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MATRIX
Product/Service Development
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BUSINESS CANVAS



SCHEDA BRIEFING
Il prodotto da progettare 

1.	 Denomination

2.	 What target it is intended for
	 client - influencers (designer, installer) - end user

3.	 What needs it must satisfy for every target (priority)

4. 	 Price range

5.	 Ergonomic / usability implications
	 (ease-of-installation, use, maintenance)

6.	 If it contains systems or mechanisms:
	 - what their encumberance is
	 - if they can be positioned in different ways

7.	 What materials, components and with what processes
                 they are built (make or buy)
                  Limits and opportunities

8.	 Packaging and transport

9.	 The lifespan of a product

10.	 Which pieces are expected to be produced the 1st, 2nd, 3rd, nth
                  year of life

11.	 Which company products they must replace

13.	 Theme to be developed - recommendations



TIMETABLES
The product to be designed

DEADLINE ACTIVITY PERSON RESPONSIBLE 

date
Brief given to designer

PHASE 1 - research
PHASE 2 - development of first product ideas

1st CHECK
Choice of the first product ideas

to develop further

2nd CHECK
Approval of definitive design

3rd CHECK
Final decision on pre-series, packaging. 

Price-cost definition, minimal batch delivery 
times, production orders

Presentation of the product to sales
network to begin sales campaign.

First product batch production. 
First packaging batch production, lists, 

catalogues, etc...product packaging

PHASE 3
Period for in-depth design development

PHASE 4 - period for engineering, 
industrialisation and creation of pre-series, 

packaging design and other sales and 
communication supports (catalogues, lists, etc.)

n. of weeks
....................

n. of weeks
....................

n. of weeks
....................

n. of weeks
....................

date

date

date

date



BRAINSTORMING
Good rules

1.	 We do not design products. We satisfy needs

2.	 Research quantity

3.	 Suspend judgement

4.	 Mad ideas are grand Ideas

5.	 Combine Ideas




