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THE SENSEMAKING PROCESS

1. Frame the problem as a phenomenon
2. Collect the data
3. Look for patterns
4. Create the insights
5. Build the business impact



1. FRAME THE PROBLEM AS A PHENOMENON

• “What is the role of play”
• Children’s time compression: playdates, “early academics”, 

more screen time meant less time for play
• Also: “plug and play” toys hit the market



2. COLLECT THE DATA

• Participatory 
observation, 
interviews, object 
studies, narratives, 
card sorting, diaries, 
videos



3. LOOK FOR PATTERNS

• Iterative process of “testing” emergent observations
• ”is this really supported by the data?”
• Lego observations of children rebelling against parental control, 

shrinking of play space
• “Pockets of oxygen”
• “Understanding hierarchy”
• ”Instant traction versus paying your dues”



4. CREATE THE INSIGHTS

• “You solve the problem at the core of the insight”
• Lego: reconnect with children who want to achieve mastery 

through play
• “Inspiring the builders of tomorrow”
• Adult fan outreach (AFOL)









REMINDER: 
“THE BETTER 
MOUSETRAP” FALLACY



• “early knowledge of results”
• “accuracy”
• “ease of use”
• “clarity”



• Most pregnancy tests displayed a cold, medicinal, and 
judgemental tone towards women and pregnancies

• “Patriarchal Medicine”
• Opportunity: positioning the product as non-

judgemental or even celebratory of sex

THE CULTURAL ORTHODOXY



SUBCULTURAL SOURCE MATERIAL: 
SEX AND BODY POSITIVE THIRD 
WAVE FEMINISM







PRODUCT POSITIONING

• CATEGORY MEMBERSHIP
– To which product category an offering belongs where competing offering act as close

substitutes è competitor positions
• POINTS OF PARITY AND POINTS OF DIFFERENCE
– Consumers typically assess products based on the most important product attributes
– Your competitive advantage è benefit

• USING POSITIONAL MAPS
– A visual representation of how brands are perceived (f.ex. quality, usability, design)





POSITIONING MAPS
Expensive
Luxurious

Cheap Practical

Travel time





FOR THE REST OF THE CLASS
1. Grab a sheet (yes, again)
2. Draw up at least 15 positioning maps within your problem, for multiple products 

/ services / “things” if necessary (think broadly)
3. Once done, figure out which of them are the most ‘commodified’ and easily 

copied features within your market and which are not
4. Figure out how within your market contexts could make copying more difficult 

by:
1. Creating a more unique brand positioning (by for example turning the “taken for granted 

elements” on its head (i.e. “Lemon”)
2. Introducing more service or human interaction elements
3. Difficult to copy technological innovation


