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The power of 
Design
Consumer centric methods .
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The design 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. 
• Generative AI creates content, design, and code at a fraction of the traditional cost. 

2. Data-Driven Decision-Making 
• Startups can analyse customer behaviour and market trends instantly, improving product-market fit. 
• Predictive analytics helps forecast demand, churn, or funding needs. 
• Real-time insights replace traditional research cycles. 

3. Operational Efficiency 
• AI automates repetitive administrative, HR, and financial tasks. 
• Chatbots and AI-powered customer support scale service without increasing headcount. 
• Reduces overheads and allows leaner, more agile teams. 

4. Funding & Investment Strategy 
• AI tools assist in crafting investor materials, financial models, and pitch decks. 
• VC firms are increasingly using AI to identify and evaluate promising startups — making AI fluency a competitive advantage. 

5. Marketing & Growth 
• Precision targeting using AI-driven audience segmentation and predictive conversion models. 
• Automated content creation, A/B testing, and SEO optimisation streamline growth campaigns. 
• Personalisation drives engagement and customer loyalty. 

6. Product Personalisation 
• AI tailors experiences for individual users — critical for SaaS, e-commerce, and healthtech. 
• Creates adaptive interfaces and recommendation engines that improve retention. 

7. Risk & Compliance 
• AI helps detect fraud, assess cybersecurity threats, and ensure data compliance (e.g. GDPR). 
• Startups can demonstrate higher credibility and governance from the outset. 

8. Talent & Workforce 
• Frees founders and teams from repetitive work, allowing focus on strategy and creativity. 
• Access to AI co-pilots means smaller teams can achieve enterprise-level output. 

9. Collaboration & Ecosystem Growth 
• AI platforms foster partnerships and plug-in integration with other startups. 
• Shared datasets and open AI models accelerate innovation across sectors. 

10. Competitive Differentiation 
• Startups that build AI into their core DNA attract investors, customers, and media attention. 
• Early adoption positions them as thought leaders in their industry. 

•

6 LSBU ONE-STAGE CUSTOMER METHOLOGY - 14 November 2025



What is the Core brand focus 
THE BIG IDEA Conection to users
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Recognized brands 
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Future influences 
• AI


• 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.
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Empathy v DIGITAL 
methodology 

Consumer centric methods 
for consumer profiles.
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global trends influencing sales
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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 growing company in the UK

12 LSBU ONE-STAGE CUSTOMER METHOLOGY - 14 November 2025



This product appeal to the self-image 
linked with clear statistics for  
sharing with friends. Growing health 
area, everyone talks about steps  
these days 
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Extrem spots appeal to Narcissistic individual 
and then with go pro you can see on line what 
was achieved .
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Customer mindsets more complicated 
than ever before.

Quick explore of generational differences
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Customer are 
more complex 

today
Some issues to consider
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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.

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

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.

Baby BOOMER GX GY GZ GA
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Early Adopter
16% of the total productive workforce.

Early Adopters in Innovation Marketing 

1. Definition 
Early Adopters are the first influential wave of consumers who adopt a new idea, 
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. 
• 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. 
• Higher risk tolerance: willing to try new, evolving products. 
• Seek recognition: enjoy being first to know or trendsetters 

•  Engagement Strategies for Brands 
• Invite participation – offer beta access, co-design opportunities. 
• Reward advocacy – ambassador programs, referrals, recognition. 
• Show social proof – highlight credible peer testimonials. 
• Leverage content – encourage user-generated content and sharing. 
• Keep narrative bold – position them as leaders and change-makers. 
•
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Build clear profile around your target customers.
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Customer 
journey and 
value  
proposition 
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New platforms emerging
Be aware of change

Augmentation Trans Human In between space
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How were the target audience
Define core target are they your customer 
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Example of concept ideas who 
are the target audience.
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Commercial retail design
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Step Two
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