CRITICAL MASS

DISCUSSION GUIDE: STRATEGIES FOR BEHAVIOUR CHANGE
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CRITICAL MASS IS AN
EXPERIENCE DESIGN AGENCY
WITH A RELENTLESS FOCUS

ON THE CUSTOMER



WE DESIGN MEANINGFUL CUSTOMER
EXPERIENCES THAT HELP
TRANSFORM OUR CLIENTS’
BUSINESSES
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WE FOLLOW CULTURAL
TRENDS AND GATHER
REAL INSIGHTS TO
UNDERSTAND OUR
TARGET AUDIENCE









WE CONSIDER
TECHNOLOGY TRENDS
AND MONITOR ADOPTION
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WE USE STATS TO HELP GROUND US

62% OF AFRICAN POPULATION IN RURAL AREAS,
LIMITED ACCESSTO MEDICAL FACILITIES.MOBILE
PENETRATION AT 82% IN 20141,

BY 2020: MORE THAN 4/5 PEOPLEWILL HAVE
ACCESSTO 3G?& MORETHANG.1BIL
SMARTPHONE USERS?3!

IDELOITTE - CONNECTED HEALTH. HOW DIGITAL TECHNOLOGY IS TRANSFORMING
HEALTHAND SOCIAL CARE, 2015

2GSMA, THE MOBILE ECONOMY, 2015
SERICSSON MOBILITY REPORT, NOV 2015
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WE MAP CURRENT
CUSTOMER
EXPERIENCE AND
EMPATHIZE
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CONSIDERING

1. EACH TARGET CONSUMER
2. HIS/THER JOURNEY MODEL
3. QUALITATIVE OBSERVATIONS
4. QUANTITATIVE DATA
5. OPPORTUNITIES



AND PRIORITIZE
STRATEGIES AND
TACTICS FOR
AFFECTING CHANGE
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OFTEN INVOLVING OUR
TARGET AUDIENCE
THROUGHOUT,
DRIVING TOWARD
SUCCESSFUL
OUTCOMES



PILOT, LEARN AND
ADAPT

ONGOING FEEDBACK
AND
RECOMMENDATIONS




ALWAYS TRACKING
AND ANALYSING DATA,
LEARNING AND
OPTIMIZING



1.IN OUR EXPERIENCE, SUSTAINED BEHAVIOUR CHANGE IS NOT EASY
KEY TAKEAWAYS
AND REQUIRES DEEP UNDERSTANDING OF CULTURE, RELEVANT TRENDS,
THE TARGET CUSTOMER AND BARRIERS HE/SHE FACES
2. SOMETIMES THE SOLUTIONS THAT RESONATE ARE NOT OBVIOUS OR
UNIVERSALLY APPLICABLE
3. WHEN WE ARE ABLE TO MAKE IT SIMPLE AND MOTIVATING (POPULAR)
TO PARTICIPATE, WE SEE GREATER SUCCESS

4. WITH OUR CLIENTS, WE ADOPT A CONTINUOUS LEARNING AND

OPTIMIZATION APPROACH



THANK YOU
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