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D ISCUSSION GU IDE:  STR ATEGIES FOR  BEH AVIOUR C H ANGE  
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CRITICAL MASS IS AN  

EXPERIENCE DESIGN AGENCY 

WITH A RELENTLESS FOCUS  

ON THE CUSTOMER  
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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 
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WE CONSIDER 

TECHNOLOGY TRENDS 

AND MONITOR ADOPTION 
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62% OF AFRICAN POPULATION IN RURAL AREAS, 

LIMITED ACCESS TO MEDICAL FACILITIES. MOBILE 

PENETRATION AT 82% IN 20141. 

 

BY 2020: MORE THAN 4/5 PEOPLE WILL HAVE 

ACCESS TO 3G2 & MORE THAN 6.1 BIL 

SMARTPHONE USERS3! 

 
1DELOITTE - CONNECTED HEALTH. HOW DIGITAL TECHNOLOGY IS TRANSFORMING 

HEALTH AND SOCIAL CARE, 2015 
2GSMA, THE MOBILE ECONOMY, 2015  

3ERICSSON MOBILITY REPORT, NOV 2015  
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WE USE STATS TO HELP GROUND US  
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WE MAP CURRENT 
CUSTOMER 

EXPERIENCE AND 
EMPATHIZE 
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CONSIDERING 

1. EACH TARGET CONSUMER 

2. HIS/HER JOURNEY MODEL 

3. QUALITATIVE OBSERVATIONS 

4. QUANTITATIVE DATA  

5. OPPORTUNITIES  
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AND PRIORITIZE 
STRATEGIES AND 

TACTICS FOR 
AFFECTING CHANGE 
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OFTEN INVOLVING OUR 
TARGET AUDIENCE 

THROUGHOUT, 
DRIVING TOWARD 

SUCCESSFUL 
OUTCOMES  
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CONCEPT VALIDATION 

AND  

END USER RESEARCH  

PILOT, LEARN AND 

ADAPT 

ONGOING FEEDBACK 

AND 

RECOMMENDATIONS 

MULTI VARIABLE 

TESTING 
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ALWAYS TRACKING 
AND ANALYSING DATA, 

LEARNING AND 
OPTIMIZING 
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KEY TAKEAWAYS 

1 . IN O UR EXPERIENCE,  SUST AINED BEHAVIO UR CHANG E IS NO T  EASY 

AND REQ UIRES DEEP UNDERST ANDING  O F  CUL T URE,  REL EVANT  T RENDS,  

T HE T ARG ET  CUST OMER AND BARRIERS HE/ SHE F ACES  

2 . SO MET IMES T HE SO L UT IO NS T HAT  RESO NAT E ARE NO T  O BVIO US O R 

UNIVERSAL L Y APPL ICABL E  

3 . WHEN WE ARE ABL E T O  MAKE IT  SIMPL E AND MO T IVAT ING  ( PO PUL AR) 

T O  PART IC IPAT E, WE SEE G REAT ER SUCCESS  

4 . WIT H O UR CL IENT S,  WE ADO PT  A CO NT INUO US L EARNING  AND 

O PT IMIZAT IO N APPRO ACH  
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THANK YOU 


