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CAPABILITIES BASED 

INNOVATION 

NEEDS BASED 

INNOVATION 

‘Just because you can, doesn’t mean 

to say that you should’

Articulated needs

Unarticulated needs

People frame the answer 

to ‘what do you need’ 

within the realms of current 

context, and their lived 

experiences – verbally and 

behaviourally. 

Capabilities based 

innovation is too focused 

on the viability of 

manufacture  – crucial for 

ultimate success, but 

limiting during ideation.

▪ Limited by practicality

➢ Optimised solution framed by 

context of current logistics  

▪ Limited by awareness and current 

behaviour 

➢ Optimised solution framed by 

context of current experience 



CapabilitiesNeeds

Extreme 

prototyping

Extreme Prototyping removes 

context of habitual product 

usage and encourages 

behavioural change…

It overrides coping 

mechanisms and identifies 

needs and benefit spaces

beyond traditional 

‘articulated’ and 

‘unarticulated’ areas…



Place seemingly 

unrelated stimulus into 

real life scenarios…

…and see what 

happens



Extreme 

Prototyping 

works.

Identifies jobs to be done 

Develops NPD pipelines

Gains long term competitive advantage 

Identifies pain points and needs

Ensures future commercial success

Meets innovation targets 

Changes the parameters of the category 

Wins in the market, in the future 



Rule one:

No rules
(now that’s my 

idea of fun!)



Laundry product

Targeted stain remover

Benefits:

▪ Increased efficacy: melts into 

stain – increased penetration

▪ Reduces colour fade

▪ Hypoallergenic: no 

unnecessary chemicals

▪ Practical: on the go, uses 

minimal water

▪ Eco benefits: fewer chemicals 

in water cycle 

Gut Health Strip 

Benefits:

▪ Add ‘good bacteria’ to range of 

food/drink 

▪ Easy to consume: no issues 

swallowing

▪ No taste: accessible to children –

added to favourite food (no 

need to rely on yogurt drinks) 

VMS Product 

What could this become in your 

category? 



Non category 

stimulus, parallel 

format  

Source Lean-start-

up innovation 

Unrelated item 

The scope for stimulus is limitless…

Hand tooled 

internal prototype 



Push the 

boundaries…

12 years ago I 

spent 6 weeks 

pretending to be 

an intelligent 

dishwasher… Top of my CV



When we do this, we see 

new ‘jobs to be done’…



Focus on the problem, not the solution ▪ Stretch ideation

▪ First stage of pipelines development

▪ Solid foundations on which to build 

▪ More fully developed concepts

▪ Further along agile innovation funnel

▪ Start early stage prototyping 

Benefit Spaces 

Broad Design Principles

Innovative NPD ideas

Different teams 

want different 

things from Extreme 

Prototyping …

Understand their 

needs up front. ▪ Guardrails: a rulebook of attributes that win and fail

▪ Inspirational formats in other categories





Use video-diary 

ethnography to 

compare and 

contrast current with 

new behaviour…

Understand…

Moments in detail

▪ Occasion

▪ Need behind the occasion

▪ Triggers to use

▪ Full context: who benefits from use?

The benefits

▪ New spaces and territories

▪ Language to define that space 



Not got safety clearance on 

internally made extreme 

prototype? 

In home scavenger hunt: 

find 6 non related items in 

2 minutes

Can’t find forward 

thinking consumers

Find enthusiastic 

people with young 

children

Covid means you 

can’t place 

stimulus? 

Stimulus by proxy: show 360o

4k video.

Give them a conker: use 

the conker in place of 

product

Trust me on this one

Consumers 

struggling?

‘In their shoes’ exercise: 

print personas, and 

give everyone 5…what 

would they do with it?



Will the idea work?

Take it back to XM: 

Experience Mapping. Have 

we hit key moments that 

matter most? Benchmark 

against current products 

and behaviours?

Have we driven positive 
behavioural change? New 

habits? Are there new 

touchpoints? Have we 

created new metrics for 
superiority? 



Even at this early 

stage, think 

strategically – we 

need stakeholder 

buy-in.

Sense-check ROI 

and convince 

people to progress. 

▪ Desirability

▪ Feasibility

▪ Viability 

Bring stakeholders along for the ride…

▪ Discovery 

▪ R&D 

▪ Brand and Marketing

▪ Category 

▪ Finance 

▪ Supply Chain 

…and see if retailers want to play too (because you need to win shelf space long term) 

Kick off 

workshop 

Extreme 

Prototyping 
Co-creationDownload Validation 

PAUSE?

PROGRESS?

PIVOT?

PAUSE?

PROGRESS?

PIVOT?



We need to answer:

Have we driven positive, 

repeatable behavioural 

change?  

It’s not enough to ask:

Have we driven positive 

behavioural change? 



Consumer mission: 

▪ Click once if you have the need and would use the innovation.

▪ Click twice if you have the need but solve the problem using something else. 

Use Not use

Identify moments and occasions to win

Innovation must 

deliver advantages 

above current 

products/coping 

mechanisms…

Prove this idea will 

have an impact. 



(But just remember, the success of breakthrough 

innovation can rarely be measured on commercial value 

alone…)



Understand real people 

Understand real 

moments

Understand real 

behaviour

Moments that 

matter

People’s 

behaviour

In the 

moment 

behaviour

Extreme 

Prototyping delivers 

consumer-centric 

innovation.

Understand positive 

behavioural 

change to ensure 

winning NPD.



Thanks for listening. 

Any questions?

Talk to me:

E: hannah@blueyonder.agency

T: 0775 4411003
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