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Supported by

oxford startup school
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Get workshop ready…

Scan the QR code or 
open MENTI.COM use code

98 22 18 78

… that means be ready to interact with us
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2022 StEP - Workshop Schedule
Week 1 – Developing the opportunity |  Week 2 – Digging in & getting ready to pitch

1 2 3

5

4

7

Lean Canvas 

Unpack the Lean 
Canvas. Set out as 
consistent approach 
to understanding 
users & opportunity

Market problems

Drill into market pain 
points / customer 
outcomes for which 
they will pay for

Design Thinking

Apply Design 
Thinking to create 
empathy with users, 
design personas,  
ideate and test. 

Customer Discovery

Research the market 
and validate your 
hypothesis of user  
Pains & Gains

Lean Canvas v2

Checking in on your 
Lean Canvas and the 
status of your 
concepts

Where to Play

Determine markets 
to play in based on 
opportunity vs go-to-
market requirements

Week 1

Week 2

Coaching to focus 

on validating needs, 
users, opportunity & 
common challenges 
for start-ups

Support to translate 

opportunity into a 
viable, presentable 
investor pitch with 
go forward plans

8

Minimal Viable Pitch

Expectations for the 
investor pitch. How to 
tell the story and field 
the tough questions

6

How to Prototype 

Why, when & how to 
use prototypes to 
test market 
assumptions
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2022 Student 
Entrepreneurs' Programme

Design Thinking

oxford startup school
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Introducing the workshop
Design Thinking

• Key principles –How to apply Design Thinking throughout your development journey

• Over to you – How to develop a Design Thinking Mindset

COFFEE BREAK 

• Expanding your thinking – A great example of Design Thinking 

• Joining up the dots – What’s next on your journey with our feedback

• Feedback - Next session, next challenge
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Do we know the key pain 

points.  And, does it hurt 

enough so people will pay 

for the pain to be relieved…

What makes us attractive to 

customers, like solving their 

pain! And, what’s interesting 

for investors…

How do we solve customer 

apathy or hard 

implementation…

Give it me in a sentence, or 

your elevator pitch…

Who’s hurting, who’s 

bothered, and who’s prepared 

to pay?

This might be segments, 

personas or buyer roles...

Lead indicators like 

marketing, engagement, 

production, etc.

Lag indicators like CAC, CLTV, 

price, churn, sales, etc.

Who, or what, we need to 

reach end customers.

Is it capability, capacity,  or 

channel partners. What is 

your ‘go-to-market’

Which personas are likely to 

help us test market-product 

fit

Your: IP, know-how, 

technology, brand, 

trade secrets, finances,  

customers, timing…

How you will relieve pains 

points with your proposed 

solution

1 2

6 6

4 3 5

7 7

What are the key capital and operating costs

Are there significant investment to get going

What’s the running cost and working capital needs

From where is revenue being generated 

How is everyone getting paid

What is the business model being used

Using the Lean Canvas
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What is Design Thinking?
• “Thinking like a designer can 

transform the way organizations 
develop products, services, processes 
and strategy. 

• This approach, which is known as 
design thinking, brings together what 
is desirable from a human point of 
view with what is technologically 
feasible and economically viable. 

• It also allows people who aren't 
trained as designers to use creative 
tools to address a vast range of 
challenges.”
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Where can you apply it? 

• Design Thinking can be applied  to 
any product, service, innovation or 
SaaS

• GE Healthcare MRI- Magnetic 
Resonance Imaging systems

• Cross functional teams, customer 
and user research dramatically 
changed the solution

• Re-designing the experience – not 
the equipment 

Transformation of teams, products, services, businesses and eco systems 
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How to measure the impacts
Testing your initial assumptions through observation 

• Transforming an MRI suite into a 
children's adventure story 

• Number of paediatric patients 
needing to be sedated –
dramatically reduced 

• Lowering need for 
anaesthesiologists –

• Increased opportunities for more 
scans 

• Increased patient satisfaction scores
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Design Thinking : Your Empathy Map
How To Use It & Where To Apply It 

• Think of the users, choosers and 
buyers

• Assess the entire experience for 
the customer

• Getting to the core of the 
problem, understanding  the 
hacks and competitive existing 
solutions.

• Creating personas to represent 
your customers 
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Design Thinking :  Empathise 
Testing your initial assumptions through observation - without instruction  

• Walking in the shoes of a potential user –
and not just once

• Moving from assumptions - this is what 

my customers want and no one else is 

providing this solution…….

• …..to observing behaviours in a realistic 
environment, listening and learning, 
without informing. 

• How do your customers currently resolve 
the problem? How big a problem is it? 

• How valuable and effective  is your 
solution– how do you create the 
motivation to use it? 
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Design Thinking : Define
Define the Problem and Interpret the results

• What did you observe? Importance of 
learning over opinions. 

• Focus on understanding the “customer” 
space or problem – before focusing on 
the solution. 

• In the Define stage you synthesise your 
observations about your users from 
the Empathise stage.

• Form whole ideas and define your 
problem statement 

• What actions will you take as a result?
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Design Thinking Ideate 
Problems  - can generally be defined in three ways- simple ( well-defined) poorly, ill 
defined and complex (wicked) problems

“We celebrate starts and finishes, but rarely 

discuss the messy journey in-between 

where odds are defined and great teams 

and products are made. Relentlessly 

optimize your product and your team, while 

seeking empathy with your customers 

needs. “ 

SCOTT BELSKY, AUTHOR OF MAKING IDEAS 

HAPPEN & THE MESSY MIDDLE 
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Design Thinking Prototype
Low-cost explorations to define and refine desirability, viability, functionality 

• From Low Fidelity to High Fidelity, 
prototypes give everyone permission to 
be wrong and share feedback 

• Don’t invest too much too soon 

• What are you seeking to test? 

• Observe users in real time and realistic 
situations 

• Assess and measure the feature in the 
prototype  -
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Design Thinking : Test  
Create opportunities to discover fresh views from people who are not emotionally attached 

• What are you testing, what do you need to 
learn?

• Testing the prototype or the user?

• Observe your users interacting with your 

solution without correcting your users  

• Listen to feedback- but don’t instruct 

• Challenge your expectations – what works 

well, where do you need to adapt. 
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Design Thinking Mindset 
A continuous innovation framework to help shape your big ideas

• A human-centred approach to innovation that 
draws from the designer’s toolkit to integrate 
the needs of people, the possibilities of 
technology, and the requirements for business 
success.

• What have you identified  as the feasible 
options? 

• How will you present this as a viable proposition 
when seeking investment

• How desirable is it to your customers? 

• Sweet spot of innovation, the point at which 
Desirability, Feasibility & Viability are aligned
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Problem Space & Solution Space
Where to focus?

Problem space Solution space

Exploring the 
problems that different 

customers have to 
identify potential 

opportunities

Creating & testing 
your ideas that 

solves the customer 
problem and can 

deliver value

Customer space

Ensuring you 
always have 
empathy to 

the customer

Iteration
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Signposting the Pitch Canvas…

Source: Best3Minutes.com

Part 1: Opportunity Part 2: Validation

Part 2: Pitch Ready
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Get out of the building!
DEVELOPING A DESIGN THINKING MINDSET 
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Get out of the building
AEIOU

STEP 1
StEP TEAMS

STEP 2
APPLICATION

STEP 3
STICK ‘N’ SAY

Move you into your StEP teams 
and grab your materials

Populate your AEIOU Canvas –
remember assumptions & 

questions are OK

Using our standard reflection 
questions we will update the 

Stick ‘n’ Say walls

Learnt

Don’t 

know

Do

next



© o x f o r d s t a r t u p s c h o o l - 2 0 2 0

o x f o r d s t a r t ups choo l . c om

22

Stick ‘n’ Say
Standard reflection questions to capture, share & discuss

1. What did you learn / like by Empathy Mapping with your team?

2. What don’t you know and why does this matter?

3. What are you going to do next and what you hope to achieve?
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Expanding your thinking
WHAT WE CAN LEARN FROM OTHER START-UP STORIES
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Start-up story : PillPack
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TEAM: PillPack CUSTOMER :  End User/Dispenser of Medication

ACTIVITIES ENVIRONMENTS INTERACTIONS OBJECTS USERS

PAINS GAINS

• Daily requirement to take 
medications 

• Different doses at different 
time on different days

• Ever changing mix of 
medications

• Difficulties to travel, collect 
medications

• Potential for a mix-up of 
medications between 
partners

• Potential for medication to 
be administered by carers

• Loading the pillbox

• Irregular visits to general 
practitioner or pharmacies

• Inconsistent interactions 
with medical, pharmacy staff

• Nervousness that ”I’m 
looking after myself” or “I’m 
responsible for someone” 

• Patient

• Partner

• Carer

• Etc.

• Bottles, pill strips, powders 
and more

• Labels that are confusing 
and too small to read

• Dining tables, kitchen sides,  
or sideboards for ‘the drugs’ 

• Opening the pillbox

• Remembering to load the 
pillbox

• Managing medication get’s in the way of daily life

• Medication has become really confusing and is getting worse

• I’m scared of getting my medication wrong – not enough or too much

• I’m scared of missing medications and what that could mean

• I just want someone to tell me what medication to take & when

• I want to stop running around seeing different doctors and pharmacists

• I need some help for myself but also for my partner

• I want to stop being confused and scared

• I can only see this getting worse
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Joining up the dots
CONNECTING YOUR UNKNOWNS WITH YOUR BIG VISIONS
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Let’s look at the ‘Help Me’ wall
Sweeping up the wall together
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Design Thinking & How To Use It 
A continuous, iterative process of discovery, learning and testing 

Empathize: Develop a deep understanding of your potential customers 

Define: Apply the information from the empathy stage to construct

your problem statement.

Ideate: Generate big ideas – using divergence and convergence

Prototype: Experiment. Low-cost versions of potential features or
solutions

Test: Experiment , explore and test for feedback and gain a deeper 

understanding of your users' pains and gains 
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Session feedback
Design Thinking

menti.com with code

98 22 18 78
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2022 StEP - Workshop Schedule
Week 1 – Developing the opportunity |  Week 2 – Digging in & getting ready to pitch

1 2 3

5

4

7

Lean Canvas 

Unpack the Lean 
Canvas. Set out as 
consistent approach 
to understanding 
users & opportunity

Market problems

Drill into market pain 
points / customer 
outcomes for which 
they will pay for

Design Thinking

Apply Design 
Thinking to create 
empathy with users, 
design personas,  
ideate and test. 

Customer Discovery

Research the market 
and validate your 
hypothesis of user  
Pains & Gains

Lean Canvas v2

Checking in on your 
Lean Canvas and the 
status of your 
concepts

Where to Play

Determine markets 
to play in based on 
opportunity vs go-to-
market requirements

Week 1

Week 2

Coaching to focus 

on validating needs, 
users, opportunity & 
common challenges 
for start-ups

Support to translate 

opportunity into a 
viable, presentable 
investor pitch with 
go forward plans

8

Minimal Viable Pitch

Expectations for the 
investor pitch. How to 
tell the story and field 
the tough questions

6

How to Prototype 

Why, when & how to 
use prototypes to 
test market 
assumptions
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Thank you

oxford startup school


