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Bridget Potocki, Ph.D.
Sr. Insights Analyst

Empathy and perspective-taking are at the core 

of my research approach. The right method 

provides a user-centered approach that 

improves digital experiences and products.

Sameera Kapasi, M.S.
Director of Insights

I continue to be humbled by companies who 

want to be digitally adept, but start with putting 

their user needs at the forefront of everything 

they do and endeavor to foster a culture that 

supports data-driven decisions.

Sylvia Kidder, Ph.D.
Sr. Insights Analyst

I am passionate about the art of science. All 

research should be ethical, methodologically 

sound, and tell a compelling story. It should also 

be beautiful.

Today’s 
Speakers

“ ““
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Purpose

Every successful digital product is 

grounded in a real consumer need; thus, 

research is an essential part of digital 

product teams. 

Timing

Insights generated from research can 

inform every step of the digital product 

lifecycle. We will demonstrate how 

research can add value at multiple 

points. 

Communication

Many research methodologies overlap 

between digital and consumer industries, 

but researchers need to be cognizant of 

how they communicate insights across 

different contexts and applications.

This session uses a case study with a global healthcare 

provider to illustrate best practices for incorporating 

research into the product lifecycle.



Iterative Updates

Periodically validate knowledge at 

each level to reflect changing market 

conditions, competitors, and 

customer needs/ expectations

Building 

Consumer 

Knowledge
Business intelligence and competitive 

intelligence complement these tiers of 

consumer knowledge.
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Market

Goal: understand the 
opportunity for products in 
the marketplace

Example assets:
Competitive analysis, 
business case study

Consumer

Goal: understand consumer needs 
& pain points 

Example assets: User personas, 
user journeys

Product

Goal: understand consumer behaviors 
with and reactions to products 

Example assets: Product roadmap, 
service blueprint
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Business & User 

Objectives 

Deployed 

Product

Problem 

Statement 

Selected 

Solution 

Validated 

Solution 

Optimized 

Product

Key 
Outcomes

Research Design

Development

Analysis Measurement

Empathize
with Client 
and Users

Define
the problem / 

opportunity 

Ideate
various 

solutions

Prototype
the solution 

design & test

Implement
the solution 

Iterate
to optimize 

solution

Nerdery Product Management Framework
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Does the user 
want this?

Can we 
do this?

Should we 
do this?

Desirability
Experience

Feasibility
Technology

Viability
Strategy

Ideal 
Product

Desirability / 

Viability
Insights and Analytics

Our Ideal 
Digital Product 
Priorities

Desirability: 
Do users want this? What is the value proposition 

for users? Does it solve a real problem?

Feasibility: 
Is it possible within our technology and 

operational constraints? Do we understand 

the effort/complexity to build it? What needs 

to happen for this to be possible?

Viability:
Does it align with leadership’s intent 

and our product vision? Can it generate 

a return for the investment required? 

Can our company support it?
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Does the user 
want this?

Can we 
do this?

Should we 
do this?

Desirability

Feasibility Viability

Ideal 
Product

Digital Product 
Pressures within 
Healthcare

Complexity of 
existing 

ecosystems

Policy & 
Regulations

Varying comfort 
with digital

Abundance of 
existing partial 

solutions

Multiple 
stakeholders

Uniqueness of different 
patient populations and 

journeys

Market 
differentiation



Case Study #1

Using Insights to Assess 
Market Need and Identify 
Key Product Attributes

The Ask

A global healthcare provider organization 

approached Nerdery to define a new digital 

solution grounded in real stakeholder 

experiences to improve treatment 

engagement and outcomes among adults 

with a specific diagnosis of serious and 

persistent mental illness (SPMI).
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Issue complexity

Patient population with complex needs affecting 
treatment and engagement with technology

Multiple stakeholder groups involved in 
treatment: patients, caregivers, healthcare 
providers

Case Study #1 
Treatment Engagement 

of Adults with SPMIThe Context

Client characteristics 

Client represented provider perspective

Strong initial hypotheses about market viability 
and desired functionalities of digital solution
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Empathize
with Client 
and Users

Define
the problem / 

opportunity 

Ideate
various 

solutions

Prototype
the solution 

design & test

Implement
the solution 

Iterate
to optimize 

solution

Our Approach
Case Study #1 

Treatment Engagement 

of Adults with SPMI
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Competitive Landscape Analysis

Personas and Market Truths by stakeholder 
group: Patient, Caregiver, Provider

Current State Journey

Future State Journey

* Proprietary deliverables have been simplified for the purposes of illustration.

The Outputs
Case Study #1 

Treatment Engagement 

of Adults with SPMI



Case Study #2

Using Insights to Assess User 
Experience and Improve 
Product Attributes

The Ask

A global healthcare provider 

organization approached Nerdery to 

help build and refine a new digital 

solution to improve screening of and 

treatment for children and adolescents’ 

mental health conditions during general 

wellness visits.
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Issue complexity

Patient population is underserved, especially 
those in rural and low-income areas

Providers and caregivers already navigating 
plethora of digital solutions for simple issues

The Context

Client characteristics 

Client represented a provider perspective, but 
not the provider that would initially evaluate 
patients or use proposed solution

Difficulty understanding the broader process of 
product development

Case Study #2
Evaluating Mental Illness in 

Children and Adolescents
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Empathize
with Client 
and Users

Define
the problem / 

opportunity 

Ideate
various 

solutions

Prototype
the solution 

design & test

Implement
the solution 

Iterate
to optimize 

solution

Our Approach
Case Study #2

Evaluating Mental Illness in 

Children and Adolescents
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User Truths by stakeholder group: 
Caregivers & Providers

Feature prioritization

* Proprietary deliverables have been simplified for the purposes of illustration.

The Outputs
Case Study #2

Evaluating Mental Illness in 

Children and Adolescents



Lessons Learned
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Lessons Learned
Cross-Functional Team Collaboration

01
Consider when it is most efficient to conduct research prior to vs. in 

parallel with solutioning/design/development.

Align the cross-functional team on research roles and outputs to ensure 

the product roadmap is user-centric.02
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Improve efficiency by fully understanding client assumptions, hypotheses, and 

priorities before beginning work.04

Adapt to whatever  breadth and depth of expertise clients have in the subject.05

Advocate for research in the product lifecycle phases where it is most needed.03

Lessons Learned
Working Effectively with Clients
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Digital products may have to meet the needs of multiple personas and/or involve 

personalization.

Business strategists and insights researchers must work in lockstep.

06

07

Lessons Learned
Research in the Context of Digital Products



Nerdery

info@nerdery.com

nerdery.com/insights-and-analytics

Get in Touch

sameera.kapasi@nerdery.com

sylvia.kidder@nerdery.com

bridget.potocki@nerdery.com

https://www.nerdery.com/insights-and-analytics/
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● Changes to product 
parameters are dependent 
on operations and sourcing

● Product launch is often 
high risk

● Product feedback must 
be intentionally collected

Physical vs. 

Digital Product 

Contexts

● Insights defines 

opportunities 

and evaluates 

products

● Research 

methodologies

● Product is iteratively 
defined

● MVP allows for lower risk 
in product launch

● Collection of product data 
can be built into the 
product itself (e.g., 
telemetry)

DigitalPhysical



Evaluate Concepts and Designs

Perform initial work to ensure potential users see value in a particular 

solution and how the solution is presented, helping to appropriately allocate 

resources based on user feedback 

Defining Market Opportunities

Monitor information relevant to a company's market - trends, competition - to 

support informed decision making across domains

Communicating 

Insights within 

Digital Product 

Teams

Shaping Product Vision

Prioritize the ideated solutions and features, enabling creation of a 

comprehensive product roadmap and service blueprint to support effective 

product development
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Provide a Voice for the User

Informal communication with designers during solutioning and wireframing 

to ensure users’ main problems are solved and needs are prioritized


