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The Ideas... Fill these boxes with ideas.

ENABLERS  for your vision of the future BARRIERS  to your vision of the future
What do you need to realise your vision? What things can be employed that 
would be most useful? What research needs to be conducted? This could include 
anything such as technologies, design tools, systems, education, politics, etc.

What barriers are preventing your vision from happening now? What are the 
really tricky problems and stumbling blocks? What needs to be explored and 
understood further? This can include policies, culture, behaviours, etc.

The Big Ones  In each box put a post-it with your biggest and best. The Big Ones  In each box put a post-it with your biggest and scariest.

The Ideas... Fill these boxes with ideas.

BUSINESS AS UNUSUAL BUSINESS AS UNUSUAL

DESIGN

The Short Story
In each box below put a single post-it note summarising your ideas for consumer 
engagement in that stage of the life cycle (using words or drawings).

The Product Draw it here....

PURCHASE USE DISPOSE When selecting a product and generating ideas, keep in mind the context 
of your specific scenario, and remember that this is a future of low resource 
throughput and, consumer engaged re-distributed manufacturing (localised 
consumption and production).

Think about factors such as:
• Design: Will it be by people (consumer led), or experts (consumer inspired)?
• Technology: Will important developments be needed in supply chain 

management and production, or methods of consumer engagement?
• Data: Will it be big or small?
• Companies: Will they be large multinationals or small local businesses?

The Ideas... Fill these boxes with ideas.

DESIGN Where? When? How? Who?
Is the product customised? How does the customer have their say in what they want? How is this information 
collected? What information channels link people and companies? How is the product specification set? How 
are the performance characteristics or materials selected?

The Product Life Cycle in 2030

PURCHASE Where? When? How? Who?
    Who will own the product? How will customers hear about the product? Why and how 
will they select it? Where will the customer go when they want one? Will there be special 
packaging or delivery mode? What will the interaction with staff/shop be like? 

USE Where? When? How? Who?
How and where will it be used? Will it need fixing? How will it be repaired or 
maintained? How will carry out repairs and how? Will there be any special service 
or subscription based component? Will there be a feedback/review process?

DISPOSE Where? When? How? Who?
   When and how will it be thrown away? Where will it go? Will it be recycled, and 
what into? Will it be renewed and go onto someone or something else? What 
happens to any functional parts, or rare/valuable materials?
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BUSINESS AS UNUSUAL
Write the title of your scenario here:

BUSINESS AS UNUSUAL
Pre-Purchase

Post-Purchase

Purchase

Control

Management

Influence

DefinitionDisposal

SpecificationMaintenance

Design
Subscription
Services

ManufactureProduct Usage

PRPackaging

AdvertisingDelivery

Product ReviewsSales Staff

Word of Mouth
(includes Social Media)

Promotions &
Incentives

StorePoint of Sale

Product
Awareness

Purchase Comparison and Selection

New Product
Development

Delivery

Usage

Use the card deck to stick interventions 
onto the map across the life cycle stages  
and build a picture of the customer 
journey for your product and scenario.

The Consumer 
Interaction Map

Write the title of your scenario here:

The Ideas... Fill these boxes with ideas.

ENABLERS  for your vision of the future BARRIERS  to your vision of the future
What do you need to realise your vision? What things can be employed that 
would be most useful? What research needs to be conducted? This could include 
anything such as technologies, design tools, systems, education, politics, etc.

What barriers are preventing your vision from happening now? What are the 
really tricky problems and stumbling blocks? What needs to be explored and 
understood further? This can include policies, culture, behaviours, etc.

The Big Ones  In each box put a post-it with your biggest and best. The Big Ones  In each box put a post-it with your biggest and scariest.

The Ideas... Fill these boxes with ideas.

BUSINESS AS UNUSUAL BUSINESS AS UNUSUAL
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v1_02.12.2016

Step 1. Story

Step 2. Map

Step 3. Plan
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DESIGN

The Short Story
In each box below put a single post-it note summarising your ideas for consumer 
engagement in that stage of the life cycle (using words or drawings).

The Product Draw it here....

PURCHASE USE DISPOSE When selecting a product and generating ideas, keep in mind the context 
of your specific scenario, and remember that this is a future of low resource 
throughput and, consumer engaged re-distributed manufacturing (localised 
consumption and production).

Think about factors such as:
• Design: Will it be by people (consumer led), or experts (consumer inspired)?
• Technology: Will important developments be needed in supply chain 

management and production, or methods of consumer engagement?
• Data: Will it be big or small?
• Companies: Will they be large multinationals or small local businesses?

The Ideas... Fill these boxes with ideas.

DESIGN Where? When? How? Who?
Is the product customised? How does the customer have their say in what they want? How is this information 
collected? What information channels link people and companies? How is the product specification set? How 
are the performance characteristics or materials selected?

The Product Life Cycle in 2030

PURCHASE Where? When? How? Who?
    Who will own the product? How will customers hear about the product? Why and how 
will they select it? Where will the customer go when they want one? Will there be special 
packaging or delivery mode? What will the interaction with staff/shop be like? 

USE Where? When? How? Who?
How and where will it be used? Will it need fixing? How will it be repaired or 
maintained? How will carry out repairs and how? Will there be any special service 
or subscription based component? Will there be a feedback/review process?

DISPOSE Where? When? How? Who?
   When and how will it be thrown away? Where will it go? Will it be recycled, and 
what into? Will it be renewed and go onto someone or something else? What 
happens to any functional parts, or rare/valuable materials?
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BUSINESS AS UNUSUAL
Write the title of your scenario here:
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BUSINESS AS UNUSUAL
Pre-Purchase

Post-Purchase

Purchase

Control

Management
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DefinitionDisposal

SpecificationMaintenance

Design
Subscription
Services

ManufactureProduct Usage

PRPackaging

AdvertisingDelivery

Product ReviewsSales Staff

Word of Mouth
(includes Social Media)

Promotions &
Incentives

StorePoint of Sale

Product
Awareness

Purchase Comparison and Selection

New Product
Development

Delivery

Usage
Use the card deck to stick interventions 
onto the map across the life cycle stages  
and build a picture of the customer 
journey for your product and scenario.

The Consumer 
Interaction Map

Write the title of your scenario here:


