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ColLab.

A service Is a way of
delivering or exchanging

value, between people and/or
organizations.
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ColLab.

A service can be a one-way,
two-way, or multi-directional
transaction.
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ColLab.

A service IS made possible by a
range of human, technological, and
organizational resources, but also
by social norms and patterns we all
share.




ColLab.

A service might be thought of
as a single moment, or as a
bundle of moments unfolding

over time.
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ColLab.

Services are more than just
the right functions; the
experience itself is important
to success.




ColLab.

Services are embedded In
systems, while also
constituting systems
themselves.
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Four Questions to ask
about a Service

When does it start and
when does it end?

What emotions are you
hoping people feel?




ColLab.

A good service has:

Consistency of intent across moments.

Smooth hand-offs across the service.

Moments of truth leave positive impressions.

Robustness over time inspires trust.







Learning Objectives

« Understand what a journey map is, and
where It fits in a design process.

« Understand the major component parts of
a journey map.

* Understand how to gather and plot data on
a journey map.

« Understand how to move from mapping to
prototypes.



Journey

Mapping




Journey

User Mapplng

Research

Prototyping
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Impromptu Networking
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Rapidly Build New Connections | 3 Conversations X 4 Minutes
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A ‘journey’ refers to
specific sets of actions,
behaviours, contexts, and
artifacts that are connected
INto a single experience In
pursuit of a goal.
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Default Thinking
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Thinking Through Journeys

RN\ \\' /28
 Understand system | 77,\,,\_‘,
linkages along the path jm/sff;

- \,' l/)/

« Build empathy for people | g
. . e B d 45 ) "'.
navigating the system H Nup>a g@t/z’,{“ Go,d\{»f é;';

« Understand diversity of
experiences

* |dentify places to
Intervene
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Emotions
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End of Side Trail

Trail Turns Right
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Trail Turns Left
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OOOOO

Understanding
People



WE INTERVIEWED
HUNDREDS OF USERS
AND TURNED ALL OF
THEIR SUGGESTIONS

INTO FEATURES.

Dilbert.com DilbertCartoonist@gmail.com

AS IT TURNS OUT,
EVERY USER WE
TALKED TO WAS AN
IDIOT, AND THEIR
DUMB SUGGESTIONS
RUINED OUR PRODUCT.

)

IN HINDSIGHT, WE
ROBABLY SHOULD HAVE
TALKED TO PEOPLE
WHO WORK OUTSIDE
THIS BUILDING.
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User
Research

Journey

Mapping

Prototyping




Get Packing

~

gehaviours



What Is Design Research?

g

Asking people what they
Systematic inquiry like

Only engaging the end-
Focuses on understanding user(s)
behaviours, needs, and

motivations

A templated approach

Process of understanding
the impact of a design on

people Science
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Why Research?

Discover needs & desires.

(Re)Frame topics or challenges.

Improve robustness of decision-making.



Journey

User Mapplng

Research

Prototyping
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What Is
Journey
Mapping?
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A journey map is a visual
representation of qualitative
and quantitative data about
how a person or people move
through a journey or
experience.
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Why Journey Map?

» Crystallize key common
moments in a journey

 Build a shared
understanding of the world

* Develop an evidence base
and make it accessible to
support decisions

 Story-tell with stakeholders



m Customer Experience Map

===

Finding Catering Deciding on Catering Recelving Catering Eating & Presentation || Wrap-up, Follow up, Payment

Customers find cut abaut the serviee
IDEAL CATERING via ward af mouth, sacial media,
delightful website, snd marketing materials,
easy
tasty

The saterer sommunicates to the
customer. through all marketing
media, that they are available,
reliable, and consistent,

This serviae is friendly and
aonsistent, and staff strive to answer
arder requests within ane howr during
the wark day. The kitchen staff are
activa partners in helping the cliant
decide on & menu appropriate for the
avent.

Delivery always arrives shertly
before the event. Tt is atways the
right temperature, and arrives in the
right Locatian, The delivery staff are a
frimndly face for the caterer and
ensura the customars are satisfiad
and hawve all that they need,

Eating the faod is an experience; new
flawaurs are around every corner. The
packaging and dishes explain dearly
what the contents of each dish are, and
indicates which dishes ara intended far
which special diets. The presentation is
professional, sustainable and
reinforces an experience.

There is en established pick-up and a
clear inwoloing system that leaves a
pood Last impresslon on the
custamer. There is & system to
pather fepdback fram customer s,

POSITIVE MEMORY

HEUTRAL

NEGATIVE MEMORY

. Communication & Experience

B customer Service

B Food

POSITIVE MEMORY

HEUTRAL

seseean Ceesanesns

NEGATIVE MEMORY

L T T e e T ]

cessrssissssrsssssssesssetersesasessenant

B customer Emotion

quotes (1) “rs you sure they do catering?’

SUPPORTING

oy

"hwhmah:tuingfwmlmln
terms of feal good factor, but
becausa they're social anterprisa
we know they may not be as

Same people visiting the Fi
wabsite took more than two minutes o
fined the Field To Table Catering
seation Others dismissed the website
because it presented tao strangly as &
charity,

Marny people faund out about Field To
Table Catering via ward-af-mouth ar

DATA =
1)

mm-nmtmt—dm
el )

1al. But they really win
on the feel goed factor.””

People choose Field To Table because
thary liloe what it stands far. However,
there is a connotation that sooial
enterprises are less professional.

Tha lack of marketing matarials makes. \Q}
it difficult far customers to get a sense

of whether Fiedd Te Table is a good
catering choice and eppropriate for
thair event.

1 love Sybil. Sha is a doll. T simply
adore her.

‘Currently staff do not make

r about

I've ordered the right amount of
food. "7

=\ N
@, People love interacting with Sybil,

Soametirmes, twa or three days pass
before custormers get a reply or
canfirmaticn on thair order,

P~ The anline menu is unclear and daesn't
0 ghwwmmrsnsnnmufnrnpwﬂm

Some customens love being able ta
take advantage af the full culinary
capabilities of the kitchen; others seem
unaware of the aptions of which Field
o Table s capable.

e
R
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“1 teul bad. Their heart and soul is
thare. But the driver wrecks it.""

“1t would be nice to receive a
confirmation email a day before.
Sometimes I feel like, "Well, T
hope they're coming!'"”

(\1 Food is sormetimes too Labe, too sarly,

.J er dediversd 1o the wrong location,

There is sometimes cither too much o
mat encugh food,

“Wow, it's so good! This is
ridiculously yummy.

‘The presentation of the food in
plastic, not ceramic, made it not
suitable for client-facing events.””

Sometimes, customers receive the
wrong item. For instance, ene client
received a jor of spicy chutney instead
ak a jar of jom.

While the foad presantation is good,

the detracts from it. Small
details like labels and placement of

Hy
@

‘!ml.dlnnl:r.p-chdhh
invoiced right away.”

‘It would be great to have a pick
up option with a charge in order to
have bags or candle lit catering
trays to keep them hot. "

The irvaicing system can create
confusian

A lack of a pick-up systern leaves
custormars. with the responsibility for
disposing of a lot of waste.

Clients often collact internal feadback

and are willing to shara it with their
caterer,

Source: Bridgeable
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FOSTER YOUTH
EXPERIENCE MAP

Toview mare famiy strengthening and youth agency buslding oppertunities, ¥isit FYXPIRGoY

KEY

J7 ™+ Critical moments when tamilies
[t nsuppamlnmuwgmmm

Whatls g/ safety
&4 Permanency

splum @ Wwellbelng

Cht
.

Thisls mannyumuv

-\,l; @ ) .“."-. @ ®
g Q Q m Q & F7 9 Aging out of the system If system falis to
Alleged maltreatment Sockal workes Praced with a foster family Reunifled Figuring out how to get along Visits with original Semitiod achieve permanency for youth
Is reparted. CPS responds takes chidd for a with famity and befong In the new environment caregivers) with family Potential Feelings
medical exam Putentlal Feelings Lonely, tsolsted, rejected, forgotten
Potentlal Feelings . scared, Potential Feslings Ppotential Feelings Potential Feelings Who am I?
Gult, fear, embamassment Putential Feelings hypervigliant Resentment, Acosptance, opportunistic, Anges sadness, frustration
Potential Orvers —— Potential Drivers possibly relet new baginnings potental Drivers possibly relet gl SO
Feels Ike 'm at fault, parents/ Going home, staylng sate, self-protection, Patential Drivers Potential Drivers Disappointment andfor Potential Drivers cut my Mentity post-foster cars, proces:
caregivers projected onto me Potential Drivers comfort, survival strategy, PTSD Less respect for Self-pressevation, famibarity, hiding resantment in parents for Less respect for the emotional burdsn of my case Nistory
Family Strengthening Opportuntties Hdng what happened Family stics pérent authorty, fear of the past, achieving normakcy “kttng this happen’  fear
- Forlow ik cases, meet with - - Provids supportive framework of JH 0 Family Stre Opportunities | Family Strengthening ofwhat's to come Youth Agency dppartunites
tamilies and assess what thelr Famlly Strengthening g about the bidlog Famity » Offer as much information shiout SppoRtyeitis famity Strengthening mmmm-m
needs and wants are to connect fes family to the Rster family. Opportunities the process, each persons’ roke. AMIWUKSSMI opportunities
them to community partners for Inform caregivers « Help Rsters understand what's driving « Work with family to and how Indiidual can bt D:‘m < Woek with famy ﬁn:l:l:nmmp:nstmmw
'mm - e : '\:nmmm mmml :%u!“m?m s o] Help young pecple understand the
. parent partner uce | - reuntication .
vubﬂ:‘qum::h v:m Agency '“l.e‘tmwm with youth about ';"“ Rack s e Sy e U s ) T i i m:y!m: i
arentin
. Batransparent about what &s Opportunities the process home gradually. Youth Agency Oppertunities do gm& “m‘:::"“m . Give young people the resources fike
rappenry 2z - Prowide 8 - Work with youth to create a + Make 3 pian for the youth to B . Diow space therapy and mentors) bo process and
.+ Talk to youth about thelr elings & behanral tamity-centered plan that achieve  feeling of safety & prsiss fradustly. redeMa their kdentity cutside of the system
wants/needs health aairessess their needs & wants. work towards welbeing. 'J. b"m
through their feelngs
“u !o/,," a medator.
This 1don't m
Isareally W want anyone ':;::':L“g!
:okm an adult
Haa
Placed with Kinship guandian Bas Bl B Trying to learn how to be
Adopted Into a new famity eif-sufficient without
potentiaity Placed In s " Potentiai Feelings Youth - Youth becomes s L]
%«..t‘mmm of chronically and removed from home transitional | famity court to - Conosrned, quilty, suspictous m"ﬂ::l ’ .l‘ parent while Potential Feelings :"omm lwonw- ;- m’
stresstul home life Potential Feelings care facliity . petedtist v ml are Relle, uncertainty, gratitude el e
Potential Feel Gullt, fear, abandonment, neglect Potential Self-preservation, survival, ldentity Potential Feelings Potential Drivess
r-mmm?f'uws.um. e R Feefings Family Strengthening Cpportuites | | oee oo Atiection for id,lost EILERG G ey KM Vet ai m:.:r;mom-
stressad, aware Control, Rebaved. slong, « Prowida guidance about trauma & Potential Drivers Harithy, haltng of debit healthy relaticoship. What does
S R covieckiom K Gipice an understanding of foster care. | Potential Drive Youth Agency Opportunities
Potential Drivess g s Wanting to keep chilf while proc ncy 048 my network look Itke now? 'm
Trying to cover up, not wantig to Family Strengthening Opportunities Potential Ortvers Youth Agency Opportunities m”m'ﬂ' stil being In care Rl oo Lol positiee mare than Just a foster kd..
accept reality, trying to protect Plan remowals In advanoe when Being In untamitlar + Prioeitize kinship placements. proectad Youth Agency el e What's mry identity?
i Ibis with the family, empowerrg | SuToundngs Family opportuntties " personrs et micos Potential Orivers
them to be part of the femoval procsss | - youun soency Strengthening . Hep pwents person g tamily b Apirecivpbeliaei SRS
Famay Strengtherdng dppertuniies {12 help reassure and pack for the Opportuntties - Opportunities s s L rdatonghips SLETYN. e oty et a0
Invohee schools In supparting famiies: young person) s it etuming to.a hammul Placed with foster tamily or In group the family es of fating to moved to 1o ot vt respects
Supplying mental heatth senvioss, od . Inchafe a parent partner at the s home N fucoty aplan % how mmuqmn?m & m" el ——
pantes, washer and diyer and day care removal to provide guance fenl Strengthe potential ey il e oo
or teen parents belongings e Famity Strengthening Feelings ot thelr ther chidren of system to achieve permanancy Youth Agency Opportunities
- Leverage the knowiedge within Youth Agency Opportunities protected Fear, snxiety, dapression, Impatience tafling - Education on seual Feall + Connect young pecple to foster
communties and reighborhoods to hep - Try not to do remords In the midde « Be claar about Find ways toenatle T mm health, contraception, | . '“"“"'ms..'.%'. - youth alumnd networks,
e ik of the night I g Place o ek my things, sty Ways b0 Py Cometmesi b 3 ' R -
+ Give youth time to adjust to new Youth Agency Potentis| Driver ;
Youth Agency Opportunities srrcndigs etos i toschool | dscuss ek A ESJROS e e wht | M | et s rtunies Alow space b Festng st s angry, menputng |+ PRovde young peogle wth
+ Connect with youth threugh front-end - Be transparent about the process. needsandwants | eoan irtherearanarg | YOUUh Agency Opportunities + Assist youth In yourg parents b 10 de removed from homes resources and dedicated paints
community services - Refrain from using punitive langusge beforewnitng the | ruthe to hear In « Connect youth with other youth in g P of contact when they have
| that mabes the youth feel ke they are court report. court 1t's best for mentorship and guidsnce talking with fends Vo ! 'mmkgm'.m == quEsons of concems.
‘@ e lntrt’n.:leu'lmm-m P ) reov e & - Provd safe places for ther thigs & nte:ﬂn‘ B uunnqmmmm” ®
3 = ——n - ), present If possible. m“ummnq " Vaw®, heakiy coping shis & consequences.
PRE-SYSTEM INTAKE PLACEMENT & TRANSITION

NC' POST-PERMANENCY

Source: Emily lanacone

https://medium.com/presidential-innovation-fellows/co-designing-a-healthy-future-for-foster-youth-families-f70562b67227



https://medium.com/presidential-innovation-fellows/co-designing-a-healthy-future-for-foster-youth-families-f70562b67227

This sample patient journey map is provided by
Follow us on Twitter: @macadamianlabs

PATIENT JOURNEY MAP

This can't be happening.
Please let the diagnoss treatment. | need it all to o be back at horme
- bewrong o B0 well, with no complications o o

& 4 &
INPATIENT OUTPATIENT

I need to get through 1 just want to get our of here. 1 want I want rmy life to return to normal or

to find my “new normal®

PATIENT'S
MOTIVATIONS

PHASE

Patient more
comfortable
with new
normal

Found a Patient becomes
video online: Took an & mentor to
teaching the Patient attends overnight anew SCI

patient an daughter’s trip to & hotel patient
C RIT' CAL with a patient 3) easier way high school md‘spa
Patient mentor and activities from  Of getting out graduation .

EVENTS 'ﬂpg’s}’i‘r"'s o !orh:r:;.g me?(or Ofb‘t‘d
Patient ablé consults,
LEADING TO A
Patient experiencing

to go outside abating anger seed bé-ﬂd
in 8 wheelchair and
I for the first
POSITIVE pumer | | sopomee | ume
PATIENT

deprelisrun
healing well
EXPERIENCE

Patient learning
new methods of

Patient met going about
everyd,

recovered
from allergic

reaction to

antibiotic

Surgery
successfufly
Patient fused C4 and
breathing Preliminary inserted rods
without results indicate :
assistive no brain damage
actions

@
CRITICAL B

Patient frusturated

EVENTS m‘lg,s:e Lr::, s‘;»g"’ma
LEADING TO A R

whepichair
L ] » fevers due to &

N EGAT'VE “ x::ll:::::ed urinarsy track infection
PAT' E N T p‘:em a bladder
EXPERIENCE ol ¢ :

infection
experiencing Patient lashing
depression out at staff,
experiencing Patient ° family and
shock after #xperiencing friends due to
waking and anxiety over hnger isssas
realizing sutgery, affecting
extent of blood pressure
injury

L]

Patient finding it
very difficult
navigating insurance
paperwork

Patient overwheimed
by the move homne;,
frusturated
by the sfow assimilation
to new normal

Patient has &
mild alfergic
reaction to
one of the
antibiotics

TOUCHPOINT

CLINICAL TEAM
Many interactions with

clinical team. New doctors,

specialists, therapists

TOOLS/RESOURCES 'y
Patient gets acquainted with
the wheelchair. Learns to

CLINICAL TEAM
Surgery, treatment,
follow-ups

FAMILY/SUPPORT
Patient interacts
with mentor

TOOLS/RESOURCES 'y
Mentor shows patient
tools/resources

FAMILY/SUPPORT

-
FAMILY/SUPPORT
Patient is frusturated
with wheelchair

FAMILY/SUPPORT 'y
As a mentor, patient
interacts with other patients

intesact with the phyical
world in a new way

® opportunities CLINIIIAL & Patient learns from
Patient lashes out at
care team

FAMILY/SUPPORT <
Patient digests news of
condition with family

& pain points TOOLS/RESOURCES

Patient learns/adopts new
way of getting around

p— THE CLIFF ¥
Patient leaves hospital care and
starts fife again in a new normal

FAMILY/SUPPORT
Patient |ashes out at
support network

Source: Macadamian Labs



CUSTOMER JOURNEY MAP Example (Switching Mobile Plans)

JAMIE

@ Scenario: Jamie needs to switch her current mobile plan.
VN She wants a plan that can save her money without having

to sacrifice usage limits.

DEFINE

1. Review current plan

2. Deﬁne parameters 'FOT
new p|an

COMPARE

3. Watches commercial on

v

4. Researches companies
and offers on consumer
reports website

5. Uses current carrier
website tool to compare
options

EXPECTATIONS

* Clear online information
* Ability to compare plan breakdowns

* Friendly and helpful customer support

NEGOTIATE

6. Calls current carrier to
tell them she is 5hopping
around

7. Calls competitors to
see what they can offer

SELECT

8. Decides on a new plan
and calls customer service
to switch service

Source: NNGroup
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T R TR

(LS SIER 1P EXPERIENCE MAP

dasdl  GECOME ELIGIBLE URTHE L BECOME AWARE OF THE RESP OBTAIN D MEET WITH RESP PROVIDER SIEN UP

IMMIGRATE T0 CANADA INTRODUCED TO THE CLB + CESE:

o BOTOSERVICECAVADA L SOTORES PROVIER APPLYFORTHE LB+ S8
BECOME A PARENT IN CANADA LEARN MORE ABOUT THE CLB + CESG
News parcnle zre supplicd with information on Parents or puardians learn abant the CLE, It the parent er gusrdian isawarc of the [D The parent or guardian goes to an RESP The parent or guardian meets with
parenting, while newcomers rensive a package CESG arnd A-CERG at varying moments a kanlke, requiramants, they will go to Sarvice Canada to provider, or makes an appointmeant with them, provider, They are informed of var
which intreduces programs and benefits Oty event, Brotph proup plar yers or obtain that 1D if they do not already have it for o sign their child up for the free money and the anl, I they fave Lhe reguired 10, (
cornvorsations with fricnds. thermsalres and their children, matching pregram, ELSP and request the CLE and A-C

USER EXPERIENCE

POSITIVE EXPERIENCE

NEUTRAL EXPERIENCE

NEGATIVE EXPERIENCE

BARRIERS

Newr parcnts and immigrants fecl sverihelmed A Individusle can be dsemuraged oy perospticns B The cost of cbtaining a birth certificate can be [ Individuals whe inquire abeut the CLE with a Sign up feels unnerving as individu
with impending decisions and tasks and tend to Lhat Lhe RESE is an invesiment o a scam. They a barrier initself, especially for a largs family. teller can be tald it does not exist, ar understand what they are agreeing
forget abous the RESE may also delay starting the process despite zoad Arranging child carc and transit can also be costly D fail to bring the zoprepriate documents and must worrier abous heing zhle to make oo

mtentions and eventually forget again, ang difficult. return ancther day. whal happens if their child doce no

Source: Bridgeable
http://bridgeable.com/resps-for-low-income-families-co-creating-solutions/



http://bridgeable.com/resps-for-low-income-families-co-creating-solutions/

Col.ab.

SCENARIO GOALS AND EXPECTATIONS

. ZONEA
.

The Lens
@ — O — ® ——

. ZONEB
The Experience

OPPORTUNITIES

i OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES

ZONE C
GHTERHAL OWNERSHIP

The Insights
INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP

—1  NNgroup.com
Source: NN Group



How might journeys and
systems thinking fit
together?




OOOOO

Build Your
Own Journey
Map
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INDIVIDUALLY
Reflect on Opening a Bank Account

Reflect on yourown T
experience: what was it like to C{’a like to open

open a bank account? e *‘“{"g‘t’- (Who cares?)

O What were your goals?

d What were the pieces of the
process?

O When did the process start
and end?

e, (0 |
INTEREST-FREE CHECKING
[ T oo 1 occror oo

d What emotions did you
experience?




Groups:

A. End-to-End
Map the journey of getting a new bank account, from start to finish

 B. Exploration
Map the journey up to the point of being ready to open the account

« C.Crossing T’s, Dotting I's
Map the journey of opening only (nothing before or after)

 D. Using Your Account
Map the journey of using your account after you’ve opened it

 E. Beyond the Bank Account
Map how you would seek additional products after opening an
account



GROUP:

Build a Map

.

Emotional Highs
and Lows

Channels (Where the
action takes place!)

Preferences, Pain
Points, Successes




How can we
Interpret I1t?




Build off of the analysis
you’ve already done.




ColLab.

Use It to guide a
conversation and build
alignment.



ColLab.

Derive principles from
frictions, desires, and
moments of truth.



Look for patterns in where
the breakdowns or
moments of truth are.




Use It as a tool to gut-
check learning.




ColLab.

Have a conversation about
Investment.



Thinking with journeys In
complexity.
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After checking with friend, needs o Din the emin -
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Leits of options and prces svadstle Cantt remremiber fogin detais, Mame: Sally Rhodes
- usés uniure sbout the best deal User corsicers et 10 et e - Wser can find smad when colectiy Occupation: Markating Assistant
t’ opiticnes b finds it hard by compane. i Beketd will Hirssaul from Ehe station - shressed Gender: Fernale
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What might be
some pitfalls of
journey mapping?



Journey mapping isn’t a
magic bullet — but often
people think It is.




People can fixate on the
artifact, not the process
that produces it or the
process it enables.




Thinking of It as an output
can kill momentum.




ColLab.

Small sample sizes can
skew your efforts.



It might bias us towards
the status quo (but other
methods can help us here).



OOOOO

Prototyping
from Journey
Maps



User
Research

Journey

Mapping

Prototyping




Col.ab.

We can’t stop at
journey mapping!

We have to turn
a* knowledge into action.

@




It lets us test whether
we’ve picked the right
moments of truth.




It lets us clarify our
understanding of what the
gap might be.




ColLab.

It helps us understand how
various journey
components fit together
into an “experience”.



ColLab.

It can start to give us a
sense of where we require
more Investment, and
where we reqguire less.
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In-Channel Prototyping

Source: Martha Eierdanz



In-Channel Prototyping

Source: Martha Eierdanz
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Cross-Channel Prototyping

Source: Alexandra Mevissen
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Let’s Storyboard!



Storyboards

d Have a clear outcome

1 EXxpress the emotions
of the people in it

 Help people think
about the challenge or
Issue at hand

Good storyboards, like
good images:

O Generate thinking
Clarify complexity
Inspire insights
Speak for themselves

DO O

ColLab.




Col.ab.

Storyboards

At the bus stop...

® | | P

Speech Setting(s) Narration

® % 0

Thoughts People Tools
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Image Source: Alexandra Mevissen






Col.ab.

BYOS

1. As agroup, identify the key moments of
truth where:

a. You can have the greatest impact
b. There is the greatest friction

2. Brainstorm ideas of what solutions or
Improvements might look like

3. Decide on the best prototyping tool
(today, it’s storyboarding!) for the
moment you’ve identified.

4. Prototype! Create a storyboard with 5-7
frames showing your idea alive.



OOOOO

Let’s share!



ColLab.

“Asking your own
questions and knowing
how to find the answers
IS a critical part of being

a public servant.”




ColLab.

Where to Start?

1 Establish starting
assumptions.

dWhat degree of risk Is
associated with each
assumption (i.e., if your
assumption turns out to
be wrong, what impact
could it have)?

HYPoTHESEN

OUR, g ARENESS

d How might you test
those assumptions?

REALTTY

Image Source: Grasshopper Herder
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