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Why rapid innovation?
Design thinking can feel heavy among the daily demands of the business

• Challenge to sell innovation among resistance of existing business  

• The perceived size of UX can stop work before it starts 

• Reserved for the most strategic initiatives, often overlooked for smaller initiatives 

• Short-cuts can lead to unclear direction for design, or rework in development

Common Pitfalls



5 practical tactics to make innovation a 
viable part of your culture

Accomplish goals with minimal investment, to drive alignment and 
support across the enterprise

• Proto Personas 

• Journey Mapping 

• Sketching Exercise 

• Drive-thru Research 

• Guerrilla Research

Methods



Proto Personas



Proto Personas
Characterize your WHO
Quickly document your best guess to narrow your focus

Value
• Humanizing 

• Shared vision 

• Snowball effect 

• High speed to execution

Based primarily on assumptions, a point of reference for your target user's behaviors, goals, needs and 
other characterizations to help make thoughtful decisions



Proto Personas

Name

Tag Line

Personal Quote

Bio & Demographics Behaviors

Stories & Scenarios Goals & Needs





Proto Personas
Quickly identify your target audience
Identify key user types, their needs, goals, and common behaviors

Tactics
• Leverage existing research, and analytics 

• Interview & include stakeholders 

• Analyze competitive landscape 

• Determine and rank key attributes 

• Personify and make memorable



Journey Mapping



Journey Mapping
Break down your user’s feelings across a process
Hone in on the deepest pain and prioritize areas for innovation

Identifying areas that resonate well, where users run into challenges, and potential areas of 
opportunity can lead to market-differentiating features.

Value
• Alignment 

• Shared vision 

• Data-driven decisions 

• Quick insights



Journey Mapping
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Journey Mapping
Quickly dissect your customer’s journey
Focus on feelings and behaviors in a single scenario

Tactics

• Plan ahead 

• Focus on specific user, in a specific scenario 

• Parking Lot ideas you’d like to revisit 

• Leverage existing research 

• Identify opportunities for improvements



Sketching Exercise



Sketching Exercise
Crazy 8s is a great way to leap forward in ideation
Get past all the bad ideas to align on the best to test

Value
• Time pressure 

• Inclusive 

• Collaborative 

• Quantity over quality 

• Borrow and improve

Everyone can contribute to the creative process with simple exercises 
designed to generate a lot of ideas in a short amount of time.



Sketching Exercise



Sketching Exercise



Sketching Exercise
Tactics to lead a successful sketching exercise
Everyone can produce visual ideas, even with stick figures

Tactics
• Setup and gather inspiration 

• Keep it simple 

• Diverge 

• Converge



Drive-thru Research



Drive-thru Research
Convenience for them, insights for you
Empower more people to participate in research

Engage participants at their convenience, in a public 
space, over a period of time.

Value
• Participation 

• Inclusive 

• Quick insights 

• Limits bias



Drive-thru Research



Drive-thru Research
How well can you read a map?

 
How are your survival skills?

Which way is North? I can order pizza

Expert
Navigator

Expert
Survivalist



Drive-thru Research
Engage participants on the go
Encourage engagement through flexibility and ease of use

Tactics
• Communicate 

• Be opportunistic 

• Design critique, concept validation, research insights 

• Sky’s the limit



Guerrilla Research



Guerrilla Research
Get outside and get some insights, guerrilla style
User research on the cheap and easy

A scrappy way to get quick feedback at any stage, and identify problems that could 
have cost the business considerably.

Value
• Low investment 

• High speed to execution 

• Easier to sell 

• Slippery slope



Guerrilla Research
Research Goal Key Questions

Target Personas



Guerrilla Research



Guerrilla Research
It’s meant to be fast and dirty
The type of research you do and the place you do it can be flexible

Tactics
• Clarify your goals 

• Pick a location 

• Have an incentive 

• Low fidelity is your friend 

• Bring a buddy



Use your Field Guide to engage these 
tactics anytime

Encourage greater alignment and team cohesion

• Proto Personas - who & why 

• Journey Mapping - steps to success 

• Sketching Exercise - diverge and converge 

• Drive-thru Research - open forum feedback 

• Guerrilla Research - quick, targeted testing

Methods
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