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“NO IDEA IS SO OUTLANDISH THAT IT SHOULD NOT BE 

CONSIDERED.” 

WINSTON CHURCHILL 

All good ideas stem from solving a true customer pain point or in the words of Harvard 
Professor Clayton Christensen, a real ‘job-to-be-done.’ Organisations often fall into the trap of 
coming up with solutions or ideas that do not actually solve a customer problem. These 
solutions generally tend to fail and end up costing the organisations time, money and resources. 

It is imperative to understand your customers to identify real problems. Along with solving real 
problems, the ideation process within organisations should spark creativity and excitement. 
Ideation harnesses the team creativity and directs it towards creating a wide variety of innovative 
possibilities. 

This eBook explores the techniques required to identify real customer problems, the process of 
running ideation sessions within your organisation and how best to test your ideas with 
customers.
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3 TECHNIQUES TO HELP 

YOU REALLY UNDERSTAND 

YOUR CUSTOMERS

What do companies such as Amazon, Airbnb and Apple have in common? 
Apart from all starting with the letter ‘A’ and being successful in their 
respective industries, these three companies place a huge emphasis on 
understanding their customers. Establishing a detailed understanding of 
your customers is essential in achieving business goals and creating a 
customer experience that is a key competitive advantage today.
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https://www.collectivecampus.com.au/blog/5-easy-steps-to-optimising-your-customer-experience


The highest quality solutions come from valuable insights into human behaviour. However, 
learning to recognise those insights is harder than you think. Here are three techniques, that 
when applied correctly, can uncover customer insights that you would never have thought 
existed.
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DEEPLY UNDERSTANDING YOUR CUSTOMERS IS THE FIRST STEP.

This technique is all about directly engaging with your customers to better understand the way 
they think and the values they hold. More often than not, you will uncover important details 
about your customer group that may be otherwise overlooked. Many companies fall into the 
trap of running focus groups with customers. The problem with focus groups is that they steer 
responses from customers and don’t allow for unanticipated insights to be uncovered.

Rather than going down that path, aim to have real conversations with your customers through 
open ended questions like:

Tell me about an experience…
What are the best/worst parts about….
Can you help me understand more about…

When a customer responds to your questions, try to ask ‘why' to uncover deeper meaning when 
having conversations with your customers. These types of questions encourage the customer to 
share more information than expected and may potentially lead you down a path to identify a 
problem for the customer that you never knew existed. Here is a free guide to developing 
questions that will help when you are engaging with customers.

1. ENGAGE - LISTEN TO YOUR CUSTOMERS

2. OBSERVE - WATCH YOUR CUSTOMERS

“There is a famous quote that if you want to understand how animals live, you 
don’t go to the zoo, you go to the jungle”“ JORGEN VIG KNUDSTORP, FORMER CEO, LEGO

https://www.collectivecampus.com.au/resources/empathy-question-guide


Observing what people do and how they interact with their environment gives you clues about 
what they think, feel and need. By watching people, you can uncover learnings and insights that 
would not be possible through general conversations. A famous example of this is a project run 
by IDEO for Oral B. They took the observation approach and uncovered a game-changing 
insight. The assumption with toothbrushes for children is that they should be like adult 
toothbrushes but smaller and skinnier, due to the fact that adults have big hands and kids have 
small hands. Makes sense right?
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3. IMMERSE - EXPERIENCE WHAT YOUR CUSTOMERS DO

However, through observations they found that when kids were brushing their teeth they were 
using their fist and holding their toothbrushes too far up resulting in them hitting their own faces 
as they brushed. From this observation a solution was identified that kids need fat squishy 
toothbrushes. As a consequence of this discovery, Oral B had the best selling kids toothbrush in 
the world for 18 months.

WHAT PART OF THE JOURNEY WAS EXPECTED?

WHAT PART OF THE JOURNEY WAS UNEXPECTED?

HOW DID YOU FEEL?

WHAT DID YOU ENJOY?

WHAT WAS DIFFICULT ABOUT THE JOURNEY?

What better way to understand what your customers go through than actually experience their 
journey first hand? Go through the experience that they have to encounter and capture notable 
aspects of the journey. Below are some questions to consider when you go through the journey:

https://www.youtube.com/watch?v=tvkivmyKgEA


Airbnb has taken this technique to another level and embedded it internally. All new employees 
at Airbnb are encouraged to immerse themselves in the experience of a customer. In their first 
week, new employees are required to book a stay on Airbnb and go through the end to end 
process of a customer. All learnings from the experience are captured and shared with the 
Airbnb team on their return.
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Are you applying any of these techniques at your organisation?

Do you really understand your customers?

Before you dive into any customer insights gathering, make sure you understand who your 
customers are. Everybody is not an answer! Companies that spend the time to better 
understand their customers and have a process to implement the learnings will undoubtedly 
stay ahead of their competition.

http://www.gnuband.org/2017/03/27/design-thinking-and-how-it-transformed-airbnb-from-failing-startup-to-billion-dollar-business/


HOW TO IDENTIFY 

CUSTOMER PAIN POINTS

Most people don’t like pain and they definitely don’t like to experience the 
same pain more than once. The situation is no different when it comes to 
the pain customers encounter dealing with companies. Customers struggle 
to stay loyal with brands following a negative experience. Fortunately, 
executives are prioritising the customer experience more than ever these 
days. A recent study found that 75% of companies identified improving 
customer experience as their top objective.

Identifying pain points is an essential stage in improving the experience of 
your customers. Here are four proven methods to identify customer pain 
points.
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https://www.forbes.com/sites/blakemorgan/2017/12/05/five-trends-shaping-the-future-of-customer-experience-in-2018/


Twitter, Facebook, Instagram, Snapchat….

Whether we like it or not, social media has become a significant part our lives. It provides a 
platform for customers to engage directly with brands (positively and negatively). Analyse your 
social media channels to understand the common pain points customers are encountering with 
your products or services. Even look at the social media channels of your competitors - what are 
people saying about those brands on social media? Could your customers be experiencing the 
same pain points?
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1. ANALYSE YOUR SOCIAL MEDIA CHANNELS

What better way to understand what your customers go through than by actually experiencing 
their journey first hand. Immerse yourself in the customer journey and document any notable 
findings. This approach leverages the design thinking mindset, a human-centred methodology 
focused on understanding the customer before solving their problems. Consider some of the 
following questions to help identify pain points as you immerse yourself in the journey:

2. BE THE CUSTOMER

WHAT WAS DIFFICULT ABOUT THE JOURNEY?

WHAT PART OF THE JOURNEY WAS UNEXPECTED?

WHAT PART OF THE JOURNEY COULD BE BETTER?

Customer insights gathering is not a once off event and needs to be embedded within the roles 
of team members. Upskill your team members to better understand customers and move away 
from traditional problem identification (eg. our products/services are too expensive) to 
capturing real problems encountered at each touch point (eg. sales or support touchpoints). 
The insights gathered will come straight from customers at the point of interaction allowing your 
team to uncover real customer problems. This will also allow your team to respond to pain 
points faster.

3. LEVERAGE YOUR CUSTOMER TOUCH POINTS

https://www.collectivecampus.com.au/blog/design-thinking-made-easy
https://www.collectivecampus.com.au/educate/design-thinking


A Forrester report highlighted that only 63% of CX pros say their firm maps customer 
experiences. This is surprisingly low as one of the most effective ways to improve your customer 
journey is to understand every touch point in the end to end journey. By not mapping out the 
journey it is easy to fall into the trap of only focusing on the obvious customer touch points (such 
as purchase). Analyse the complete customer lifecycle, from awareness (how do your customers 
find out about you?) all the way to post-purchase (what happens after the customer has bought 
your product?). This will allow you to identify current pain points that your customers face that 
you can rectify immediately. Hopefully before they plaster it all over Social Media!
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4. MAP OUT THE CUSTOMER JOURNEY

Once you have identified your customer pain points the next step is to prioritise them. Not all 
pain points can be fixed straight away due to factors such as time, money and resources. 
Prioritising your pain points will allow you to focus on the pain points that will have the largest 
impact to your organisation. Customers are becoming more and more impatient with brands and 
are less likely to wait for the best customer experience...they will take their money to a 
competitor.

https://which-50.com/infographic-customer-journey-mapping/
https://www.collectivecampus.com.au/blog/5-easy-steps-to-optimising-your-customer-experience


HOW TO CONDUCT A 

PROBLEM INTERVIEW
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Far too many entrepreneurs and corporate innovation teams fall in love with their solution, 
instead of the problem they’re solving or the value they’re supposed to be creating for 
customers.

Oftentimes, they jump to conclusions and then blame the market for not being ready for their 
product or being too archaic or not knowing what’s good for them.

The reality is they didn’t do the work to figure out what customers really want and what they are 
willing to pay for.

If you’ve read Steve Blank’s Startup Owner’s Manual or Ash Maurya’s Running Lean, you should 
be familiar with the Problem Interview (if you haven’t, you should, along with these 18 other 
innovation must-reads).

The problem interview is step one in the process of finding a problem worth solving.

The interview focuses on three things:
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1. PROBLEM

What do you think the problems are

How do customers rate and rank these problems out of 10

What other problems do they have that you’ve missed

2. ALTERNATIVES

How do customers currently solve this problem

Are they more or less content with the existing solution

How do they feel about switching to a new product that they had to pay for?

https://www.amazon.co.uk/Startup-Owners-Manual-Step-Step-ebook/dp/B009UMTMKS/ref=sr_1_2?s=books&ie=UTF8&qid=1513046767&sr=1-2&keywords=startup+owners+manual
https://www.amazon.com/Running-Lean-Iterate-Plan-Works/dp/1449305172
https://www.collectivecampus.com.au/blog/top-20-innovation-must-reads


Which customer segment resonates with this problem the most?
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3. CUSTOMER SEGMENTS

• Source: StartItUp.com

http://startitup.com/


First, as with a lean canvas, you want to start with the customer segment
.
Factors you might consider:
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STEP 1: COLLECT DEMOGRAPHICS (TEST CUSTOMER SEGMENT)

AGE

GENDER

OCCUPATION

HOW THEY MAKE DECISIONS

WHERE THEY HANG OUT ONLINE

WHERE THEY HANG OUT OFFLINE

ETC.

A word of caution on demographics Who am I? I am a male .I am very wealthy. I was born in 
1948. I grew up in England. I am a successful business person. I have been married twice. I have 
two children.

Any guesses?

Well, I could be Prince Charles…
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..but I could also be Ozzy Osbourne.

Set the context by telling a story.

You might walk the customer through your typical customer journey.

For example, “oftentimes, travelling freelancers find themselves struggling to find a place to 
work effectively. They go from cafe to cafe, using free wifi, if lucky enough to find it and until the 
staff give them disapproving looks, and they move on.

What’s your experience of being a freelancer on the road been like?”

STEP 2: CONTEXT



Ask your customer to rate (out of 10) and therefore rank, the top 3 problems you’ve identified.

For example:
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STEP 3: PROBLEM RANKING

1. LACK OF PERMANENT, FLEXIBLE AND AFFORDABLE WORKSPACE

2. LACK OF WI-FI

3. LACK OF NETWORK CONNECTIONS

4. WHICH PROBLEMS HAVE WE MISSED?

STEP 4: PROBLEM RANKING

1. HOW DO YOU SOLVE SAID PROBLEM(S) TODAY?

2. HOW DO YOU FEEL ABOUT SWITCHING TO A PRODUCT THAT SOLVES THE PROBLEM 

FOR YOU (DESCRIBE HOW) FOR A PRICE?

Ask them for their contact details (so you can invite them to try the product once it’s ready) and 
ask if they know anybody else you should speak to.

STEP 5: CLOSE

You’ll note that throughout the interview I’ve proposed open-ended questions with a focus on 
learning, not selling (do your best to avoid confirmation bias). You should also make every effort 
to probe and drill deeper whenever your customer says something that piques your interest. 
Remember that magic word…”why?”.

This is by no means a perfect process, but by conducting enough problem interviews with 
questions that aim to get you learning, you’ll start to identify patterns and themes that run across 
most customers in the same segment.

These patterns represent your opportunity.

https://www.collectivecampus.com.au/blog/36-cognitive-biases-that-inhibit-innovation


HOW TO RUN A 

SUCCESSFUL IDEATION 

SESSION
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15 Minutes
1 Problem
5 People
50 Ideas

Our clients are generally amazed (understatement) by the number of relevant ideas that they are 
able to generate in such a short amount of time during our design thinking workshops. The key 
input for ideation is a genuine problem worth solving (hint: talk to your customers to find out 
what problems exist). Then it’s time to launch your ideation session.

The ideation process is your opportunity to generate solutions by combining your 
understanding of the problem and the customer. Get your team together (ideally between four 
to eight people) and start brainstorming by applying the following five tips to increase the 
likelihood of a successful outcome.
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Prior to jumping into ideation, establish ground rules with your team. Here are a few non-
negotiables.

HERE ARE 5 TIPS FOR CREATING A SUCCESSFUL IDEATION SESSION:

1. SET THE SCENE

Timebox - Generally the session should go for between 15-25 minutes. Set a timer!

Stand up - Creativity flows when there is energy within the group, so make sure you are out of 
your seats during the session.

One idea per post-it note - Have plenty of post-it notes so that each team member can 
capture ideas during the session.

Be visual - It’s often easier and better to show instead of tell. Draw your ideas where it makes 
sense to do so. Stick figures and sketches can sometimes say more than many words can.

There should only be one conversation happening at a time. It is easy to get sidetracked during 
an ideation session and for multiple conversations to occur at the same time. Each person in the 
session should wait their turn to share and make sure the whole group is listening when they do. 
Check out this video of a successful ideation session by the IDEO Toy Lab. The team at IDEO 
generates ideas for bath toys in the video and the team does a fantastic job at maintaining focus 
during the session while coming up with some pretty epic ideas.

2. KEEP YOUR EYE ON THE PRIZE

http://timer.onlineclock.net/
https://vimeo.com/9849184


How on earth are we going to come up with ideas in such a short period of time?

Team members new to ideation will doubt that it is possible to come up with a few let alone a lot 
of ideas during the session. Without a target you won’t know what to aim at. Setting an 
ambitious target will galvanise the team. For example, if your session is timeboxed for 15 
minutes make sure you have a target of at least 30 ideas. The best way to generate a good idea 
is to come up with lots of ideas.
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3. THE MORE THE BETTER

Remove all the limitations and boundaries that exist at your organisation. Pretend you have a 
blank canvas - worry about whether the idea will work later down the track. Even if an idea 
doesn’t seem realistic, it may spark a great idea for someone else.

If for example an idea is progressed and a barrier to implementation is a lack of available 
budget, then use it as an opportunity to ideate again to think of ideas of how to implement the 
idea with a smaller budget.

4. ENCOURAGE CRAZY IDEAS

“That’s not possible!”
“That will never work!”
“We tried this before, it didn’t work!”

It is easy to fall into the trap of shutting down ideas when you first hear them. When you 
hear an idea from a team member, think “and...” rather than “but...” in order to maintain 
the momentum of the ideation session and to help generate as many ideas as possible.
Bad ideas do exist but they are encouraged as sometimes the bad ideas are the ones that 
lead to the breakthrough ideas.

5. REMOVE JUDGEMENT

The day before something is a breakthrough, it’s a crazy idea“ PETER DIAMANDIS (FOUNDER OF THE X-PRIZE AND CO-FOUNDER OF 

SINGULARITY UNIVERSITY)



If someone came up to you right now and asked you to come up with an idea to solve a 
problem they had - you would probably struggle to come up with ideas let alone any good 
ones. This is why ideation is so powerful, as it establishes a way to create focus and spark these 
ideas.
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Give each team member the opportunity to vote for their top ideas directly after the session is 
finished while the ideas are still fresh in their minds. Consider the following when voting:

SO WHAT HAPPENS WITH ALL THESE IDEAS?

Inspirational - is the idea easy to understand and exciting?

Relevant - Does the idea actually address the problem?

Selecting ideas to move forward is just the beginning. It is now time to apply methods such as 
the lean startup and rapid prototyping to execute on your ideas!

https://www.collectivecamp.us/work/metlife


HOW TO CREATE 

INCENTIVES FOR TARGET 

CUSTOMERS TO GIVE YOU 

IDEA FEEDBACK
Get out of the building from day one they say.

It will be fun they say.

The whole concept of coming up with an idea, writing a problem or 
solution interview script and speaking to prospective target customers 

from day one has gained popularity in recent years as Steve Blank’s 
customer discovery model and later, Eric Ries’ lean startup movement have 

taken hold.

While we can sometimes get away with online testing, we often have to 
face up to the much more socially confronting task of interrupting strangers 
simply going on about their business on the street, which is no easy feat to 

say the least.
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How many times have you been asked for “just a minute of your time” to talk about some charity 
they are raising money for? And how many of those times have you walked right on by, made an 
excuse as to why you couldn’t stop or said something dismissive?

It’s not because we’re heartless. It’s because we only have so much time to give, only have so 
much money to give, probably harbour doubts about how effective said charity is (that’s another 
story) and while we probably don’t care to admit it, deep down we’re asking “what’s in it for m?”.

So if you’ve gone through the process of ideation, mapped out a proposed business model and 
have defined its key assumptions, how can you ensure the success of your outside of the 
building efforts so that you can not just build, but measure and learn as quickly as possible -
something fundamental to the success of any new business doing anything new in the early 
stages of its lifecycle.
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"JUST A ‘MINUTE’ OF YOUR TIME, PLEASE?"

First, make sure you’ve clearly defined your target customer segments and personas. This 
should include basic demographic information in addition to their goals and challenges. You 
should know where they hang out online and offline, their preferences and so on.

TARGET CUSTOMER PERSONAS

Based on you should be able to identify where you can find your target customers but also offer 
relevant incentives so that target customers give you said “minute of time”.

WHERE AND WHAT

We A/B tested using incentives such as coffee cards and grocery store gift cards during one of 
our corporate hackathons and the team offering incentives received a 400% higher 
engagement and response rate than the team that had to resort to asking nicely and or doing 
something intrusive, as fundraisers often do, like commenting on a passer-byer’s appearance to 
get their attention.

Below you’ll find a number of simple examples that should serve to prompt your thinking 
around the kinds of incentives that you might offer in the very early stages - before you have a 
functional product, to get feedback.

RETURN ON INCENTIVES



What you’ll notice is that the incentives are cheap (less than $5 in every case). You might end up 
spending a few hundred, or even a few thousand dollars over a period of time, taking this 
approach but the cost of not experimenting early on, is paying a much heftier price down the 
line when you make the unfortunate realisation that so many large companies make that they’ve 
jumped to conclusions and plowed tens of thousands of dollars (on the light end) into a half 
baked solution to a poorly defined problem.

It’s more expensive not to experiment than it is to experiment.
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Of course, there’s always chocolate, which 90% of the population like. As for the other 10%, they 
are probably not the best people to be basing your product roadmap on (sorry chocolate 
haters!).

Above all, try and get creative with it.

In many cases, people will simply be too busy to care about a small incentive that is probably 
worth what they make in a couple of minutes, but in many cases, people love free stuff and 
people love helping others, so long as you can answer “what’s in it for me”. This is just one 
of many tools in your arsenal to accelerate your ability to build, measure and learn fast and your 
corporate innovation efforts.

EXAMPLE INCENTIVES

https://gourmethealthychocolates.com/history-of-chocolate/chocolate-facts/
https://www.collectivecampus.com.au/blog/14-tools-to-speed-up-your-corporate-innovation-efforts


WHY IDEAS DIE AND 

HOW TO REVIVE 

THEM
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Companies often spend thousands of dollars on innovation tools such as idea platforms, 
innovation management software, ideation software and idea contests. Each used in isolation 
for the pure purpose of idea collection results in stagnated innovation and demotivated 
employees. Without an end-to-end ideation process or system, Innovation Managers are left 
with half-baked ideas and no roadmap on how to decide which ideas are best to progress and 
how to progress them. Avoid investing in ‘graveyards’ for ideas by recognising that ideation 
tools are a means of support for a broader innovation journey, rather than the entire solution.

Extra tip: When staff have taken the time to think about and submit an idea, they are usually 
keen for an outcome. Provide employees with timely and practical feedback to keep them 
motivated and engaged in the innovation journey. This way, even if their ideas are not 
progressed, they are likely resubmit in the future, as well as encourage others to innovate; which 
lends itself to building a culture that supports innovation.
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WHY YOUR IDEATION TOOLS AREN’T WORKING

So how can unhelpful ideas such as ‘beer fridge,’ ‘buy a 3D printer’ or ‘weekly fruit baskets’ be 
avoided? Before launching ideation platforms or advertising idea contests, clearly define the 
‘problem to be solved.’ These challenges should be aligned to the organisation’s mission, with 
the aim of closing its growth gap. Once a compelling problem statement has been crafted, 
employees should be further supported by tools that will help them to flesh out their high-level 
ideas. With the ‘buzz’ that tends to follow innovation initiatives, there are often many ideas that 
have not been thought through. Business canvasses and similar frameworks prompt employees 
to consider elements such as resources, partners, investment required, etc and will challenge 
them so consider whether they have a quality idea.

Extra tip: Leveraging open innovation by introducing new inputs to the organisation can help to 
expand and accelerate the organisation’s internal innovation efforts. For example, consider 
inviting clients, partners and leaders from tangential industries to participate in idea generation 
activities.

HOW TO GENERATE QUALITY IDEAS

Deciding on which ideas to progress usually falls to an open voting system, C-suite members or 
the judgment of Innovation Managers. These can lead to biased decisions based on subjective 
preference or alignment to an individual’s KPIs. Author of bestselling book ‘Winning the Brain 
Game: Fixing the 7 Fatal Flaws of Thinking,’ Matthew E May, cites jumping to conclusions, over-
thinking and fixation as some of the personal flaws that get in the way of innovation. Rather, top 
ideas should be selected based on how aligned the solution is to the problem statement.

WHICH IDEAS TO PRIORITISE FOR INNOVATION

https://www.collectivecamp.us/innovate
https://www.collectivecamp.us/innovate/ideation
http://www.msi.org/reports/closing-the-growth-gap-balancing-big-i-and-small-i-innovation/
http://www.forbes.com/forbes/welcome/?toURL=http://www.forbes.com/sites/henrychesbrough/2011/03/21/everything-you-need-to-know-about-open-innovation/&refURL=https://www.google.com.au/&referrer=https://www.google.com.au/
https://www.amazon.com/Winning-Brain-Game-Fixing-Thinking/dp/1259642399


Extra tip: Decision makers should also beware selecting ideas based on how ‘doable’ they are as 
this kind of thinking lends itself to more incremental rather than disruptive solutions. In a 
previous episode of innovation podcast Futuresquared, Steve Blank, godfather of Silicon Valley 
explained why disruptive innovation ‘requires a little bit of crazy.’
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TOP 3 THINGS NEEDED TO PROGRESS IDEAS

1 - Leadership Support. Getting buy-in from the top ranks is key to advocating a culture of 
innovation. By allocating leaders to sponsor ideas, more junior employees are able to borrow 
these leaders’ brand equity to remove work-related obstacles as well as political blockers. 
Check out a previous blog of ours on How To Get Buy In From The Top For Corporate 
Innovation.

2 - Focus on experimentation. A quality, detailed idea without a plan for execution means 
wasted time and effort for all involved. Using Lean Startup to quickly and cheaply de-risk the 
idea and test the biggest underlying assumptions will increase the idea’s likelihood of 
successful implementation.

3 - Resources. By the time an idea contest has been run and innovation software invested in, 
there may not be much money left in the pot for testing the top ideas. Organisations should 
ensure that time and funds are allocated for experimentation and prototyping ideas.

KEY TAKEAWAYS

Idea infrastructure in isolation is not the silver bullet to creating a more innovative 
organisation. Instead, these tools should be treated as one part of a broader innovation 
journey.

Generate quality ideas by ensuring staff are presented with a clearly defined problem 
statement. Provide business tools to staff to challenge them to think deeply about their 
proposed solution.

The top ideas should be selected based on strategic alignment and how well the idea solves 
the problem.

Provide leadership support, permission to experiment and protected resources for staff to 
progress their ideas.

https://soundcloud.com/futuresquared/episode-12-steve-blank-on-corporate-innovation
https://www.collectivecamp.us/blog/how-to-get-buy-in-from-the-top-for-corporate-innovation
http://theleanstartup.com/


ADDITIONAL RESOURCES
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CASE STUDY

ELECTROLUX

Electrolux wanted to introduce a Design Thinking mindset to high achievers as part of 
their talent development program. They engaged Collective Campus to upskill the 
team in Design Thinking, including the tools required to apply it on key organisational 
projects.

Collective Campus delivered a half day session in Singapore for the team to help them:
- Develop a detailed understanding of Design Thinking as a creative problem-solving 
mindset 
- Build hands-on knowledge in use of best practice tools and templates.
- Develop strategies to adopt behaviours required to embed Design Thinking in the 
culture
- Learn how to develop concise pitches for management to ensure buy-in to progress 
ideas further
- Take the initial steps in navigating their team projects with Design Thinking

The team gained a deep understanding of the value in applying Design Thinking to 
their projects. By focusing on a key problem area, the team was able to come up with 
over 100 quality ideas! 

The workshop helped facilitate an end to end understanding of Design Thinking and 
provided the team with a key selection of tools to develop, prototype, and pitch their 
ideas. The processes and tools learned allowed participants to hit the ground running 
with their team projects straight after the completion of the workshop.

Read more of Collective Campus’ case studies here.

https://www.collectivecampus.com.au/work
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CASE STUDY

COCHLEAR
Cochlear wanted to introduce a Design Thinking mindset to problem solving to the 
Talent Development team. They engaged Collective Campus to upskill the team in 
Design Thinking, including the tools required to apply it to improve employee 
experience.

The Cochlear team included members of Global Talent Development, Global 
Marketing, Global Services and R&D. Collective Campus delivered training for the 
Cochlear team to help them:

- Develop a detailed understanding of Design Thinking as a creative problem-solving 
mindset.
- Build hands-on knowledge in use of best practice tools and templates.
- Develop strategies to adopt behaviours required to embed Design Thinking in the 
culture.
- Identify innovative ideas to problems faced and pitch these to management.

The teams were able to identify over 150 ideas to solve key problem areas that were 
brought into the session.

Furthermore, the team gained a deep understanding of the value in applying Design 
Thinking to problems across talent development. The course helped facilitate an end 
to end understanding of Design Thinking and provided the team with a key selection 
of tools to develop, prototype, and pitch their ideas. The processes and tools learned 
allowed participants to use Design Thinking to not only develop big new ideas, but 
improve things in their daily roles.

Read more of Collective Campus’ case studies here.

https://www.collectivecampus.com.au/work
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FIND OUT MORE ABOUT DESIGN THINKING

STOP TALKING, START MAKING: A 
GUIDE TO DESIGN THINKING

Design thinking is a human-centred approach to innovation and idea creation. 
Companies such as Airbnb, IBM, Nike, Intuit, Marriott, LEGO, SAP and the Walt Disney 
Corporation all use design thinking to identify new product and service opportunities 
and deliver exceptional customer experiences.

This guide provides an overview of the five key stages of design thinking, from 
empathy through to test. Find out how to apply the approach and start innovating at 
your organisation.

Read it here.

https://www.collectivecampus.io/resources/stop-talking-start-making-ebook


GET IN TOUCH
We help large organisations to discover, not just deliver, to explore, not just 
execute, and we’ve worked with the likes of Clifford Chance, BNP Paribas, 
Microsoft, Village Digital, Asahi, MetLife, Telstra, King & Wood Mallesons, 
National Australia Bank, Singapore Pools, Ascendas Singbridge and numerous 
others across Melbourne, Sydney, Singapore, Auckland, Hong Kong, London, 
New York, Frankfurt and Amsterdam.

If your organisation needs help coming up with ideas, experimenting and 
turning ideas into reality, driving culture change or partnering with startups, 
we’d love to hear from you.
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COLLECTIVE CAMPUS
INNOVATE OR DIE

W: WWW.COLLECTIVECAMPUS.IO

E: INFO@COLLECTIVECAMP.US

1/20 Queen St
Melbourne VIC 3000
Australia
T: +61 3 9020 2010

67 Ayer Rajah Crescent
Singapore 139950
T: +65 3158 1040


