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Service Experience Design Program

             for

Mateusz Kaliszewski
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• Understand the Design Thinking mindset, process, and key tools

• Learn how to identify real user and stakeholder needs

• Practice defining challenges, generating ideas, prototyping, and testing solutions

• Strengthen collaboration, creativity, and user-centered problem solving

• Apply Design Thinking to real business challenges within the organization

🎯 Training Objective



📋 FULL PROGRAMME OVERVIEW

DATE & TIME SESSION MAIN FOCUS WHAT WE WILL DO

7 July, 08001200 Session 1 Introduction to Design Thinking & Empathy Understand the DT process, choose a service challenge, 
identify users and stakeholders, prepare for interviews

8 July, 08001200 Session 2 Synthesis & Problem Framing Analyse insights, map the current service experience, identify 
pain points, define “How might we…ˮ questions

10 July, 08001200 Session 3 Ideation, Selection & Experiment Design Generate ideas, select the most promising solution, and turn it 
into a testable experiment

13 July, 08001200 Session 4 Prototyping, Testing & Applying DT at TÜV Build and test a prototype, collect feedback, define next steps 
and the ambassador role



● Introduction to synthesis and problem framing

● Organising research findings and looking for patterns

● Grouping observations with affinity mapping

● Mapping the current service experience with a Customer Journey Map

● Prioritising the key problems worth solving

● Reframing the challenge into “How might we…ˮ questions

● Looking at the challenge from a more ambitious 10x perspective

On Wednesday
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● Introduction to idea generation

● Creative warm-up

● Silent brainstorming: generating first ideas individually

● Team brainstorming: building on each otherʼs ideas

● Introduction to idea selection criteria

● Selecting the most promising ideas

● Choosing the idea for further development

● Introduction to prototyping, testing and experimentation

● Designing a simple experiment with a Test Card

● Preparing for prototyping and user testing in the next session

● Summary and next steps

Breaks: One 15-minute break is planned during the session. 

Additional short breaks may be added if needed.

Agenda – Session 3

Mateusz Kaliszewski - Design Thinking and Innovation Expert



● We respect each other and create a safe space for collaboration.

● We are fully present: only Microsoft Teams and Miro are open, other 

apps, tabs and notifications are closed.

● We are willing to step outside our comfort zone, because this is where 

real learning happens.

● There are no stupid questions. You have the right not to know — and I do 

too.

● We challenge ideas kindly, constructively and with good intentions.

● Help each other if someone gets stuck — do not wait only for the trainer.

🤝Working Contract – Key Principles
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Park Your Inner Critic

Before we start working creatively, letʼs make space for open thinking.

Your task:

● Open the Miro board.

● Use the Draw tool in Miro to draw your inner critic — the voice that says 

things like:

○ “This idea is stupid.ˮ

○ “Iʼm not creative.ˮ

“This will never work.ˮ

○ “Someone else will have a better idea.ˮ

● Name your inner critic — give it a funny, serious or exaggerated name.

● Place your inner critic behind the virtual doors.

For the next part of the workshop, we will leave judgment outside and focus on 

curiosity, openness and experimentation.

Creative Warm-up
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THE DESIGN THINKING PROCESS

THE RIGHT PROBLEM THE RIGHT SOLUTION THE RIGHT 
IMPLEMENTATION

1

EMPATHIZE

interviews
observations
user journey

desk research

›

2

DEFINE

insight sorting
problem tree
empathy map

How Might We?

›

3

IDEATE

brainstorming
635 method

idea matrix
dot voting

›

4

PROTOTYPE

draft form
service flow

e-mail template
mockup

›

5

TEST

usability test
feedback session

observation
iteration

›

6

IMPLEMENT

service blueprint
role matrix

KPI baseline
next steps

First understand the right problem. Then design and test the right solution. Only then move toward implementation.



IDEATION: FROM UNDERSTANDING TO POSSIBILITIES

OBJECTIVE OF THE STAGE

Ideation is the stage where we move from understanding the problem to 
exploring possible solutions.

At this point, we already have:

● a better understanding of users and stakeholders,

● key observations and insights,

● a clearer design challenge.

Now our goal is to generate many possible ways to respond to this challenge.

Ideation is not only about creativity.

It also includes analysis and selection — because after generating ideas, we need 

to decide which ones are most promising, valuable and worth testing.

In this stage, we will:

● generate a wide range of ideas,

● build on each otherʼs thinking,

● look for non-obvious solutions,

● select the strongest direction for prototyping and testing.



Creative Thinking vs Analytical Thinking
In ideation, we need two different modes of thinking.

Important rule:

Do not mix these two modes too early.

First we generate. Then we analyse.

Creative thinking Analytical thinking

The goal is to open up possibilities.

Here we:

● generate many ideas,

● suspend judgment,

● build on each otherʼs thoughts,

● look for unexpected connections,

● allow unusual or imperfect ideas to appear.

The goal is to make choices.

Here we:

● compare ideas,

● look at user value and feasibility,

● identify risks and assumptions,

● select the most promising direction,

● prepare the idea for testing.



WHAT MAKES IDEATION DIFFICULT IN LARGE ORGANIZATIONS?

Generating ideas sounds easy — but in large organizations it can be difficult.

Common challenges:

● We jump too quickly to familiar solutions.

● We judge ideas before they have a chance to grow.

● We focus on constraints instead of possibilities.

● We look for the “perfectˮ idea too early.

● We stay within existing processes, roles and silos.

● We avoid bold ideas because they may feel unrealistic, risky or 
politically difficult (case study)

● We try to satisfy everyone instead of focusing on real user value.

● We confuse discussion with creation.

In Design Thinking, the goal is not to find the safest idea first.

The goal is to create enough options so that we can discover something 

worth testing.



RULES FOR IDEATION

1. We stay committed to our challenge from the previous session
Keep your focus on the goal we defined earlier and actively search for answers to the “How might weˮ challenge from the previous 
session. Build on yesterdayʼs work, stay engaged, and continue moving forward together.

2. There are no bad ideas — only brave hypotheses
The crazier, more unusual or “impossibleˮ the idea feels, the better. Breakthroughs often start outside the comfort zone.

3. First generate, then analyse
Do not judge, comment on or analyse ideas while we are creating them. Evaluation will come later.

4. Be specific, not generic
If an idea sounds too broad, make it concrete. A good idea should explain what, for whom and how.

5. Constraints are a starting point, not the end
Treat limitations as fuel for creativity. The question is: how might we overcome this barrier?

6. Look for inspiration everywhere
Use examples from other industries, technologies, services, startups and unexpected contexts. Innovation often comes from 
combining distant worlds.

7. Speed matters
We will work in short rounds and time boxes. Time pressure helps us avoid overthinking and generate more boldly.

8. Support others and yourself — leave your inner critic outside
Encourage each other, build on ideas, and create a safe space for experimentation. Your inner critic can wait outside the door — 
we will invite it back later, during evaluation.



SILENT IDEA GENERATION

Your task: generate as many ideas as possible individually and in silence.

You have 10 minutes.

Work with your teamʼs “How might we…ˮ challenge and follow the ideation rules.

Instructions:

1. Read your “How might we…ˮ challenge carefully
Make sure you understand what problem you are generating ideas for.

2. Switch off your inner critic
Write down every idea that comes to your mind — including ideas that feel 

strange, unrealistic, too simple or even “stupid .ˮ

At this stage, quantity matters.

3. Make your ideas specific
Do not write only the desired effect.

For example, “better communicationˮ is not an idea.

Describe what could actually be done, for whom and how.

After 10 minutes, I will give you additional inspiration to help you push your ideas 

further.



10X THINKING
Most organizations try to make their products, services or processes 10% better.

They optimize what already exists.
They improve the current process.
They fix small pain points.

But 10% thinking often keeps us inside the same assumptions.

10x thinking means asking a different question:

Not: “How can we improve this a little?ˮ

But: “How could we make this 10 times better, faster, simpler or more valuable 
for the user?ˮ

10x ideas may feel unrealistic at first — and that is the point.

They force us to:

● change perspective,
● question current assumptions,
● look beyond existing processes,
● imagine a radically better experience,
● search for new ways to create value.

In this exercise, we will use 10x thinking to push our ideas beyond obvious improvements.



Example: Gmail and 10x Thinking

When Gmail entered the market in 2004, it did not try to be just a “slightly betterˮ email service.

At a time when Yahoo Mail offered around 4 MB of storage, Gmail gave users 1 GB.

This was not a 10% improvement.

It was about 250 times more space.

This big jump changed how people thought about email.

Instead of constantly deleting messages and managing storage, 
users could keep much more information and easily find it later.

This change was not only technical.

It improved the whole user experience:

● less stress about running out of space,
● less manual cleaning and organizing,
● more confidence that messages would not disappear,
● a simpler and more useful way to use email.

Question for our challenge:
What would our solution look like if it was not 10% better, but 10 times better for the user?



GROUP BRAINSTORMING
Your task: share your ideas and build on them as a team.

You have 15 minutes.

This is not a presentation.
This is not a decision-making moment.
This is not a search for approval.

Instructions:

1. Read your ideas to the group
Briefly explain what you wrote, but do not try to defend or “sellˮ your ideas.

2. Listen to others with curiosity
Do not judge, evaluate or discuss whether the idea is realistic yet.

3. Build on each otherʼs ideas
Use other peopleʼs ideas as triggers for new directions.

4. Generate 10x ideas
Ask yourself: What would this idea look like if it was 10 times better, faster, simpler 
or more valuable for the user, and how could it improve key KPIs by 10x?

5. Add new ideas to the board
Keep writing. Every new idea should become a separate sticky note.

Goal: create more, stronger and bolder ideas than any one person could generate alone.



IDEA ANALYSIS

Idea analysis is the moment when we switch from creative thinking to analytical thinking.

In the previous exercises, our goal was to generate as many ideas as possible.

Now our goal is different.

We need to look at the ideas more carefully and identify which ones have the strongest 

potential.

In this stage, we will:

● review the ideas generated by the team,

● understand what each idea is really about,

● compare ideas using clear criteria,

● identify ideas with the highest potential,

● choose ideas that are worth developing further.

This is not about killing creativity.

It is about using analytical thinking to find the ideas that can create the biggest value for 

users and for the organization.



CRITERIA FOR SELECTING IDEAS

To choose the strongest ideas, we need clear evaluation criteria.

The most important criteria should come from our “How might we…ˮ challenge.

We are not selecting ideas because they sound nice, safe or easy.

We are selecting ideas because they can help us solve the real problem.

Key criteria:

1. Impact on the problem and KPIs
How strongly can this idea help us address the challenge?

Can it improve the key outcomes we care about?

2. Impact on user experience
How much value can this idea create for the user?

Can it make the experience easier, faster, clearer, less frustrating or more useful?

A strong idea should connect both perspectives:

It should help the user and move the organization closer to the desired result.





TASK: ANALYSE IDEAS ON THE MATRIX

Use the idea evaluation matrix on the Miro board.

Place each idea on the matrix according to two criteria:

Vertical axis:
Impact on solving the problem and improving KPIs

Horizontal axis:
Impact on user experience

Instructions:

1. Read all ideas generated by your team.
2. Discuss what each idea could change for the user and for the 

organization.
3. Place each idea on the matrix.
4. Look for ideas with the strongest combined potential:

○ high impact on the problem and KPIs,
○ high impact on user experience.

5. Select 2 ideas that your team wants to develop further.

Output:
2 selected ideas with the highest potential for prototyping and testing.



THE DESIGN THINKING PROCESS

THE RIGHT PROBLEM THE RIGHT SOLUTION THE RIGHT 
IMPLEMENTATION

1

EMPATHIZE

interviews
observations
user journey

desk research

›

2

DEFINE

insight sorting
problem tree
empathy map

How Might We?

›

3

IDEATE

brainstorming
635 method

idea matrix
dot voting

›

4

PROTOTYPE

draft form
service flow

e-mail template
mockup

›

5

TEST

usability test
feedback session

observation
iteration

›

6

IMPLEMENT

service blueprint
role matrix

KPI baseline
next steps

First understand the right problem. Then design and test the right solution. Only then move toward implementation.



Prototyping & Testing: Build to Learn

Prototyping and testing help us check an idea before we invest too much time, money 
and effort into it.

A prototype is not the final solution.

It is a simple version of the idea that allows people to see it, react to it and give feedback.

Testing helps us understand whether the idea creates real value for the user and whether it 

is worth developing further.

Why do we do it?

● to make the idea tangible,

● to move from opinions to feedback,

● to check assumptions early,

● to reduce the risk of building the wrong thing,

● to avoid wasting budget, time and team energy,

● to learn what should be improved before implementation.

The goal is not to prove that our idea is perfect.

The goal is to learn fast and make better decisions.

OBJECTIVE OF THE STAGE



Prototyping & Testing Is Not a Pilot

Pilot Prototype and test

● more advanced solution,

● higher cost,

● more time needed,

● more people involved,

● closer to implementation,

● harder to change direction

● simple version of the idea,

● low cost,

● fast to prepare,

● focused on key assumptions,

● easy to change or stop,

● useful for learning before bigger investment

A prototype is not the same as a pilot.

A pilot usually tests a solution that is already quite developed.

Prototyping happens much earlier.

It is cheaper, faster and focused on checking the smallest important assumptions before we invest in a bigger implementation.

Prototyping also makes discussion much better.

Instead of talking about abstract ideas, we can react to something concrete.

If a picture is worth 1,000 words, a prototype is worth 1,000 meetings.



MVP: Minimum Viable Product

MVP means Minimum Viable Product.

It is the smallest version of a solution that allows us to test whether the idea creates value for users.

An MVP is not a worse version of the final product.

It is a learning tool.

It helps us check the most important hypothesis with the minimum necessary effort.

A good MVP should be:

● small enough to build quickly,
● realistic enough to get useful feedback,
● focused on one key problem or need,
● connected to a clear hypothesis,
● useful for making a decision: continue, change or stop.

The question is not:

“How can we build the full solution?ˮ

The question is:

“What is the smallest thing we can create to learn whether this idea is worth developing?ˮ
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Boost conversion and sales
A product description is one of the most important element of every product 
offer. We generate product descriptions based on a huge amount of data 
from the biggest marketplace that provide us with knowledge of what really 
works for customers.

Cut costs
You don't need to hire a copywriter or an agency to write your product 
description content anymore. Just insert the photo of the product and in one 
click you will have your bestselling text!

Save time
Writing an outstanding offer is time-consuming. With Artifica you can do it in 
seconds thanks to AI driven, context aware tool. Save hours and days of 
tedious work now.
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Are sellers interested in such 
a service?

We did a fake-door-test just in few days

We measured:
● the number of Landing Page LP] views and the source of the views 

(from where the user came to the LP
● the number of surveys that sellers have completed

We checked what the sellers answered to the questions in the survey.

https://docs.google.com/document/d/1nzma4Lc6dYhbUEj53cAFmXVGZleokBUTeLwe-lulssA/edit?usp=sharing
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Are sellers interested in such a service?

We showed the possible price

Those who spend money on product descriptions pay monthly on 
average PLN1438.00 Median = PLN500.00.
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Results

From 20221128 to 20221220

CTR 2,92% on “boost salesˮ page source
 

11,41% of LP visitors completed survey
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And…

83% of respondents are interested in the test

Do you want to be notified about solution tests?
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5h of 
work
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Evidence Strenght



Start with the Hypothesis

A good idea is not enough. Before we decide to implement it, we need to identify 

the most important assumption behind it.

Ask yourself:

● What must be true for this idea to be worth implementing?

● What is the biggest uncertainty?

● What do we need to learn before we invest more time, money and effort?

Instead of asking: Do we like this idea?

Ask: What do we need to prove to make a confident decision?

Every experiment starts with a hypothesis.

The goal is not to prove that our idea is great.

The goal is to learn whether it is worth continuing, changing or stopping.



What Makes a Good Hypothesis?

A good hypothesis is:

Relevant
It checks something that really matters for the success of the idea.

Precise
It clearly describes who will do what, in what situation, and what outcome we expect.

Non-obvious
It tests something we are not already sure about.

Verifiable
It can be checked through observation, feedback, data or behaviour.



Test Card 

Design the smallest possible experiment

A Test Card helps us translate an idea into a simple experiment.

It forces us to define:

What we believe
Our key hypothesis.

How we will test it
The simplest experiment, prototype or validation activity.

Who we will test it with
The users, stakeholders or internal partners we need feedback from.

What we will measure or observe
The evidence that will help us make a decision.

What result will be good enough
The minimum signal that tells us whether to continue, change or stop.



Test Card Structure 

1 We believe that…
Write the key assumption behind 
the idea.

We believe that employees will prefer one simple request form 
instead of contacting different service teams by email.

2.1 To verify this, we will…
Describe the smallest possible test.

To verify this, we will show them a clickable prototype of the 
form and ask them to complete three typical service requests.

2.2 With…
Name the target users or 
stakeholders.

With 5 employees from different departments.

3 And measure / observe…
Define the evidence you are looking 
for.

And measure / observe whether they understand where to click, 
complete the task without help, and say the process feels clearer 
than email.

4 We are right if…
Define the success criterion.

We are right if at least 4 out of 5 users complete the task without 
support and say they would use this solution in real work.



Test Name: eBilet ticket resale feature

STEP 1 HYPOTHESIS

We believe that at least 10% of people who buy tickets try to resell or get rid of 
their ticket.

STEP 2 TEST

To verify that, we will

● Check the history of customer contacts with our CX team regarding the 
possibility of returning a ticket.

● Check the number of personal data changes made for events with named 
tickets.

STEP 3 METRIC

And measure

● The number of these contacts compared to all transactions.
● The number of these changes compared to all tickets sold.

STEP 4 CRITERIA

We are right if We get a result of at least 10%.

Itʼs about market size.



STEP 1 HYPOTHESIS

We believe that customers will be willing to pay 5% more than through 
unofficial Facebook groups if they are sure that the ticket is genuine.

STEP 2 TEST

To verify that, we will

● Run surveys in Facebook groups used for ticket resale, scam 
warnings, etc.

STEP 3 METRIC

And measure

● Whether buyers are willing to pay more for a ticket authenticity 
guarantee, and how much more.

STEP 4 CRITERIA

We are right if….

Itʼs about monetization.



STEP 1 HYPOTHESIS

We believe that customers will be willing to pay 5% more than through 
unofficial Facebook groups if they are sure that the ticket is genuine.

STEP 2 TEST

To verify that, we will

● Run surveys in Facebook groups used for ticket resale, scam 
warnings, etc.

STEP 3 METRIC

And measure

● Whether buyers are willing to pay more for a ticket authenticity 
guarantee, and how much more.

STEP 4 CRITERIA

We are right if….

Itʼs about monetization.

It’s already validated by Viagogo.
People are willing to pay several times more for a ticket they really 
want, especially when they missed the original sale. They are 

willing to do this even without a full guarantee that the ticket is 

legal, valid, or genuinely transferable.



So they launched it
April 2026

March 2023

eBilet Resale is live!

As part of our mission to provide promoters 
with technology and tools that make their 
live events even more accessible and safer, 
we are launching a solution that addresses 
one of the biggest issues in our industry: 
ticket resale.

When you see tickets offered on social 
media or external websites, you are often 
unsure whether they are genuine, who really 
has the rights to them, or whether this is not 
a scam. Why risk your money and time when 
you can use eBilet Resale — an official 
service that fully guarantees ticket 
authenticity and safe entry to the event?

We are starting with selected events, 
including Live2Listen, Fource Entertainment, 
PZPS | Polish Volleyball Federation, but we 
will gradually expand availability. Interested 
partners are welcome to contact Tomasz 
Kierznowski and his team.

A big thank you to the entire eBilet Polska 
team for months of hard work — you guys 
rock! More exciting tech and product 
projects are coming soon.



Design an experiment for your selected idea

Use the Test Card to turn your selected idea into a simple experiment.

Your goal is to decide which key hypothesis should be tested first and how you can verify it in the most reliable way during the next session.

Your conditions

● In the next session, you will have:
● 1 hour to build a simple prototype, MVP or test material
● At least 1 tester from another team to test it with

Be creative with the prototype

● Your prototype does not have to be built only in Miro.
● You can use any format that helps you test the hypothesis, for example:
● a clickable mock-up, a process sketch, a simple form, a storyboard, a landing page, a service script, an email/message draft, a dashboard 

mock-up, a role-play, or even a very simple MVP.
● The prototype only needs to be good enough to help someone react, understand, use or evaluate the idea.



Design an experiment for your selected idea

Complete the Test Card

1. We believe that…
Write the most critical hypothesis behind your idea.

2. To verify that, we will…
Describe the smallest prototype, MVP or experiment you can prepare in 1 hour.

3. And measure…
Define what you will observe, ask or count during the test.

4. We are right if…
Define the minimum result that will tell you the idea is worth continuing.

What can we test quickly that will give us the strongest evidence for making a decision?



THE DESIGN THINKING PROCESS
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First understand the right problem. Then design and test the right solution. Only then move toward implementation.



📋 FULL PROGRAMME OVERVIEW

DATE & TIME SESSION MAIN FOCUS WHAT WE WILL DO

7 July, 08001200 Session 1 Introduction to Design Thinking & Empathy Understand the DT process, choose a service challenge, 
identify users and stakeholders, prepare for interviews

8 July, 08001200 Session 2 Synthesis & Problem Framing Analyse insights, map the current service experience, identify 
pain points, define “How might we…ˮ questions

10 July, 08001200 Session 3 Ideation, Selection & Experiment Design Generate ideas, select the most promising solution, and turn it 
into a testable experiment

13 July, 08001200 Session 4 Prototyping, Testing & Applying DT at TÜV Build and test a prototype, collect feedback, define next steps 
and the ambassador role



Thank You!

Complete the sentence

One thing I will stop assuming and start 
checking is…

It can be about:

● users or clients,

● communication at work,

● your own habits,

● change and decision-making,

● personal life,

● assumptions about yourself,

● something you want to test instead of overthinking.
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