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Stuff International Design Limited

How it works

Key considerations:
1. The future
2. Define the past
. Customers: how do they think?

. Competitors: direct and indirect

Power of creativity

. Collective master vision

Extraordinary out of the ordinary

S
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Stuff International Design Limited

Snooze you
Loose

Kodak was the king of jungle until one
of its employees invented the digital
camera

15 years ago Kodak dominated the photographic world, but
when their Board was presented with the invention of the
digital camera, they rejected it. Apple's Steve Jobs by contrast
saw its potential and put it into the new iIPhone. The rest is
history.

If only Kodak had explored the potential of the new camera
and not remained confident in the continued success of the
old model their story would have been different.

Stuff International helps start-ups and established companies
see over the default bar.

y b

G NGER

vioments

International Design

LSBU ONE-STAGE CUSTOMER METHOLOGY - 14 November 2025



Stuff International Design Limited

Set a framework for product line development

It is essential to build products and services to work in
line with your brand narrative.

define customer
audience

commercial success will
follow

now in touch with your world
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The design process

DESIGN THINKING: A NON-LINEAR PROCESS
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Best time ever to start a business.

We will work together.

1. Product Innovation & Speed to Market
*  Enables faster prototyping and testing of new products and services.

*  Allows small teams to compete with large corporations through automation and low-code tools.

SN

*  Generative Al creates content, design, and code at a fraction of the traditional cost. e ————— e
2. Data-Driven Decision-Making Prp—— e - e -

«  Startups can analyse customer behaviour and market trends instantly, improving product-market fit. RS, '!I l....‘_l. !f -~ POTIAT AL TPACTT O ST

»  Predictive analytics helps forecast demand, churn, or funding needs. o g . = = a—— - n e e e e

. - Y - - e ane ¢ 6 oo Sy

*  Real-time insights replace traditional research cycles. !" m |

3. Operational Efficiency "\.' o= , ”
’
* Al automates repetitive administrative, HR, and financial tasks. (l { -~ 3 ':‘]
»  Chatbots and Al-powered customer support scale service without increasing headcount. N N
Reduces overheads and allows leaner, more agile teams .
° 3 3 - — .-
: CNMLLION ¥ ~—~.  JREASONS - e

4. Funding & Investment Strategy BN A B AT o] G [5.-,\ ‘l I- & -—— o s

* Al tools assist in crafting investor materials, financial models, and pitch decks. D AR ARG AT \ E) » o N\ J S

«  VC firms are increasingly using Al to identify and evaluate promising startups — making Al fluency a competitive advantage. A 2 . ety w4, 3 T8
5. Marketing & Growth Py e
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»  Precision targeting using Al-driven audience segmentation and predictive conversion models. '/ W ' w Il "’$ '|

*  Automated content creation, A/B testing, and SEO optimisation streamline growth campaigns. / / \\E‘ -y

»  Personalisation drives engagement and customer loyalty. (TAle NNy 0_ ’ AT i FONLN ¥ .
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6. Product Personalisation - . | ¢1 ' | Q | B SRS S SR § G-

* Al tailors experiences for individual users — critical for SaaS, e-commerce, and healthtech. ‘ L“‘J_/' '\ / - —— r

»  Creates adaptive interfaces and recommendation engines that improve retention. O 6
7. Risk & Compliance OARUT I AN SR 0
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* Al helps detect fraud, assess cybersecurity threats, and ensure data compliance (e.g. GDPR).
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What is the Core brand focus
THE BIG IDEA Conection to users

=" Microsoft
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Recognized brands

International Design
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Future Influences

Al

Machine learning

Blockchain inventory

3D printing

Data management will be a big business
Cloud will affect the way we work in the future
VR will flourish with G5

Social enterprise will balance the new age FAANG.




Empathy v DIGITAL
methodology

Consumer centric methods | DRIVEN/CENTRE OF THE UNI SE
for consumer profiles. Tl %




global trends influencing sales




Gives you a piece of glamour for the
price of a taxi fare. The app helps you
see were your ride is at all times. The

fastest qrowing company in the UK @ Sm
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"g
CUNVENIENCE"

[ his product appeal to the self-image
F ITB I-I-Imked with clear statistics for
sharing with friends. Growing health
area, everyone talks about steps =) ST

these days




60 PRO

Extrem spots appeal to Narcissistic individual

and then with qo pro you can see on line what S\ S ff
was achieved . S




_Milennials_
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Customer mindsets more complicated

than ever before.
Quick explore of generational differences
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BABY BOOMER GEN X OEN Y GEN Z

Customer are
more complex
today

Some issues to consider




End user

Baby Boomers (1946-1964)

- **Work Ethic**: Value hard work and loyalty to employers.

- **Team-Oriented™*: Prefer collaborative work environments.

- **Face-to-Face Communication**: Favor in-person interactions over digital communication.
- **Social Change**: Experienced significant cultural shifts, including civil rights movements.

Generation X(1965-1980)

Independence™*: Value self-reliance and personal responsibility.

- **Skeptical*™*: Tend to be more cynical and skeptical of institutions and authority.

- **Tech Adaptability**: Experienced the transition from analog to digital technology.
- **Work-Life Balance**: Seek balance between career and personal life.

Millennials (Generation Y) (1981-1996)

- **Tech-Savvy**: Comfortable with technology and social media.

- **Experience-Oriented™™: Value experiences over material possessions.
- **Socially Conscious**: Advocate for social issues and sustainability.

- **Collaborative™*: Prefer teamwork and inclusive work cultures.

Generation Z (1997-2012)

- **Digital Natives**: Grew up with technology and are highly proficient with digital tools.
- **Diversity**: Value diversity and inclusivity in all aspects of life.

- **Mental Health Awareness™**: Prioritize mental health and well-being.

- **Entrepreneurial Spirit**: Interested in entrepreneurship and alternative career paths.

Generation Alpha (2013-2025)

Highly Connected**: Expected to be the most technologically immersed generation.

- **Education-Focused™**: Likely to experience personalized and technology-enhanced education.
- **Global Perspective**: Will be raised in a more interconnected and globalized world.

- **Socially Aware**: Expected to carry on the values of diversity and social responsibility

Baby BOOMER

GX

GA

International Design
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Early Adopter

16% of the total productive workforce.

Definition

Early Adopters are the first influential wave of consumers who adopt a new 1dea,
product, or technology after innovators prove it works, but before the mainstream
majority follows. They represent around 16% of the working population and act as
the bridge between innovators and the early majority.

2. Core Characteristics
» Open-minded but pragmatic: curious about innovation but value practical benefits.

EARLY MARKET THE CHASM MAINSTREAM MARKET

* Opinion leaders: others look to them for guidance and validation.
« Educated and connected: socially networked and information-driven.
* Motivated by advantage: seek status, efficiency, or self-expression benefits.

» Values-driven: support innovation with ethical or social impact. § y DR CONSERVATIVES

 Higher risk tolerance: willing to try new, evolving products. TECH ENTHUSIASTS
 Seek recognition: enjoy being first to know or trendsetters

 Engagement Strategies for Brands EARLY EARLY

INNOVATORS ADOPTERS MAJORITY LAGGARDS

» Invite participation — offer beta access, co-design opportunities. 2.5% 13.59% s 16%
» Reward advocacy — ambassador programs, referrals, recognition.
how social proof — highlight credible peer testimonials.
se content - encourage user-generated content and sharing.

1em as leaders and change-makers.
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Build clear profile around your target customers.

AREAS OF FOGUS

Target Platform Value proposition

[\ A Situati A
customers e g¢e HHEHOH Used Pps for Meta-tude

For developing
software skills.

Mobile/web SRR WHEIEARIES | o oo e

Sola entrepreneur who has a large network

Ra| 35 of freelancers. He is looking for way to build « ;I)Ia;tfonn? M(e}sseng\ehll', Iéid?'t’ team to bulld
skllls and loyalty with his team. nowledge ol many Hora, We LT, collective
software packages Xero, etc . .
productivity plus a
giveback

Has her own SME
business will use

Owns a PR company employing 10 people. Web, WhatsApp, Meta-tude to help

Wants to find out their strengths to build a Facebook
Tessa 45 . : Goagle understand her
balanced team, also need to understand instagram, Emails, .
: , .ty s : team's strengths,
Zoomers' and Millennials' skills. Twitter

Generational
understanding.

Ambiltlous wants to Improve skllls In Discord, WhatsApp, Solo operator

leadership and software packages is a Web, mobile, Slack. Viber. working with many " <j

freelancer but work in the solo- internet, LinkedIn Facebook partners on the |
entrepreneur space. net. ‘ International Design
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TARGET GUSTOMER

All inclusive market

" New career direction

Mechanical worker: -7 Q'-' 5@1 School leaver
wants to update

Solo entrepreneurs grﬁm Made redundant now

has a bakery business

SME with 5 employees "
POy ‘,'. ﬁ Mother of school leaver
r “ 'f"
v < j Fintech solo-entrepreneur 4 million
ok 4

-' "@

N

Freelance sales person want to upgrade skills

Corporate coaching

S
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Shout

Arrive

Orientate

User value

Compare

proposition

Purchase

Leam

Activate

After care

Advertise in gocial media

Use infiLencers

Enterwatsile ane’ hook
to de test.

Brand narrative

P -

Five
mnute
test
Quick
score no

reporl

R

Visual
ouput

Web ccnient
Metatude philosophy
Finc Your diamond”
Our method 1 Quide
you to a happy uture

The Community
Explain access and
opportunity

Pod groups and
communiies.

ay for a full test and
report
9.2¢

Folowing your
Strength tests
Please look &t
Our subscription
packages

Customer value proposition

Welcome video Start
he 7 week
programme

Access o your app
Introduce you tc pods

Commurity packages
Mentoring
1-2-1
Skills packages
Around strangins
Parent packagas
Entrapreneuria packages
Personalised keaming

Repeattes:
Add data from tre
community
Interaction
Establish where you
wanito be

To use your strengths.
Activaie interviews

Mee: car2er companies.

Feedback data
Talk about new
caresrpaths
Offer interest cowrses

Customer value proposition

Value

Good price

Response Value
Wow thafs intaresting Inaresing test
| wonder what my s'rengths Always knew | was

am?
Cuick tost - lot's sco.

creatoa This s warth
having a look aL

Woaw this = intarasting'
Ilwondex if | can talk
to a prcdossional?
Wil begmattotak o
my favonie influencar.
999 seems geat for
afull tes! and report.

Dad can you pay for Lthis
please™

Great start

Brilliant mentors

Wow what
oppertunities

Constant touch

Wow tratgmat iam
Going to dene this 7wk
Ceurse and see what hagpens
| *hink 6.99 for ayear is
Gcodideacheaper if | pal
Inorago

Raally arjovmd thainitndichon
I naking ‘araard 1o our 7 waek
progamme.

Gol a book worth “5.90in tha
packege.

Seen that there are special
offers for hey skill pachages.
| might upgrade my package

Greal peophs anc ofers
in e commumty
1like he enterpisa worksho0s.
Love hearng from paople
who are simiar ‘o ma.
Made some good friands
Good vaie

Wrw thama & sn murch
Auadahla which | rever thoogt
about
| did not appreciate how many
my jobs matchad
| thank mela tude for guding we
‘hrough
The process Arhur was geat.
Aiso | have so mary contace.

IYs great thay keapin inuch
And show me nterest groups
And tell me atout new induchie:

They are tremendous company. |
love my
APD 13.55 just 1D Keep in Jouct

Has buil agreat Gmal to meet other parents
Feelgood abaut halping This Is alol cheaper han k , . ’
[ o other products | Ha en the start of the onlire On the pedcast. SHARING Glad lo have beer o’ ha
FNNESE OF W kU S S A S -y U Vsl W Rt i " Jom:samfy chaap ? ’ogf':gram g'm-.hms:goo::f- D&NI AR Hais nn he way now °
n ¥ YearS. estoom has grown PROBLEM witk ae chidren
Foth:::::‘;:;:gL: r?::nrl_ This is ageoc valw N N P S S— L R —
T s product and hey will organiss aimed at solo-entseprenaurs amed at solo-anrepreneurs. Lovad tha taam package,
Sob> sedepmency tradare. We can ge. R frogrammes 1o 'rain our team For a talosec training we are working together. We are all cn the same Really helpad our mmole We ae going o ofer
“thﬁ_ ’hngt'm using pm.‘; a new Drewing package this s briliant al Al programme and enjoying | Warks bond. Dur productivity | The programme 1o naw comars
package. Beilliant warking logether. Is beter now with the training
A ‘o teary
Whacanl finc ag acnach la ‘AMharan | fird asa caach ta Nonthly subscription is ) He cava me some great
help mo advance my carear?  help me advance my carear? really worth L | have maw Frstmanior was OK Great 1o be coached by coaching
Uparade skils Meta tude has gral Mota-luce has great frends ir the Goced stant tut the sacond one someone Booxs that helped him in his
018 10 one coaching. community. Peter K was ballian! Who has been thare anddone it camer

om-lo-one coachng

Tha’s what | am gring b dn

21

Customer
journey and
value
proposition
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New platforms emerging

Be aware of change
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How were the target audience

Define core target are they your customer

TARGET GUSTOMER

All inclusive market

& New career direction

Mechanical workerf "}f; ’ng School leaver
wants to update -+
‘ L 5#3 Made redundant now

Solo entrepreneurs .
P has a bakery business

SME with 5 employees S A
oY o 9 is * Mother of school leaver
kl-

‘ !;2 Fintech solo-entrepreneur 4 million
/¢ |

-

Freelance sales person want to upgrade skills -

Corporate coaching
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Example of concept ideas who
are the target audience.

International Design
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Stuff International Design Limited
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Step Two

Sk

International Design
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