural government school, 
etc.) 

3. Individual reflection:         Allow the team 10-15 minutes to 
write down the following from their day (captured on an agreed 
colour of post-it notes):

A. Quotes from users that elevate learnings 
B. Observations that reveal learnings about the customer or the 
ecosystem
C. User stories/ anecdotes that are important experience for 
the context of the project  

4. Share with the group: Each team member should then share 
out their experience, mentioning why the quote/observation/story 
stuck with them. When others share, the whole team should be 
reflecting on patterns that they see emerging. 

Daily downloads
Step by step: Turning your findings into 
insights 

4/Synthesis
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QUOTE

“I’m saving to go to university. 

I want to go to school… it's 

why I save. I don’t know how 

much it will cost, but I know 

where I want to go. I’m going 

to visit and find out about the 

charges and cost.” 

-Victoria

USER STORY

Sometimes, due to her 

rigorous and illiquid savings 

strategy, Victoria goes hungry 

at the end of the month. This 

happens occasionally if she 

underestimates her expenses, 

splurges, or has unexpected 

financial needs.

-Victoria

OBSERVATION
Victoria has a high risk 

appetite. When given a 
scenario about a potential 

investment with a 50% 
chance of success/failure she 

still said she would “give it a 

try once”.
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PROTOTYPE

/Example

Insights
1. We used to think Confident Optimists 
needed a wider social network to learn 
about new products. Now we know that 
their social networks are so large they 
could become influencers for mobile 
wallets.

2. Communication strategies that focus 
on challenges leave confident optimists 
feeling defeated and hopeless. They 
want products that acknowledge their 
potential and support their vision in 
order to boost their self-confidence to 
implement a plan and make their 
dreams come true.

3. Confident Optimists want access to 
financial technology that can support 
their savings and planning goals. 
Surprisingly there are no digital 
products directed to this segment’s 
savings potential.

AFTER
6. Revise clusters to pull out insights (shift in understanding): 
Every few days, reframe your cluster-theme titles. Some you will 
refine, others you will combine, and some you will drop. Now 
look at each cluster, and begin to generate insights. Insights 
should explain the why behind your findings and/or point to the 
ways in which products and services should be designed to 
meet customer need and pain-points. These insights should be 
captured on different colour post-it notes or on your data 
capture. 

Insights could be:
A. A new way of viewing the ecosystem or customers that 
causes your team to re-examine assumptions and 
conventions, and to challenge the status quo.
B. A penetrating observation about customer behavior that 
results in seeing customers from a fresh perspective.
C. A discovery about the underlying motivations of a  
customers’ actions.

Use these mad libs to structure your insights:
1. We used too think that_________________. Now we know 
that____________________ .

2. Challenge/situation left (customer) feeling 
_____________________. They need/want  ______________________ 
in order to ____________________________________.

3. Users (segment) need/want a way to __________________, 
because/but/surprisingly  _________________________________.

Daily downloads
Step by step: Turning your findings into 
insights 

4/Synthesis
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7. Make a list of the implications on your concepts or 
prototypes for each insight:         Insights are shifts in 
knowledge; each will have profound implications on your 
concepts, prototypes and product development. Think about 
how these insights modify your thinking about your value 
proposition, use cases, user interaction/experience, product look 
and feel, prototypes, etc. List the implications each insight has 
on the different elements of your product. Apply this new 
knowledge when refining concepts and prototypes.

8. Repeat: Repeat all these steps on a continuous basis, 
reclustering findings, identifying themes, and generating 
insights. At the end of the process, you should have a series of 
post-its with your respondents’ key details (one colour), post-its 
with research findings which may include quotes, observations 
or user stories (a different colour), post-its with cluster themes 
(a third colour) and finally post-its with insights (a fourth colour). Implications

1. Don’t invest in Confident Optimist 
networks, make Confident Optimists 
brand ambassadors and use their 
existing networks to promote products.

2. Marketing language should focus on 
recognising young women’s life 
experiences and dreams for the future 
to attract Confident Optimists.

3. Design for digital savings. 



PROTOTYPE

BEFORE
1. Review notes: Look back at the notes collected through the 
during your interactions with users, these should now be a mixture 
of observations, insights, household financial maps and 
ecosystem maps, each tagged to specific respondents.

DURING
2. Identify patterns: Identify users that seem similar to each 
other. In what ways are they similar to each other? How would 
these ways impact their uptake or use of your product/service? 
Consider the following characteristics as you try and identify 
similarities: Demographic background, Aspirations and 
Challenges, Access to technology, Financial relationships, and 
Tools.

3. Select an anchor respondent for your persona: Finally, select 
one specific respondent that you met within each group of similar 
respondents to be your anchor for the persona. Use the persona 
sheet to create a profile of this respondent. Look at the other 
respondents with similar characteristics and ask yourself: Are 
there any traits that you could pull from their profiles that will 
make your persona more compelling? Remember that this is the 
foundation that teams will use to create prototypes, prioritise 
features, and develop messaging and delivery channel strategies 
around, so ensure there are enough details that can support this.

/Example

4. Document your thinking:

View example User persona
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Personas
Step by step: Synthesising a 
household financial map

4/Synthesis

xx

4. Document your thinking: Use this persona template to create a 
series of personas that will guide your prototype and MVP 
development.

AFTER 
5. Continue to refine: As you continue to do more research, revisit 
your personas and ensure that they are still representative of what 
you are hearing.  

Prototype - LBS Customer-Centred Design Toolkit

ACTIVITIES ⇒
Use the Personas Template  to document 
your thinking 
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Difficulty level
Medium

Time 
30 minutes per persona

Supplies
Persona template and pen

Participants
Product development team, research 
team,  software development team, 
educative team, data analytics team, 
marketing team, user experience 
designers

A Persona is a synthesised representation of multiple users with 
characteristics. These characteristics may include financial 
behaviours, socioeconomic status, geographical location, level of 
education, access to technology, etc. Personas support FSPs to 
identify their highest priority customer groups and enable teams 
to create financial products, messaging, and distribution 
channels that are responsive to those customer’s circumstances, 
needs, and aspirations. 

/Download worksheet

Personas
Worksheet

PROTOTYPE
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/Example

3.Guide the participant through the 
map 

Ecosystem map after synthesis

ACTIVITIES ⇒
Use the Ecosystem Map Template  to 
document your thinking 

4. Create multiple synthesised maps: For each differentiated 
users groups, create additional synthesised ecosystem maps to 
demonstrate the most important relationships and information 
channels that can be leveraged as distribution channels. 

5.  Document your thinking: Use the ecosystem map template to 
create a synthesised ecosystem map or series of maps that will 
guide your prototype and MVP development.

AFTER 
6. Continue to refine: As you continue to do more research, revisit 
your ecosystem map, and ensure that it is still representative of 
what you are hearing.  
`

BEFORE
1. Review maps, notes, and personas: Look back at the maps 
you developed during the research process and the notes 
collected during your interactions with users. Now compare these 
with the personas you created, creating piles of maps under each 
persona where you feel the map corresponded to users captured 
by this archetype.

DURING
2. Identify patterns: For each pile of ecosystem maps, identify 
similarities and differences in the relationships and structures 
surrounding the respondent. In what ways are they similar to each 
other? What did each respondent choose to prioritise? How are 
their information sources similar or different?

3. Harmonise the ecosystem maps: Where the maps are similar 
across a number of users, conduct a similar exercise to the 
process of developing personas. Select one of the ecosystem 
maps to be your anchor. Look at the other maps with similar 
characteristics and ask yourself: Are there any stakeholders, 
organisations, or structures that you could pull from those maps 
that will make your synthesised map more compelling? Again, 
remember that this is the foundation that teams will use to 
understand  delivery channel strategies, so ensure there are 
enough details that can support this.
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Ecosystem map
Step by step: Synthesised 
ecosystem map

4/Synthesis

PROTOTYPE
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Difficulty level
Medium

Time 
1.5 hours

Supplies
Ecosystem map worksheet, noun cards, 
markers, and tape

Participants
Product development team, research 
team,  software development team, 
educative team, data analytics team, 
marketing team, user experience 
designers

What is it?
An Ecosystem map is a visual representation of the actors and 
relationships that play an essential role in the economic and 
financial life of the users. It enables FSPs to surface 
opportunities across the ecosystem where a product/service may 
address challenges and leverage positive relationships or 
improve negative relationships. 

/Download worksheet

Ecosystem maps
Worksheet
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PROTOTYPE
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Prototype
Activities checklist

RESEARCH:
❏ Create a learning agenda

Tool: Learning agenda 

❏ Turn your agenda into a discussion guide
Tool: Discussion guide

❏ Develop a research plan
Tool: Research plan

❏ Develop research participant recruitment criteria:  
Tool: Participant recruitment criteria

❏ Identify a research fixer 

❏ Recruit research participants and schedule individual 
and small group sessions

❏ Conduct discussion
Tools: Household financial map and Ecosystem map
Resource: Discussion best practices and roles 

/Stage activities checklist
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❏ Synthesise your learnings
Tools: Daily downloads, Personas and Synthesised 
ecosystem map 

❏ Develop Low fidelity prototypes
Tools: Paper prototyping and Storyboarding

❏ Share with users and gather feedback
Resource:  Research planning tools

❏ Synthesise your learnings
Tools: Daily downloads, Personas and Synthesised 
ecosystem Map 

❏ Develop High fidelity prototypes 
Tools: Customer journey map and Clickable prototypes

❏ Share with users and gather feedback
Resource:  Research planning tools

❏ Synthesise your learnings
Tools: Daily downloads, Personas and Synthesised 
ecosystem map 



A
Glossary of terms
/Annex
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Glossary of commonly used design terms
/Annex
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/Brainstorming: The process of generating, 
developing, and communicating new ideas. 
Brainstorming typically builds on a base of 
research and common understanding of the 
design challenge.

B

/Challenge/opportunity: Some common 
examples for financial service providers 
include (1) challenges with an existing 
product, service, channel, strategy, etc., or 
an important question tied to business 
strategy or KPIs (2) opportunities to 
enhance an existing product, service, 
channel, target customer group, etc. (3) 
greenfield opportunities to build new 
product, channel, expand to new customer 
group, etc.

/Customer journey maps: A customer 
journey map is a framework that can help 
FSPs explore key moments for different 
stakeholders as they experience a solution. 
A journey map can, for example, lay out: 
how customers first become aware of a 
solution; their initial interactions and 
engagement; their repeat use; and the 
longer term impact of the product and 
opportunities for cross/up-selling. 

C

/Ecosystem map: A visual representation of 
the relationships that shape a person’s  
economic and financial life. Ecosystem 
maps can help FSPs understand the most 
important stakeholders or channels to 
influence someone’s financial 
decision-making as well as key gaps that 
limit their financial well-being.  

E

/Customer segmentation: A data analysis 
approach that clusters or groups 
respondents based on common survey 
responses. Statistical customer 
segmentation uses a bottom-up approach 
that allows the segment boundaries to be 
delineated based on similarities and 
differences in responses, rather than 
assumptions made by the teams analysing 
the data. However, FSPs often use the term 
segment to describe population subgroups 
differentiated by one or two demographic 
variables,  for example, urban people, 
women, high net worth individuals, youth, 
etc. 

H
/Hypotheses and Assumptions: A Design 
Hypothesis is a supposition or proposed 
explanation based on limited evidence. An 
assumption is a statement, idea, or 
understanding taken as true. Hypotheses and 
assumptions are either proven or disproven 
using research and experiments.

The results of these experiments tell you 
whether you are really understanding your 
user’s behaviour and how accurately you 
understand the potential or the pitfalls of 
your concept.

Every hypothesis or assumption that is 
tested has the potential to generate new 
insights for future rounds of your product’s 
development. This is why we believe forming 
them based on research and evidence is 
fundamental to customer-centric design.

/Household financial map: Captures how 
customers currently manage their finances in 
response to a range of possible scenarios. 
This participatory exercise draws out 
experiences, relationships, and attitudes that 
drive financial decisions. Household financial 
maps help FSPs to better understand their 
customers, their existing financial 
management practices and tools and may 
surface opportunities for FSP intervention. 



/Minimum viable product (MVP): A basic 
version of a product or a service that has 
the minimum feature set necessary to 
satisfy early adopters. While an MVP is an 
actual product, its primary purpose is to 
gather feedback from customers before 
investing in developing features or benefits 
that may not create value in the market.

M

/Personas: Archetypal characters that 
represent how different customers might 
engage with a product or service in a similar 
way. Personas can help FSPs better 
understand specific sub-segments of the 
population.

/Product concept: A concept is an idea with 
a rationale that supports how the solution 
you are designing will overcome a problem 
or challenge. A concept is more polished and 
complete than an idea, represent a 
compelling solution by adding specific 
details to how that idea can be realised.

/Prototyping: Creating a sketch or proof of 
concept test with customers in order to learn 
from them. A prototype helps designers 
understand, explore, and communicate what 
it feels like to engage with a solution in real 
working conditions rather than theoretical 
conditions.

/ Low-fidelity prototypes (concept posters, 
paper based activities and sketches, etc.): 
Using concept posters or simple sketches of 
customer interfaces so that they can be  
rapidly designed, simulated, and tested with 
end customers. Low-fidelity prototypes can 
be used to communicate ideas and observe  
human interaction with customer interfaces 
even before these interfaces are designed 
and developed.

P

/Synthesis: Involves combining and 
interpreting customer research findings into 
ideas to form insights (ideas or anecdotes 
expressed as succinct statements that 
serve to interpret patterns in research 
findings) that prompt further design. 

S

/Use case: The sequence of steps that a 
customer might take to achieve a goal 
within a product or service. Each use case 
is represented as a sequence of simple 
steps, beginning with a customer’s goal, 
and ending when that goal is fulfilled.

U

/ High-fidelity prototypes (wireframes, 
clickable mockups, etc.): Representations of 
the product in its closest resemblance to the 
final design in terms of details and 
functionality. High-fidelity prototyping is 
typically done after low fidelity prototyping 
has produced a good degree of confidence in 
the appeal of the product concept. 
Wireframes and clickable design mockups 
are two commonly used forms of high 
fidelity prototyping.

/Ideation Session: A creative approach by 
which individuals or groups generate and 
share ideas without criticism or judgment in 
order to promote uninhibited thinking. 

/Insights: Learnings or patterns from 
research expressed as succinct statements. 
Insights offer a new perspective, even if they 
are not new discoveries. They are inspiring 
and relevant to the design challenge.

/Iterative design process: The cycle of 
learning, creating, prototyping, and 
measuring to achieve a desired goal. Each 
repetition of the process is called an iteration. 
Designers typically go through several rounds 
of iteration in which they present their ideas 
and prototypes to customers and then make 
incremental changes based on their 
feedback. This process leads to ideas that 
are more in tune with customers needs.

I
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