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HMW (How-Might-We statement)  A

How might we redesign a wearable audio product with better ergonomy for sporty 
customers so that better sports experience can be provided?

Example 1

redesign a 
wearable 
audio product

better 
ergonomy

sporty 
customers

better sports 
experience

Action Technology Subject Outcome

How might we redesign the brand of our classic watch product with health- tracking 
technology for middle to upper-class individuals with health concerns so that people 
can collect health data with elegance ?

Example 2

Your HMW

redesign 
the brand

health-track-
ing technology

middle to 
upper-class
individuals

collect health 
data with 
elegance

Action Technology Subject Outcome

Action Technology Subject Outcome



Personas  B

'UDZ�\RXU�SHUVRQD�KHUH

$ERXW�WKLV�SHUVRQD
Name?
%DFNJURXQG"

Pains Gains

Jobs to be done Reality

:DQWV��QHHGV��KRSHV�DQG�GUHDPV)HDUV��IUXVWUDWLRQ�DQG�DQ[LHWLHV

:KDW�DUH�WKH\�WU\LQJ�WR�GR�DQG
ZK\�LV�LW�LPSRUWDQW�IRU�WKHP"

+RZ�GR�WKH\�DFKLHYH�WKRVH�JRDOV
WRGD\"�$Q\�EDUULHUV�LQ�WKHLU�ZD\"

Stories and observations
:ULWH�GRZQ�TXRWHV�RU�REVHUYDWLRQV�WKDW�EHVW�GHVFULEH�WKHLU�H[SHULHQFH

Context
$UH�WKHUH�RWKHU�IDFWRUV�WKDW�ZH�VKRXOG�WDNH�LQ�FRQVLGHUDWLRQ"

Adapted from “Personas” board of innovation



Empathy Map  C

Adapted from Empathy Map with four quadrants by NNGroup

Uers

Says Thinks

Does Feels



User Journey Map  D

Adapted from Kerry Bodine | Source: https://kerrybodine.com/

PERSONA NAME
Short description of this persona

Importance to Customer Typical Journey

Alternate Journey

Touch points

Needs & 
Expectations

Voice Of Customer

STAGE 1 STAGE 2 STAGE 3 STAGE 4



Interview and Questionnaires (dos and don’ts; triangulation)  E

Dos

Don’ts

$YRLG�DVNLQJ�WZR�LQ�RQH�TXHVWLRQV��VXFK�DV��̸'R�\RX�WUDYHO�E\�FDU�DQG�E\�ELNH"̹

$YRLG�OHDGLQJ�TXHVWLRQV

$YRLG�SKUDVLQJ�TXHVWLRQV�DV�QHJDWLYHV��H�J���̸+RZ�GRQ̵W�\RX�OLNH�WR�JHW�WR�ZRUN"̹��

$YRLG�TXHVWLRQV�ZLWK�D�VWURQJ�SRVLWLYH�RU�QHJDWLYH�DVVRFLDWLRQ�

8VH�RSHQ�HQGHG�TXHVWLRQV�WR�JHW�OHQJWK\�DQG�GHVFULSWLYH�DQVZHUV�UDWKHU�WKDQ�
FORVH�HQGHG�TXHVWLRQV

8VH�WHUPV�WKDW�SDUWLFLSDQWV�FDQ�XQGHUVWDQG��JLYHQ�WKHLU�NQRZOHGJH��ODQJXDJH�
VNLOOV��FXOWXUDO�EDFNJURXQG��DJH��JHQGHU��HWF��%H�PLQGIXO�RI�WKH�VRFLDO�RU�FXOWXUDO�
FRQWH[WV�RI�\RXU�TXHVWLRQV�

.HHS�WKH�TXHVWLRQV�DV�VKRUW�DQG�VSHFLͤF�DV�SRVVLEOH�

'R�SLORW�WHVW�\RXU�TXHVWLRQQDLUH



MVP（Minimum Viable Product）  F

Adapted from How to Plan a Minimum Viable Product: a Step-By-Step Guide

Desirability Viability

Feasibility

-HUMAN- -BUSINESS-

-TECHNICAL-

ideation

innovation

inspiration implementation

High Impact

Low Impact

lnclude in MVP

Revisit

Debate

Don’t lnclude in MVP

High UrgencyLow Urgency



Implementation Plan  G

Adapted from Kim Erwin

THE “WHAT” THE “HOW”
&RQWHQW 6WDNHKROGHUV (QJDJHPHQW!

,GHQWLI\�WKH�FRUH
PHVVDJH��QHZ�! 'HYHORS���

H[SUHVVLRQV" &RPPXQLFDWH
with whom# ,QWURGXFH�DW�D�SRLQW�

>ZKHQ�ZKLFK�SKDVH@$ ([SDQG�WKH�
communication%

0HWDSKRUV

6WRULHV

0DQWUDV���&DWFKSKUDVHV

&RQWUDVW

$UWLIDFW���,PDJHV



Brief  H

Stakeholder Map *

Requirements & Criteria

Company HMV
(Tool A - research result)

Personas
(Tool B - research result)

Empathy Map
(Tool C - research result)

User Journey Map
(Tool D - research result)

Interview and Questionnaires
(Tool E - research result)

MVP
(Tool F - research result)

Uncontrolled VariabblesControlled Variables Objectives

Implementation Plan
(Tool G - research result)

Desired State/Outcome

Gap

Current State

core stakeholder internal / direct stakeholder external / indirect stakeholder


