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LEARNING TO EXPLORE THE PROBLEM SPACE, UNCOVERING OPPORTUNITIES
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IDENTIFYING CREATIVE SOLUTIONS

INSIGHT TO IDEAS
THINK OUT OF THE BOX
SOLUTION SPACE
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Sharing your
prototgp)é &

collecting -l
Insights




How was it?

Did you manage to share your prototype with at least 5
people, from within or outside the company as you see fit.

e \What happened?

e \What reactions did you get and what insights can you
draw from this?

e What new assumptions emerged which you need to
test?

e How would you iterate your prototype?




What assumptions could you test now?

e How could you get more feedback to

iterate your MLP version T
e Who, when, where, how and what could

you quickly test?
o Think agile, networks, real-world

20 minutes
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Learn how to

share your
?rototype with 2
he world!
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What elements, characteristics would you say
explains each of these two situations?

goe
[N ges
woo
yce®
Messenger 2 S= Audlence
Shouting to be € g .
heard g Disengaged
9]
Focused only on 5 S
what he wants to o)
say, no empathy g2
or care for the 5+
e -
audience c s
0]

The Messenger IS
the message
Fully present,
mind & body &
emotions good
energy connects
with the audience

Message

Crafted to be
relevant, speaks to

the
audience

Audience
Engaged
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FOR PRESENTING
YOUR PROTOTYPE
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“The human
mind is a story
processor, not

a logic
processor.”

Jonathan Haidt




BRAIN &
DATA

WERNICKE AREA
PROCESSING of
BROCA AREA Language
UNDERSTANDING

of Language

REASON » CONCLUSION

BRAIN &

BROCA AREA
UNDERSTANDING
of Language

EMOTION »
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WERNICKE AREA
PROCESSING of
Language



WEH%ICKE'S
AREA

LANGUAGE
COMPREHENSION

SENSORY CORTEX

I & CEREBELLUM I
7

LANGUAGE
PROCESSING

BROCA'S
~AREA

LANGUAGE
PROCESSING

[ WERNICKE'S
AREA

LANGUAGE
COMPREHENSION

" VISUAL
CORTEX

COLORS &
SHAPES

STATISTICS DON'T.
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is
about guiding
people towards
the we
want to create.
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To make them

part of the story:
/ to take






Why

ultimate objective

What

Central Message

Whom

You, the messenger
Them, the audience

How
Structure: the amount of
emotion, logic &
credentials to persuade &
influence

What for?

Call to action
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Golden
Circle
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Reason WHAT

Emotions & Actions
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INNOVATIVE PRODUCTS

WHAT

PRODUCTS WITH REVOLUTIONARY DESIGN & INTERFACE

CHALLENGE THE STATUS QUO, DARE TO THINK DIFFERENT




Why
ultimate
objective

Whom

You, the messenger
Them, the audience

How
Structure: the amount of
emotion, logic &
credentials to persuade &
influence

What for?

Call to action
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INNOVATIVE PRODUCTS

PRODUCTS WITH REVOLUTIONARY DESIGN & INTERFACE /

CHALLENGE THE STATUS QUO, DARE TO THINK DIFFERENT /

WHAT

THINK
DIFFERENT



One why,

Infinite messages
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F(YLE LIFE

In 201, the number of organ donors in Brozil dropped for the first time in nearly 10 years.
One of the main reasons was that the families of potential donors refused to give consent.

THE INSIGHT
If we think about it, organs are recyclable. They can recycle other's people lives.
Recycling of various materials is a habit in Brazil: 97.9% of all aluminum cans in the country
RELICLE A are recycled. By making people realize that their organs are also recyclable, we could increase
1] 7 the number of donors. And if we made it simple for them to tell their families, we would
overcome their lack of information and any reservations they had about organ donation

(VI : THE SOLUTION

Based on that insight, we explored a new medium for organ donations: recycling stations.
Anew space was created in some existing ones installed at one of the biggest airports in Brazil
A panel with o motion-sensor called people’s attention and encouraged them to "recycle”

their organs. They provided some personal information online and shared their intent

to be donors withtheir families.

THE RESULTS
55 K people impacted per day at Congonhas Airport, during 1 month.
16% new donors at gabriel.org.or only on the first week of campaign.

50% traffic growth at gabriel.org.br.
O RECYCLELIFE  GABRIEL.

“Recycle Life. Donate organs"
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“Absurd is burying something much more
valuable than a Bentley: your organs”."
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“Fanatics to the point of wanting to support
their team forever. Now it is possible."
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TRAZEMOS

A PESSOA

AMADA
DE VOLTA

MAS DEPENDEMOS DE VOCE.
SEJA UM DOADOR DE ORGAOS.

“We bring back your loved one:
become an organ donor”



RECYCLE
LIFE.
DONATE
ORGANS

|
3
(2
-
.|

DONATE ORGANS

DON'T BURY
THE MOST
PRECIOUS
THING YOU
HAVE.

SUPPORT
YOUR TEAM
BEYOND
DEATH

HYPER ISLAND

KEEP YOUR
LOVED ONE ALIVE
IN SOMEONE
ELSE.




With reference to your area at Nubank?

Identify

e The What
e The Why

e The How
e The Central Message (in the form of a

tagline or combination of words)

HYPER ISLAND



Why

ultimate objective

What

Central Message

Whom

You, the messenger

How
Structure: the amount of
emotion, logic &
credentials to persuade &
influence

What for?

Call to action
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Public narrative in action

1. James Croft

Which story does James
start with?

Then where does he move?

How does he draw the US in his narrative?

For another potent example of public
narrative in action, check out this

. It's a perfect
example of all three elements above —
He moves seamlessly from his own story

of self, to a story of us and finally a story of
now...



http://www.youtube.com/watch?v=LM-fxPrSZZ8
https://www.youtube.com/watch?v=25VtGIhJ054&feature=youtu.be
https://www.youtube.com/watch?v=25VtGIhJ054&feature=youtu.be
https://www.youtube.com/watch?v=25VtGIhJ054&feature=youtu.be
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Getting to know your audience




TOOLS TO GET TO KNOW YOUR AUDIENCE

Stakeholder
mMapping

&
Z8N

PN
)

PERSONA

PAINS/FRICTION POINTS
Fears, frustrations & obstacles

Persona

Empathy Map

0

g ©®

Dayparting



TOOLS TO GET TO KNOW YOUR AUDIENCE

Empathy mappin
of sptake oldg?s &

STEP 1
Identify all players in these three
areas

Champions
Decision-makers

Affected by change



CHAMPIONS

Your allies & evangelists

Incentives
Why would they do it? What's in it
for them?

Blockers
Resistance & fear of change

Enablers
mindset & abilities

DECISION-MAKERS

who have authority within the system

Incentives
Why would they do it? What's in it
for them?

Blockers
Resistance & fear of change

Enablers
mindset & abilities

AFFECTED BY
CHANGE

Incentives
Why would they do it? What's in it
for them?

Blockers
Resistance & fear of change

Enablers
mindset & abilities




Empath n
of sptake oldgp &

STEP 2

Rate the relationships
between the different
players.

Dotted line, weak, scarce
Thin line, existing but not
very frequent

Thick line, strong and

high frequency



Identify a person (real or not)
who is part of the
relationship you have chosen
in the stakeholder map.

&‘ NAME
CIVIL STATUS
PROFESSION/STUDIES
HOBBY
ADDRESS
1




Think of a specific context for your Persona

ecosystem persona in

persona specific context

',

=



What conversation,
information, influence is
your persona exposed to
in the said context.

How does your persona face & solve
challenges, what attitudes does she/he

PAINS/FRICTION POINTS
Fears, frustrations & obstacles

What matters, concerns or
inspires your persona in the
said context?

%

PERSONA

have in the said context

GAINS

What is the
environment to
which your persona
Is exposed, what
existing solutions

benefits & sucess







Why

ultimate objective

What

Central Message

Whom

You, the messenger
Them, the audience

How
Structure: the amount of
emotion, logic &
credentials to persuade &
influence

What for?

Call to action




METHODS OF
PERSUASION
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Credentials
Success Cases
Titles & Experience
Recogpition

ETHOS
Credibility
& Ethics

Personal Stories
Identification
Frustration & Fears
Desires & Needs

PERSUASION .
Pitch Structure:

beginning/middle/end
Data, statistics, market
studies

PATHOS LOGOS
Emotions & Logic &

Feelings Reasons



Who is your
audience? T

In what quantities do S
you need 3 :
ethos/pathos/logos

to achieve your goal?

......
.
.
0

......
.

e,
.

ETHOS
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Narrative

Structure
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CHALLENGE
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WHAT ARE

WHA y . WE GOING
COULD BE | TO DO

» 4/(1

WHAT IS 4. WHAT IS.
ot ‘
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1. Present

[2 minutes]

2. Self reflect

[1 LIKE, | WISH, | WONDER]

3. Ask for
feedback

[What if, have you thought
of...]




Key elements to make your
presentation persuasive, engaging &
convincing

e Confidence: Practice to build confidence. Familiarity with the
content eases anxiety.

e Body Language and Tone: Use appropriate body language and tone
to convey enthusiasm and conviction.

e Preparation: Anticipate potential questions and prepare thoughtful
responses.

e Active Listening: Be attentive to feedback and show willingness to
adapt or clarify.

e Recap and Next Steps: After the presentation, provide a summary
and next steps in a follow-up communication.
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Give a gift Last minute
voucher impulses @
& ideas
S (usually more
h expensive!)
V U at a re yo u You forget

You buy

like when it something a the
comes to \mﬁ:oose " U%

® advance —
b u I n 0 It can’t be missing
% the ribbon a
heartfelt /

p rese n tS? A good bottle of tard '

wine will do the
trick!



