Service Experience Design Program

DESIGN THINKING TRAINING

Session 3 — Ideation, Selection & Experiment Design
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@ Training Objective

« 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



] FULLPROGRAMME OVERVIEW

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..." 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 TUV Build and test a prototype, collect feedback, define next steps

and the ambassador role



On Wednesday

e Introduction to synthesis and problem framing

e Organising research findings and looking for patterns

e Grouping observations with affinity mapping

e Mapping the current service experience with a Customer Journey Map
e Prioritising the key problems worth solving

e Reframing the challenge into “How might we..." questions

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

Mateusz Kaliszewski - Design Thinking and Innovation Expert




Agenda — Session 3

e Introduction to idea generation
e Creative warm-up
e Silent brainstorming: generating first ideas individually

e Team brainstorming: building on each other’s ideas

e Introduction to idea selection criteria

e Selecting the most promising ideas

e Choosing the idea for further development

e Introduction to prototyping, testing and experimentation

e Designing a simple experiment with a Test Card

e Preparing for prototyping and user testing in the next session

e Summary and next steps

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

Additional short breaks may be added if needed.

Mateusz Kaliszewski - Design Thinking and Innovation Expert



v Working Contract — Key Principles

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

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

apps, tabs and notifications are closed.

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

real learning happens.

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

too.
e We challenge ideas kindly, constructively and with good intentions.

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

Mateusz Kaliszewski - Design Thinking and Innovation Expert



Creative Warm-up

Park Your Inner Critic
Before we start working creatively, let's make space for open thinking.
Your task:

e Open the Miro board.
e Use the Draw tool in Miro to draw your inner critic — the voice that says
things like:
o "“This idea is stupid.”
o “I'm not creative.”
“This will never work."

o "Someone else will have a better idea.”

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

e 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.

Mateusz Kaliszewski - Design Thinking and Innovation Expert
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THE DESIGN THINKING PROCESS

THE RIGHT PROBLEM
EMPATHIZE DEFINE
interviews insight sorting
observations - problem tree
user journey empathy map
desk research How Might We?

—>

IDEATE

brainstorming

6-3-5 method
idea matrix
dot voting

THE RIGHT SOLUTION

—>

PROTOTYPE

draft form
service flow
e-mail template
mockup

TEST

usability test
feedback session
observation
iteration

THE RIGHT
IMPLEMENTATION

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

Ideation is the stage where we move from understanding the problem to

exploring possible solutions.
At this point, we already have:

e a better understanding of users and stakeholders,
e key observations and insights,

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

Ildeation 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:

e generate a wide range of ideas,
e build on each other's thinking,
e |ook for non-obvious solutions,

e select the strongest direction for prototyping and testing.

OBJECTIVE OF THE STAGE




Creative Thinking vs Analytical Thinking

In ideation, we need two different modes of thinking.

Creative thinking Analytical thinking
The goal is to open up possibilities. The goal is to make choices.
Here we: Here we:
e generate many ideas, e compare ideas,
e suspend judgment, e ook at user value and feasibility,
e build on each other's thoughts, e identify risks and assumptions,
e look for unexpected connections, e select the most promising direction,
e allow unusual or imperfect ideas to appear. e prepare the idea for testing.

Important rule:
Do not mix these two modes too early.

First we generate. Then we analyse.



WHAT MAKES IDEATION DIFFICULT IN LARGE ORGANIZATIONS? -

h ”!1!:1]

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

e We jump too quickly to familiar solutions.
e We judge ideas before they have a chance to grow.

e We focus on constraints instead of possibilities.

e We look for the "perfect” idea too early.

e We stay within existing processes, roles and silos.

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

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

e \We confuse discussion with creation.

In Design Thinking, the goal is not to find the safest idea first.
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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 we" challenge from the previous
session. Build on yesterday’s work, stay engaged, and continue moving forward together.

2. There are no bad ideas — only brave hypotheses
The crazier, more unusual or “impossible” 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 team’s “How might we..."” challenge and follow the ideation rules.
Instructions:

1. Read your “"How might we..."” 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”.
At this stage, quantity matters.
3. Make your ideas specific
Do not write only the desired effect.
For example, “better communication” is not an idea.

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

After 10 minutes, | 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?"

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

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.

THINKING 10X

The Mindset That Drives

Extraordinary Innovation

e
O




Example: Gmail and 10x Thinking

When Gmail entered the market in 2004, it did not try to be just a “slightly better” email service.
At a time when Yahoo Mail offered around 4 MB of storage, Gmail gave users 1GB.

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:

o less stress about running out of space,

e less manual cleaning and organizing,

« more confidence that messages would not disappear,
e asimpler 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.

2.

Read your ideas to the group

Briefly explain what you wrote, but do not try to defend or “sell” your ideas.
Listen to others with curiosity

Do not judge, evaluate or discuss whether the idea is realistic yet.

Build on each other’s ideas

Use other people’s ideas as triggers for new directions.

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?
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. _ "ﬁgluwv-
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:

e review the ideas generated by the team,

e understand what each idea is really about,
e compare ideas using clear criteria,

e identify ideas with the highest potential,

e 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..." challenge. : i
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. ) ﬂ‘iﬁs
Key criteria:

1. Impact on the problem and KPls ’
How strongly can this idea help us address the challenge? W‘Vj
Can it improve the key outcomes we care about? h]

2. Impacton 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? u)/

A strong idea should connect both perspectives:

It should help the user and move the organization closer to the desired result.
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Problem Market Problem Willingness Fit with Copplemantaty
urgeneyand growth rate - frequency - 10x effect - to pay - Are Innoventure with Orange
Customer segment T Is the market How often Is the customers Saategy mesoufces - Doss
Description 8 St Weight growing >20% Weight does the Weight solution Weight already Weight Does the idea Weight the idea leverage Weight
and problem P . . align with the Orange's
urgent, per year or customer radically paying for B i
expensive, and driven by a experience the better? alternatives and Orange products, e:; d
mandatory? trend? problem? today? strategy? :hannells'.’
Buyer: someone who needs
An automated 'live to regularly check resilience
pentest' that simulates  to attacks, wants to run
25  PentestBot - Andrzej attacks, detects tests continuously and 2 2 4 2 4 1 2 1 3 2 5 3 5 3
vulnerabilities, and receive remediation
reports a remediation  priorities in order to close
plan. vulnerabilities faster than
the attack cycle.
Buyer: an internationally
A platform of 'digital scaling company
i B (ops/COO). JTBD: When |
workers' that is deployec
chilesan enter a new market, | want
26 DigitalStaff OS - Andrzej asproccss mody to quickly launch repeatable 3 2 5 2 4 1 4 1 4 2 5 3 5 3

replicated across
markets.

processes without
recruiting a whole team, so
| can accelerate expansion
and reduce entry costs.

Buyer: an organization with
technology debt
(finance/operations). JTBD:

Low-cost, ready-made
When | need back-office

RPA automations sold ;
27 RPABudget-Andrzej ke a product, with fast 2utomation but cannot 3 2 4 2 4 1 3 1 3 2 4 3 4 3

implementation and no afford an implementation
project, | want ready-made
bots as a product so | can
quickly reduce manual

large project.

labor costs.



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 KPlIs

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:
o high impact on the problem and KPlIs,
o 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.

Idea Prioritization Matrix

High

Impact on problem & KPIs

Priority bets

Nice-to-have improvements

Low

Impact on user experience

High



THE DESIGN THINKING PROCESS

THE RIGHT PROBLEM
EMPATHIZE DEFINE
interviews insight sorting
observations - problem tree
user journey empathy map
desk research How Might We?

—>

IDEATE

brainstorming

6-3-5 method
idea matrix
dot voting

THE RIGHT SOLUTION

—>

PROTOTYPE

draft form
service flow
e-mail template
mockup

TEST

usability test
feedback session
observation
iteration

THE RIGHT
IMPLEMENTATION

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

OBJECTIVE OF THE STAGE

is worth developing further.
Why do we do it?

e to make the idea tangible,

e to move from opinions to feedback,

e to check assumptions early,

e toreduce the risk of building the wrong thing,

e to avoid wasting budget, time and team energy,

e tolearn 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.




Prototyping & Testing Is Not a Pilot

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.

Pilot Prototype and test

e more advanced solution, e simple version of the idea,

e higher cost, e |ow cost,

e more time needed, e fastto prepare,

e more people involved, e focused on key assumptions,

e closer to implementation, e easy to change or stop,

e harder to change direction e useful for learning before bigger investment

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?”

The question is:

"What is the smallest thing we can create to learn whether this idea is worth developing?"”



Dawid
dawid.

This conversation is just between @ _ and you. Check out their

profile to learn more about them. View Profile

November 9th, 2022

g Mateusz Kaliszewski 09:11
)

Hi Dawid, as part of the Innovation Hub initiative, we have an idea to use Al and
ML to optimize product descriptions for merchants and online sellers in general.

We would like to test interest in such an idea/service in the form of a fake door test
on the merchant dashboard. Let me know if we could talk — | could tell you more
details about the idea.

Merchant and Al are hot topics right now, so we could test an interesting idea in

a simple way :)

Dawid 12
Ciekawy watek

Wrzud co$ prosze:)

Developer(s) OpenAl

Initial release November 30, 2022; 5 months
ago



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 Al driven, context aware tool. Save hours and days of
tedious work now.




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.

allegro Dla sprzedajacych

Aktualnosci  Obslugazamowier  Asortyment  Ustawieniasprzedazy  Zwigkszanie sprzedazy  Jakost sprzedazy

Allegro - Dla sprzedajacych - Aktual

Katalog produktéw Allegro, Dostawa, Allegro Smartl, Kupany

Aktualnosci dla sprzedajacych

TKIE  OBSLUGA ZAMOWIEN ~ ASORTYMENT  USTAWIENIA SPRZEDAZY  ZWIEKSZANIE

Smart! okazje tygodnia 21-27.11 5 listopada 2022 00:00

Dolacz do programu Strefy Okazji | promuj aferty  obnizong cena

istopada InPost zmieni podziat strefowy dla godzin granicznych 20220800

Oznacza to, ze Iokalizacja, z ktorej nadajesz przesylki, moze od tego dnia nalezec do innej strefy. esli tak sie stanie,
zmien sig godzina, do ktdrej mozesz nadac przesylke,

Zglos swoje oferty do Black Week 2022! Olistopada

0 14 istopada mozesz zglaszac swoje oferty do Black Week 2022 - najwiekszej kampanii na Allegro. Poznaj szczegdly
tegorocznej akjl

Mozesz dodat tumaczenie informacji o reklamacji i gwarancji na

8 listopada 2022 16:20
inne jezyki

Dodaj do swoich ofert tiumaczenie informacji o reklamacj i gwarancji na inne jezyld. Dzigki temu zakupy dia
zagranicznego kupujacego beda latwiejsze

Przerwa serwisowa InPost 11 i 12 listopada. Sprawdz szczegoly 8listopada 2022 16:10

Najblizsza przerwa serwisowa firmy InPost rozpocznie sie w piatek i zakoriczy w sobote nad ranem

Juz dzi$ dotacz do programu Male i tanie produkty w One Fulfilment .
by Allegro ) o
1 grudnia uruchomimy program Male i tanie produkty w One Fulfillment by Allegro. Dolacz do niego i pla¢ nizsze
opaty podstawowe za obstugg wybranych produktow

)

Zacznij sprzedawaé  Akademia Allegro Moje Allegro  CHANGE LANGUAG

Finanse  Konto

Tworz sprzedajace, unikatowe
opisy produktéw
jednym Klikiem! )

+ Oszczedzaj czas | automatycznie generj najlepsze
opisy do swoich produktow z pomoca naszego
narzedzia opartego na sl

+ 2wigkszaj obroty i konwersje, dzieki opisom kidre

dzialaja, tworzonym na bazie analizy danych Allegro.

Redukuj koszty. Nie musisz zatrudniac copywritera

lub agendji do tworzenia opisw. Nasza SI napisze je

2a Ciebie, w kilku jezykach!

Juz od 49 2 miesigcznie netto.

JESTEM ZAINTERESOWANA/-Y

Zobacz réwniez

Strefa Marek

Kategorie Akce

Jakie wiadomoéci moge wysylaé auto e swoim
kupujacym

Aktualnosl  Obstugazaméwied  Asortyment L

Aliegr

mia Allegro Moje Allegs NG GUAC

allegro Dla sprzedajacych s

by  Zwigkszankspredaly ekl spraedaty  Fimanse Ko

Generu;j opisy produktow,
ktore zwiekszg Twojg
sprzedaz!

ycznie tworz e opisy swoich produl A
2Zwiekszaj sprzedaz, oszczedzaj czas i tnij koszty. Juz nigdy nie
bedziesz musiat zatrudnia¢ kogokolwiek do pisania tekstow ofert. s

O TO JEST
Copywriter i analityk w jednym

To oparte na sztucznej inteligendji narzedzie dla sklepow internetowych i sprzedawcéw, ktérzy chcg pisac i optymalizowac opisy swoich
P bez kroci na copy i agencje Nasze wygeneruje sprzedajace opisy szybko | w
$wietnej jakosci.

Zuigksz konwersig i obroty Toij koszty Oszczedzaj czas
Opis produktu to jeden 2 najwatniejszych elery Nie musisz ju? zatrudniaé copywritera ani agend
Kaidej oferty. Nasze narzedzie generuje opisw Ktora begzie pisala opisy produktow dla Giebie

oparciu o wielkie zbiory danych z najwigkszego Zaladu) z0jecie produktu, by po jednym Kilknieciu
marketplaceu w tej czescl Toz niego otrzymat najlepszy mozliwy sprzedazowo opis
czerpiemy wiedze o tym lepiej dziska na produktu

Mientow

ACZEGO TO DZIAEA
Sztuczna Inteligencja i Big Data

Kazdej minuty nasze narzedzie analizuje i przeglada ogromne
iloéci danych po to, by stwierdzi¢, ktre opisy dziataja na
Klientéw i lepiej konwertujq. Dzieki temu jeste$my w stanie
zarekomendowac najlepsze mozliwe opisy produktéw pod
katem doboru siéw, tonu wypowiedzi czy elementéw, na ktére
zwracaja uwage Klienci, i tym samym wplynac na sprzedaz.

Nasz samouczacy sig silnik S| umie wygenerowa gotowe,
unikatowe i najlepiej konwertujace opisy na jedno Kliknigcie.*

1. Wybierz produkt 2. Ustaw swoje preferencje

4. Testuj i clesz sig wynikami

Poda) link do 5wojego produkt e ustawenia dia Wygeneru) sws) nowy opis 22 Obserwu, jok rosnle Twoja spra
wizut jego zdjgcie albo po prosty generomanego opisu, takie ok ton pomoc jednego Kiikniecia. Sprawd, Esperymentu; 2 r2nymi ops.
wpisz jego narzedzie feryk, dhagosé tekstu, typ promech czy jestes zadowolonal.y, skopivj sayblotestuj co drista
automatycznie go rozpozna cay docelowy jezyk. tekst i whie) g0 na strane swojego Twoja sprzedaz

Wypetnij ankiete
Tego narzedzia jeszcze nie ma, ale jesli jestes zainteresowana/-y nowym produktem

Allegro, czy to do swojego sklepu, czy tez w naszym markeplace‘ie, mozesz wplynac
' na jego ksztalt wypetniajac krétka ankiete. Pomozesz nam w tworzeniu produktu o

" ® najwyzszej jakosci.*

* Moze to trudne do uwlerzenia, ale wszystide teksty na te) stronie Z0staly Wyg przez nasze narzedzie.



https://docs.google.com/document/d/1nzma4Lc6dYhbUEj53cAFmXVGZleokBUTeLwe-lulssA/edit?usp=sharing

Are sellers interested in such a service?

Tworz sprzedajace, unikatowe
opisy produktow
allegro Dla sprzedajacych Zocnsprasdawat. Akodemia Alegro Moje Alegro  CHANGE LANGUAGE jed nym kllkleml

Aktualnosci Obstuga zamoéwier Asortyment Ustawienia sprzedazy Zwigkszanie sprzedazy Jako$¢ sprzedazy Finanse Konto

We showed the possible price

Allegro - Dla sprzedajacych - Aktualnosci

w czym mozemy Ci poméc? wszystkie dziaty Il szuka)

Najczesciej szukane: Katalog produktéw Allegro, Dostawa, Allegro Smartl, Kupony

Aktualnosci dla sprzedajgcych

TKIE OBStUGA ZAMOWIEN ~ ASORTYMENT  USTAWIENIA SPRZEDAZY ~ ZWIEKSZANIE © > TWorz sprzedajqce nikatove
,
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Smart! okazje tygodnia 21-27.11 15 listopada 2022 00:00 jednym klikiem! é[
Dolacz do programu Strefy Okazji i promuj oferty z obnizong ceng . oszczedzaj czas | a utomatycznie geneI’UJ naJIepsZe
16 listopada InPost zmieni podziat strefowy dla godzin granicznych  14listopada 2022 08:00 Op‘sy do Swoich produkto’w Z pomoca naszego
Oznacza to, ze lokalizacja, z ktérej nadajesz przesylki, moze od tego dnia nalezec do innej strefy. Jesli tak sig stanie,

amieni sie godzina, do ktore] motesz nadat przesylke O cone | e e gen valle nar ZQdZIa opartego na Sl.

narzedzia opartego na sl.

+ Zwiekszaj obroty i konwersje, dzieki opisom ktére

Zglo$ swoje oferty do Black Week 20221 o soreaaa e ot e g » Zwiekszaj obroty i konwersje, dzieki opisom ktére

0d 14 listopada mozesz zglasza¢ swoje oferty do Black Week 2022 - najwiekszej kampanii na Allegro. Poznaj szczegdly * Redukuj koszty. Nie musisz zatrudnia¢ copywritera
lub agencji do tworzenia opiséw. Nasza S napisze je

dziatajg, tworzonym na bazie analizy danych Allegro.

Juz od 49 24 miesigcznie netto,

Mozesz doda¢ ttumaczenie informacji o reklamacji i gwarancji na

inne jezyi * Redukuj koszty. Nie musisz zatrudniac copywritera

Dodaj do swoich ofert tlumaczenie informacii o reklamacji i gwarancji na inne jezyki. Dzieki temu zakupy dla

lub agencji do tworzenia opiséw. Nasza Sl napisze je
Zobacz réwniez

Przerwa serwisowa InPost 11 i 12 listopada. Sprawdz szczegoly 8 listopada 2022 16:10 » Za Ciebie' w ki I ku jezykach!

Najblizsza przerwa serwisowa firmy InPost rozpocznie sie w piatek i zakoriczy w sobotg nad ranem

Pozostale, Akcesoria i Czgci

Juz dzi$ dotgcz do programu Mate i tanie produkty w One Fulfillment Jakie wiadomosci ¢ automatycznie swoim

e e Juz od 49 zt miesiecznie netto.

tody dostawy Pocztex - informacje dla

1 grudnia uruchomimy program Mate i tanie produkty w One Fulfillment by Allegro. Dolacz do niego i plat nizsze Noy
oplaty podstawowe za obstuge wybranych produktow

enia ofert - najczesciej zadawane pytania

JESTEM ZAINTERESOWANA/-Y

*Those who spend money on product descriptions pay monthly on
average PLN1438.00 (Median = PLN500.00).



Results

Skad przyszli userzy na LP?

SUM of fq Byli na LP podczas wizyty
From 2022-11-28 to 2022-12-20 Odstony 2rédta
/dla-sprzedajacych/kategoria/aktualnosci 98.51% 1.49% 100.00%
/dla-sprzedajacych/konto 99.60% 0.40% 100.00%
[ /dla-sprzedajacych/zwiekszanie-sprzedazy 97.08% 2.92% 100.00%
Grand Total 98.57% 1.43% 100.00%

CTR: 2,92% on "boost sales” page source

2022-11-28 do 2022-12-20
Skad przyszli userzy na LP?
152
https:/Im.facebook.com/ 76
https://allegro.pl/dla-sprzedajacych/kategori 76
https://l.facebook.com/ 51
http://m.facebook.com/ 42
https://www.facebook.com/ 27
https://allegro.pl/dla-sprzedajacych/zwieksz
https://www.google.com/
https://m.facebook.com/
https://app.mailingr.com/
https://mail.google.com/
https://allegro.pl/dla-sprzedajacych/konto
http://m.facebook.com
https://poczta.onet.pl/
https://poczta.interia.pl/
https://allegro.pl/dla-sprzedajacych/zwieksz
https://allegro.pl/dla-sprzedajacych/kategori
e o https://allegro.pl/dla-sprzedajacych/kategori
11,41% of LP visitors completed survey hitosiallegro ol sprzedaiacych/kategor
http://robertmaj.sugester.pl/
android-app://com.slack/
android-app://com.google.android.gm/
Grand Total 482

elnione ankie 55
konwersja na ankiety 11.41% ]

-
~
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Do you want to be notified about solution tests?

Wpisz maila, jesli chcesz dostac info o beta testach. Jesli nie, zostaw puste pole.

Short answer text

83% of respondents are interested in the test



® (187) YouTube X § Zamowienia online | X ® Zamowsenia onkine Aktualnotch ckugemy - Zoom X # Generyj opis

¢ & docsgoogle.com X * » 0@ :

® Zamowenia on - Aktusinoter 2 Onekugemy- 20 X Gemini Genen opis

@ docsgoogle.com: 2 *»0@
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Generuj opis

Generuj opis

k 116 ail.c lgcz k ) 1.9
domialidiorgul1@gmall.com > Opis otrzymasz mailem. Wejdz na swojg skrzynke i poczekaj 1-2 minuty na wiadomos¢ z
opisem
Pozdrawiamy, zespét Artifica €
Adres e-mail

(O]

Formularze Google

Nazwa produktu *

Parametry produktu *

09:10
18012023
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B Opis produktu: La Roche-Posa x

B3 Pobierz | v Z Napisz D Etykieta Vv k trie K oo Dark Reader  # Web Translate

Artifica <no-reply.3e9yo1@zapiermail.com> & % Odpowiedz ® Przekai & Archiwizuj @ Niechciana @ Usuh  Wigcej vV

emat Opis produktu: La Roche-Posay Lipikar Baume AP+M, 400 ml

ikwiduje uczucie napiecia, zmniejsza swedzenie skory, koi suchg skore, dzialanie przeciwzapalne, redukuje nawroty suchosci, nie klei si¢, nie pozostawia tlustej warstwy

Opis produktu do skopiowania:

Dominik Korgu

Mateusz FlhlIle




Biata bluzka z koronka:
Nr aukcji 13174372122

Zamiast tej bluzki, ktéra miatam wystawiac, bo tak jak pisatam poprzednio przystali nie to co zamawiali$my. Usunetam fragmenty typu "Rekawy dtugie chronig przed chtodem", bo koronka jest niezbyt ciepta.

Zapraszamy do zakupu eleganckiej, dziewczecej bluzeczki z koronka, ktéra zachwyci delikatnoséciq i urokiem.

Zalety:

Uniwersalna - idealna na okazje formalne, wystepy, a takze na co dzien.

Snieznobiata - dodaje uroku kazdej stylizacji.

W stylu elegancji lub luznej elegancji.

Pasujaca do spddniczki i spodni.

Wizytowa, galowa - idealna na specjalne okazje.

Koronka z motywem kwiatéw na rekawach i dekolcie - dodaje uroku.

Na plecach zapiecie na guzik - tatwa w zakfadaniu.

Materiat 100% poliester - mity w dotyku, trwaty i wygodny.

Rozmiary od 122 do 158 do wyboru na innych aukcjach - dostosowane do potrzeb dzieci i mtodziezy.
Klasyczny kréj - tadnie sie uktada.

Elegancka bluzka z koronka w kwiaty to idealny wybdr dla Twojego dziecka! Jest uniwersalna, $nieznobiata i pasujaca do spddniczki, wiec mozna ja zatozy¢ na specjalne okazje, jak i na co dziei. Koronka z motywem
kwiatéw delikatnie pobtyskuje, wyglada lekko i dodaje uroku kazdej stylizacji. Bluzka jest trwata i wygodna, a jej rozmiary sq dostosowane do potrzeb dzieci i mtodziezy. Na plecach zapiecie na guzik umozliwia tatwe
ubieranie.

Kupujac eleganckq bluzke z koronka w kwiaty od producenta Basta, masz pewnos$¢, ze Twoje dziecko bedzie czuc sie swobodnie i modnie!

Na tej aukcji zakupisz Rozmiar: 158.

Ponizej znajdziesz opis produktu:
o Podana nazwa produktu: Elegancka bluzka z koronkg w kwiaty
o Podane Parametry: Rozmiary od 122 do 158, na plecach zapigcie na guzik. Materiat 100% poliester. Rekawy dtugie. Producent Basta.

o Podane cechy/zalety: Koronka z motywem kwiatéw na rekawach i dekolcie, $nieznobiata, Uniwersalna, na okazje formalne oraz wystepy. Styl elegancki lub luzna elegancja. Pasuje do spddniczki. Wizytowa,
galowa. Bluzka dla dzieci, dla mtodziezy.

Koszule

Zalety:

Uniwersalna - idealna na okazje formalne, wystepy, a takze na co dzie.
$nieznobiata - dodaje uroku kazdej stylizacji.

W stylu elegancji lub luZnej elegancji.

Pasujaca do spodniczki i spodni.

Wizytowa, galowa - idealna na specjalne okazje.

Koronka z motywem kwiatéw na rekawach i dekolcie - dodaje uroku.
Na plecach zapiecie na guzik - tatwa w zaktadaniu.

Materiat 100% poliester - mity w dotyku, trwaty i wygodny.

Rozmiary od 122 do 158 do wyboru na innych aukcjach - dostosowane do potrzeb dzieci i
miodziezy.

Klasyczny kroj - tadnie sig uktada.

Elegancka bluzka z koronka w kwiaty to idealny wybor dla Twojego dziecka! Jest uniwersalna,
$nieznobiata i pasujgca do spédnic: iec mozna ja zatozy¢ na specjalne okazje, jak i na co dzien.
Koronka z motywem kwiatéw delikatnie poblyskuje, wyglada lekko i dodaje uroku kazdej stylizacji.
Bluzka jest trwata i wygodna, a jej rozmiary sg dostosowane do potrzeb dzieci i mtodziezy. Na plecach
zapiecie na guzik umozliwia tatwe ubieranie.

Kupujac eleganckg bluzke z koronka w kwiaty od producenta Basta, masz pewnos¢, ze Twoje dziecko
bedzie czu¢ si¢ swobodnie i modnie!

Na tej aukcji zakupisz Rozmiar: 158.




Validation Experiments

+[1 Evidence

Type Experiment Cost @ Setup Time @ Run Time Strength Theme
Clickable Prototype 0000 @0 00O 000 @000 Desirability - Feasibility - Viability
% Single Feature MVP (X X NoXe! @0 000 ® 0O (X N N6 Desirability - Feasibility - Viability
Interaction Mash-Up 0000 ' N NoNoNe) @00 0000 Desirability - Feasibility - Viability
Prototypes Concierge ©0000 @0 000 @00 0000 Desirability - Feasibility - Viability
Life-Sized Prototype L N N NoNe e 00O ® OO e 00O Desirability - Feasibility - Viability
Simple Landing Page 0000 @0 00O 00O @000 Desirability - Feasibility - Viability
y
QQ < Crowdfunding [ X X NoNe 0000 @00 @000 Desirability - Feasibility - Viability
Callto Split Test 00000 ' X NoNoXe) ®0O0 e 00 Desirability - Feasibility - Viability
Action Presale eee0O0 e0e000 ©00 o000 Desirability - Feasibility - Viability
Validation Survey 0000 ' N NoNoNe) 000 [ X NeNe Desirability - Feasibility - Viability
Wizard of Oz ®@000O0 0000 ® 0O "N NeXe Desirability - Feasibility - Viability
t Mock Sale ®@e000O0 L N NONONG® ® 0O L N N Ne) Desirability - Feasibility - Viability
Letter of Intent ®@000O0 ®@e000O0 000 ' N NeNe Desirability - Feasibility - Viability
Simulation
Pop-Up Store @0 00O @0 00O @00 (N N Ne Desirability - Feasibility - Viability
Extreme Programming Spike @ 0000 @0 00O 000 (N N Ne Desirability - Feasibility - Viability



Evidence Strenght

Weak Evidence Strong(er) Evidence

1. Opinions (beliefs) Facts (events)

When people say things like When people say things like

“l would...,”, “l think ___is important,” \ “Last week | __,” “In that situation

“I believe..” or “I like...” | lusually __,” or “I spent ___ on.”

|

2.  What people say What people do

What people say in an interview or | Observable behavior is generally

survey is not necessarily what they | a good predictor of how people act

do in real life or will do in the future. and what people might do in the future.
3. Lab settings Real world settings

When people are aware that you The most reliable predictor of

are testing something, they may future behavior is what you

behave differently than in a real observe people doing when they

world setting. are not aware they are being tested.
4. Small investments | Large investments

Signing up by email to be Pre-purchasing a product or

informed about an upcoming putting one’s professional

product release is a small reputation on the line is an

investment and relatively weak important investment and

evidence of interest. strong evidence of real interest.



] ] LT |
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:

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

.
& A_W‘\‘ v

O
o Wy
\ﬁ\‘? vy

.

e What is the biggest uncertainty?

e 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? -

Apple’'s IPod Hypothesis

A good hypothesis is:
Relevant

It checks something that really matters for the success of the idea. ( people will pay to download music to listen to in public ) = Profit

Precise A = C

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

Non-obvious Assumption A - Risky Assumption

It tests something we are not already sure about. Assumption B - Validated by Napster
. Assumption C - Validated by Walkman

Verifiable

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

Assumption A - Needs Testing

Bullest B)




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 © Strategyzer

STEP 1. HYPOTHESIS

We believe that

STEP 2: TEST
To verify that, we will

STEP 3. METRIC

And measure

STEP 4! CRITERIA

We are right if

A AA

Data Reliability
& i

Copyright Business Model Foundry AG The makers of Business Mode! Generation and Strategyzer



Test Card Structure

Test Card

Subscription Pricing
Lin

STEP 1! HYPOTHESIS

We believe that  customers will pay $20 per month

for our subscription

4

STEP 2: TEST
To verify that, we will

then ask for a purchase

sta Reliability

-‘\; i$ |‘

]
i
(0

STEP 3! METRIC

And measure T} percentage of customers who sign

up for an ongoing subscription

°c 00

STEP 4. CRITERIA

We are rig ht if At least 30% of free trial users stay on

as customers (for more than 3
months)

Copyright Business Model Foundry AG The makers of Business Modal 0 and

© Strategyzer

Offer free trials for 14 days,

2.1

2.2

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

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

With...
Name the target users or
stakeholders.

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

We arerightiif...
Define the success criterion.

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

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

With 5 employees from different departments.

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

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

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

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

STEP 3: METRIC
And measure

e The number of these contacts compared to all transactions.
e 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%.

It's about market size.

Test Card U © Strategyzer

STEP 1. HYPOTHESIS

We believe that

Wierzymy, ze min. 10% kupujacych osob, probuja sprzedac/

pozdbyc sie z biletu e
=\ A A

charoba, ook
aayitp

STERP 2T TEST

To verify that, we will

« Sprawdzimy historie kontaktow klientow z naszym CX z pytaniem o
mozliwosc zwrotu biletu
« Sprawdzimy liczbe wykonanvch zmian danych na wy :Iarzemach f ‘

biletami imiennymi  chertyn

nq-a
IDII(

STEP 3! METRIC TJJ:..”:

And measure

« Liczbe tych kontaktow w porownaniu do wszystkich transakcji
« Liczbe tych zmian w porownaniu dc e stkich biletéweauired

-
S )
.....

STEP 4: CRITERIA

We are right if

+ Otrzymamy wynik na poziomie min. 10%

Copyright Strategyzer AG The makers of Business Model Generation and Strategyzer



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

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

STEP 3: METRIC
And measure

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

STEP 4: CRITERIA

We areright if....

It's about monetization.

Test Card @ Strategyzer

STEP 1! HYPOTHESIS

We believe that

Klient bedzie w stanie zaptacic 5% wigcej niz poprzez nieoficjalng
grupe fb majac pewnosc, ze bilet jest oryginany oI A )
a

STEP 2: TEST =
To verify that, we will
« Ankiety przeprowadzone na grupach fb stuzacych
odsprzedaZzy biletow / oszukani itd est Cost: _ Data Relia
= = = o b [‘

STEP 3! METRIC

And measure

« Czy iile wiecej sg sktonni zaptacic kupujacy za gwarancje
oryginalnosci biletu I

©c 00

STEP 4. CRITERIA

We are right if

Copyright Strategyzer AG The makers of Business Model Generation and Stralegyzer






So they launched

March 2023

9 Bartek Tronski @ - 1
e MD of eBilet (Allegro Group

EBILET ODSPRZEDAZ IS LIVE!

April 2026

W realizacji naszej misji - dostarczania promotorom technologii i narzedzi, dzieki
ktérym rozrywka dociera do klientow - tym razem skupilismy sie mocno na jej
drugiej czesci. Dzisiaj oddajemy milionom z nich narzedzie, ktdre rozwigzuje jeden z
najwiekszych problemow naszej branzy: eBilet Odsprzedaz

Jesli zobaczysz bilety wystawione w mediach spotecznosciowych lub na
zewnetrznych serwisach, jeszcze mocniej zadaj sobie pytanie, czy to na pewno
bezpieczne. Wiemy, ze az 9 na 10 oséb kupujacych z drugiej reki obawia sie
oszustwa. Czy warto ryzykowac swoje pieniadze i swéj czas, majac do dyspozydji
eBilet Odsprzedaz - ofigjalng ustuge, ktéra w petni gwarantuje autentycznos¢ biletu i
bezpieczne wejscie na wymarzone wydarzenie?

Z ustuga startujemy na wybranych wydarzeniach (m.in. Live2Listen, Fource

Entertainment, PZPS | Polski Zwiazek Pitki Siatkowej | Polish Volleyball Federation),

ale bedzie sukcesywnie powiekszac jej dostepnosc. Wszystkich zainteresowanych
Partneréw zapraszam do Tomasz Kiersnowski i jego zespotu!

Dziekuje catemu zespotowi eBilet Polska za wiele miesiecy ciezkiej pracy — you Guys
rock! To duzy krok naprzéd, ale to zdecydowanie nie jest naszym ostatnim stowem.
W naszych zespotach trwaja intensywne prace nad kolejnymi, réwnie ekscytujacymi
projektami technologicznymi i juz niebawem bedziemy odkrywac przed Wami
kolejne karty «”

Genialne!!! Pamietam warsztaty i pierwsze hipotezy ktére potwierdzalismy, ze
to ma gteboki sens! Gratulagje!!!

Polecam « G 4 | Odpowiedz | 248 wyswietlen

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.



Desigh 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

e Inthe next session, you will have:
e 1 hour to build a simple prototype, MVP or test material
e At least 1tester 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.
e The prototype only needs to be good enough to help someone react, understand, use or evaluate the idea.



Desigh an experiment for your selected idea

Complete the Test Card Test Card ©Strategyzer

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

STEP 1! HYPOTHESIS

We believe that

2. To verify that, we wiill...

Describe the smallest prototype, MVP or experiment you can prepare in 1 hour. S LAl
To verify that, we will
3. And measure...
Define what you will observe, ask or count during the test. P
4. We arerightiif... ::; r::;:csure
Define the minimum result that will tell you the idea is worth continuing.
o 00

STEP 4. CRITERIA

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

Copyrght Business Modal Foundry AG Tho makors of Busnoss Mode! Ganeration and Suratogyzer



THE DESIGN THINKING PROCESS

THE RIGHT PROBLEM
EMPATHIZE DEFINE
interviews insight sorting
observations - problem tree
user journey empathy map
desk research How Might We?

—>

IDEATE

brainstorming

6-3-5 method
idea matrix
dot voting

THE RIGHT SOLUTION

—>

PROTOTYPE

draft form
service flow
e-mail template
mockup

TEST

usability test
feedback session
observation
iteration

THE RIGHT
IMPLEMENTATION

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.



] FULLPROGRAMME OVERVIEW -

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



Thank You!

Complete the sentence

One thing | will stop assuming and start
checking is...

It can be about:
e users or clients,
e communication at work,
e your own habits,
e change and decision-making,
e personal life,
e assumptions about yourself,

e something you want to test instead of overthinking.

DIFFICULT
ROADS

LEAD TO

< BEAUTIFUL
DESTINATIONS




CONTACT

MATEUSZ KALISZEWSKI

Design Thinking and Innovation Expert

2 +48 694 341553

mateusz@szkoleniedesignthinking.pl

Company Details:

INNOVATION CONSULTING Mateusz Kaliszewski
Aleje Jerozolimskie 85 lok. 21
02-001 Warszawa
Tax ID (NIP): 7582342534
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