
Co-created User Centric 
Product Strategy
To help forecast value and impact for the next two 
quarters, I brought together teams from 

!

, 

"

 and 

#

. 
to uncover the breadth of user and business value 
available through user research. I used this to drive 
measurable goals across Product, Sales, Customer 
Service and Marketing. Goals that Design would drive 
desireable outcomes. 
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CASE STUDY - OPENPAY
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What is Openpay?
Buy now, Pay later Product

➡

In-store and Online
➡

Allows you to breakdown purchases 
into regular automated repayments. 

➡

Differentiates by offering more money, 
longer terms and more flexible 
repayment options.

➡

SHAUN BYRNE
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The Situation
For the first time, the business had 
strategic business objectives. 

➡

The wider business was maturing. 
(storming to norming if you will)

➡

Opportunity to further mature design 
and product practices in a measurable 
more way and with a longer term 
focus.

➡

SHAUN BYRNE
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Problem Definition

No user centered strategy for the broad 
product teams. 

➡

"
  What’s the Problem?

#
 How do we know it’s a problem?
Product teams pivot based on the 
squeakiest wheel. 

➡

There’s no data to rationale a different 
direction, or push back. 

➡

AU user research and customer service 
shows indicative signs of broad value. 

➡

Product teams have data to rationale 
product strategy. (user and business)

➡

Teams can measure success and tell the 
story along the way. 

➡

$
 Measurable Success
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Snapshot

Lead and drive user research to influence 
measurable product strategy aligned to 
business goals. 

➡

CEO, CTO/CPO, CIO, GM - UK, Product 
managers, Data analysts/scientists, 
Customer service, Marketing and Agile 
Delivery Management. 

➡

Rapid growing organisation (40 - 200)
➡

Maturing processes and practices across 
the organisation.

➡

Accessibility of quantitative data.
➡

Business distributed across 
"

, 
#

,
$

.
➡

My Role

Stakeholders

Constraits
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My Approach
My approach can be defined by a continuous cadence of discovery (what problems can we 
solve) and delivery (what’s the best solution for this problem). This broad approach is often 
articulated as Design Thinking or User Centered Design (UCD).   

DefineDiscover

Discovery Delivery

Ideate Test

Diverging Converging
Problem Defined

Goal or 
Objective

Deliver, learn, 
& iterate

Diverging Converging

Iterate1 2 3 4
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User Journey Cocreation
Inclusive workshops to build shared 
view of the user journey.

➡

Workshops with global CS teams for 
validated friction. 

➡

Opportunity to uncover unknown 
unknowns. 

➡
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Map Validated User Pain
Review existing research and map it - Interviews, unmodered testing, customer service 
contacts, analytics, etc.
Workshop validated pain points with teams in 

!

, 

"

 and 

#

.
Specific workshop with customer service teams and their data. 
Asynchronous feedback loops to be inclusive and to keep engaged progressing. 

34 step user journey process

➡➡➡➡
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Map User Phases &
Products Responsible

Align user relationship status to validated journey
Plot user lifecycle or “flywheel” along the journey. 
Align products responsible for each step. 

➡➡➡
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Quantify Business Opportunity
GOAL: To have measurable success at 
each step of the journey - new & 
existing

➡

Built out first accurate sales funnel for 
web based transactions.

➡

Worked with engineers, data scientists 
and analysts to pull quantitative data 
to quantify user steps. 

➡

Plotted monthly data points across the 
journey to paint a picture of buisness 
value. 

➡
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Visualise
Quantify each step and the business 
opportunity associated. 

➡

Engage contributors during the 
process. Enable asynchronous 
contribution. 

➡

Visualise journey map. 
➡

Roadshow with product, 
leadership and business 
units. 

➡
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Roadshow

Give recognition to everyone who 
contributed.

➡

GOAL: give compelling evidence to 
influence quarterly planning. 

➡

Include product teams, marketing, 
senior leadership, remote offices. 

➡
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Product Prioritisation
Facilitate “Decisions Jams” to 
tease out relevant 
opportunities with product 
teams

➡

Prioritise via known Impact vs 
Effort knolwedge with teams.

➡

Cluster into meaningful 
chunks to help inform longer 
term product planning. 

➡
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Product Strategy
GOAL: To have a unified and inclusive 
planning framework that allows longer 
term focus and measured business 
success.

➡

Co-create unified product strategy 
framework fueled by OKRs and 
Delivery Management. 

➡

Worked with technology & product 
leadership for buy-in and teams for 
planning.  

➡
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Results (1/2)

Product managers have user centric visions 
and measurable goals - in particular 
consumer teams.

➡

Quantified opportunity is valued at 
£3,613,987.55 p/m in the 

"

  alone.
(Online websales product team) 

➡

Teams autonomously validating solution 
discovery and delivery. 

➡

Restructure of teams to better allocate 
opportunities found in the research.

➡
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Minimum 6 months of known 
opportunity to work on - previously 
this was weeks. 

➡

Results (2/2)

Influenced marketing roadmap on aquisition 
and user attraction - New website project. 

➡

Co-created and Implementated first 
codified product strategy framework 
for the business. 

➡



Thanks
Questions? 
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