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DESIGNING RELEVANCE

How Open and Agile research methodologies can help
complex organizations stay relevant

Francesco D’Orazio, Research Director, Head of Social Media, FACE @abc3d
Tom Crawford Head of Concepting and Portfolio (CA&I), Nokia



P TNT N
2SNED L)
SEMCI
CEIE)
050626
ENESLIA D
LY PNISE
N YOI
SESESEILDE
5088

VY,

\\\V -
SIS
r.'.l.l.v/

N N NN R

W&
5
,\,_\._U

X2\ P
NS ?\Mr o
ST IR

% 3

S

ICa

1928
08 e mrr it maOaVadal

in North Amer

Y

ip

SN

‘

M\ a_\.,-;“
)OI
=

f.

WA
oA

RGN e 4 o (Y
ot B S B
TR 62626

1 2 > ~ SO 1:(:
SCM, >
<

S04 9.4 o>
VY ¢ Vel g DV Gl
M\AL L 2P
44 ! « §A%e
324,954 14 74470
¥y b ke WS>

thought leadersh

INT

A S
YV

305059505
NS WOW.VA.«O.‘AW ,ONOWC.J

YT S




J behaviours
e #

——
o
& -9

future of mobile experiences
solutions for emerging

g ’:. {%)’
v L

(I- egdenrost—




Watch out for the
Failures of Imagination

Y

"We can never learn the

y internal constitution of
heavenly bodies. I regard
this order of facts as
forever excluded from
our recognition.”
Auguste Comte, 1853




“Flight by machines
heavier than air is
unpractical and
insignificant, if not
utterly impossible.”
Simon Newcomb, 1903




“Gilbert Rhode banishes buttons,
pockets, collars, ties. The man of
the next century will revolt against
shaving and wear a beautiful
beard, says the designer of boilers,
pianos, clocks, and metal furniture. -

His hat will be anian antennae -

L | snatching radio out of the ether.

| His socks disposable, his suit minus
‘j tie collar and buttons.”

i Vogue, February 1939




“It’s impossible to predict the
future and all attempts to do so in
any detail will appear ludicrous
within a very few years”
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The job of the futurist is about
“defining the boundaries within
which possible futures must lie”

Arthur C. Clarke-1962
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&l from Creation to Emergence: innovation as

A

organic invention as opposed to creation
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Portfolio
development &
validation (+2 / +3)

Dynamic F
development of | Targeting & : Solution program
consumer positioning ‘ support

relationships
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A cross functional approach and a new organisation in 2009
(Marketing, Design, Finance, consumer, business)

Tom (co_nsumer) Mika (n_'narkets) Scott (par:cnerships)
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: i + : Open Up: involve consumers early in the process :

** % % and allow ideas to come from anywhere *
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Start broad and funnel down:
turning the research process on its head

the mass
(the crowd)

the many
(communities)

the few
(1%ers)
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Bottom Up is Not Enough

brand
strategy

The Co- in Co-creation:

consumers,
stakeholders, experts,
researchers, planners

market
trends

robust concepts
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Use storytelling and scenarios to make

the process experiential and immersive

I =

|
— == | Enter your details below |
< g
e s =€\ and we'll get started!
(‘ P
€
et /4{'_

==
(] _:‘? I Welcome to the
1N —_ |m_ \ — 3 ‘.'
T
| |
_/

Storyboard -Scenario A pt.2

%
N =

Sl | ("C.—)'\' /.’?
l|||| ‘H y N
i Al b .
-1 | & |
|| E.e/
SS) A




{@.E Jeff Graham

®6 (8/11/10, right here @6 10/12/09, 50 mi from yol

In one of the most beatuful
places I've ever seen

10/12/09, 5 mi from you

Cross Over: mirror the engagement
dynamics of a post-digital ecosystem

P | 10/12/09, right here
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Research Design | Approach

Mobile UX
Themes +
Consumer
Opportunity
Territories

July 2009







Research Design | Approach

Mobile UX Consumers
Themes + ek

Consumer definition of

Opportunity relevance
Territories

November




THEME » SCENARIO > ACTIONS > MICRO NEEDS > MACRO NEEDS

9 not to do
all these steps

look@SatNav ® -~~~ .7, whiledriving
’ L7 4y
/! ’ /’ /
’ P ’ L
driving through town ! ﬁv L , not to have
to go to a meeting. ‘ ’ ¢ ! /
[raff?c is a night 9 N call AA traffic o~ __ 7 to seek out info
ghtmare. | P 4 . -l ¢ diff
I'm late ;" Ay ) g OO erent unification
- sources e
to get

bigger picture
device/service proactivity

not to have to

look @ road signs F'y \\' tell info-source contextual info
where | am

A . to get
) & relevant info
\

v call office to say
I'm late but e . _

can't say how late "“-.__ tobeableto
“ tell work

just how late | am




Research Design | Approach

Mobile UX Consumers Grounding of
Themes + needs + Needs +
Consumer definition of Seed Ideas /

llealis) relevance clustering
Territories

November



MACRO NEEDS > SCENARIOS as
STIMULUS

scenario 1
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A scenario 4

SEED
IDEAS
LEVEL 1

device
convergence

content
aggregation

location-based
services
[smart push]

real-time info
[smart push]

> TECHNOLOGY
ENABLERS

Nokia
Concepts

+
Tech Trends

as further stimulus

SEED
IDEAS
LEVEL 2

seed

@ idea

seed idea

seed
idea

seed idea






Research Design | Approach

Mobile UX Consumers Grounding of
Themes + needs + Needs + Best Ideas
Consumer definition of Seed Ideas / crafted into

Opportunity relevance clustering propositions
Territories

November
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Research Design | Approach

Mobile UX Consumers Grounding of

Best Ideas
crafted into
propositions

Themes + needs + Needs +
Consumer definition of Seed Ideas /

OIOIO.Ortl'mitV relevance clustering
Territories

Assess
appeal and
targets +
business
case

November



intimacy

information arranged around me

knowledge (personal), harvested from the crowd
(social), in real-time, when | need it,
where | need it & how | need it (wisdom)

the power of 8 ‘ﬁ

openness
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Apple Focus on the 1
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) We can help people finding meaning KK
'\" and value in the torrent of social media T T T 7
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e foc n the mo t mp ortant people
in you If alen e the world x x
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Thank you for listening

Francesco D’Orazio Research Director, Face @abc3d — francesco@facegroup.co.uk
Tom Crawford Head of Concepting and Portfolio (CA&l), Nokia



