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Products Is Hiding In Plain Sight
Data isn’t necessarily synonymous with insight, but many treat it that 
way. This wasn’t a total dealbreaker in the past, as consumers had fewer 
product choices. Today, people have access to products from around 
the globe. They can connect with brands like never before, giving them 
increased ownership over their purchasing decisions—and upping the 
pressure on companies to deliver a consumer-centric product.
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So, how can brands create truly customer-focused products 
or services? Answering this isn’t as challenging as it might 
sound. The answer to building a consumer-centric product 
is readily available. 

But before we dive in, let’s take a look at a very common, very problematic 
misstep.
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The common mistakes 
most brands are making

Consumer centricity is more important 
than ever as consumers are changing their 
behavior faster than they ever have. The recent 
pandemic is a good example of consumers 
swiftly changing their buying habits. 

Yet, there’s a gross disparity between the 
beliefs of consumers and companies regarding 
customer centricity: 

30% of consumers feel companies listen, 
while 75% of companies say they’re 
consumer-centric.

Basically, few companies are listening to their 
buyers and drawing real human insight (even if 
they think they are!).

But the fault does lie entirely with companies. 
We’re in uncharted territory when it comes to 
insights and the tools we have available. Let’s 
take a look at why companies miss the mark 
when it comes to insight, and how we can start 
working toward a consumer-centric model.
right now - it’s the next step in feedback’s 
evolution.
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Companies to model
While many companies fall victim to the 
above mistakes, some epitomize consumer 
centricity. Certain companies are listening to 
audiences very well, and during difficult times 
nonetheless.

While many companies fall victim to the 
above mistakes, some epitomize consumer 
centricity. Certain companies are listening to 
audiences very well, and during difficult times 
nonetheless.

Even if all these examples are from industries 
well outside your own, they can certainly serve 
as inspiration!

Ultimately, the above mistakes 
boil down to one thing: a failure to 
understand data versus insight.

The companies mentioned above didn’t look 
at data to pivot—they looked at what was 
happening in the world and what people 
needed. This is the kind of action that’s driven 
by insight and human understanding. Now, 
let’s make that happen.
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Design Thinking

There are five stages of Design Thinking. In the past, feedback 
was generally reserved for the prototype and testing phases. This 
is, of course, a giant mistake. Instead, the five component stages 
of Design Thinking (see graphic below) will guide you through a 
more flexible, fluid approach to design. It’s worth noting that the 
stages are not always sequential and do not have to follow any 
specific order. They can often occur in parallel and be repeated 
iteratively.

Fortunately, you can easily implement video feedback 
at each of the five stages. This opens the door to 
unparalleled insight and keeps the consumer at the 
heart of it all. Let’s take a look.
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During this stage of product development, your primary 
goal is to gain an empathetic understanding of the 
consumer problem you’re trying to solve. Consumers 
can provide this understanding before you even begin 
designing the product.

First, immerse yourself in the problem the consumer 
is having—the problem you’re trying to solve. Poll your 
consumers or target audience using a method like video 
feedback. This will shed light on any pain points they’re 
having while providing the full context, including their 
emotions, body language, and so on.

Next, don’t shelter others in your company from bits 
of information. Consumer information and feedback 
need to be available, especially when you’re building a 
cross-functional team. Then, share that video feedback 
with anyone involved in the development process. This 
will build empathy and ensure your product aligns with 
consumer wants and needs before development gets 
underway.
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This stage is all about humanizing the problem you’re 
solving. You might understand feedback and the 
metrics connected to that feedback, but it needs to be 
humanized. 

For example, you realize your baby food company is 
missing out on the audience of new mothers. The human 
sense of the problem could be, “Some new mothers need 
help ensuring their newborns get enough sustenance.” 
Your solution would then be baby formula.

By putting a human spin on the problem, we can really 
look at that problem we’re trying to solve.



¨

9

But consumer behavior doesn’t stop changing the moment you stop 
receiving feedback. Elicit ongoing feedback to ensure you’re staying 
current with consumer problems and needs. This will help you define the 
problem statement as it continues to evolve.

You’ll also want to ensure your feedback is going to the right teams—
otherwise, the problem statement will be moot. Many businesses 
make the mistake of only giving feedback to product teams. Consumer 
centricity is only possible when you loop in more stakeholders. Increase 
problem ownership by involving people outside the usual product team 
like salespeople, marketers, and executives.

“Never make too many 
assumptions about what 
it is you think you know.” 
— Dave Carruthers, Voxpopme founder and CEO
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The ideation stage focuses on identifying new ways 
to solve a consumer problem. While every stage is a 
team effort, this one is the epitome of collaboration. 
At this stage, you need to bring in the feedback and 
cross-functional ideas from your teams and other 
stages to develop the solution. 

There are a few crucial steps here, including:
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At the prototype stage, your focus is on creating your 
tangible solution to the consumer problem. You’ve gotten 
a ton of feedback and gone through ideation—now, it’s 
time to make a solution based on your feedback thus far.

Work with your team to create a minimum viable product 
(MVP) or rough draft equivalent, then reach out to your 
audience for feedback ASAP. You’ll want to ensure you’ve 
followed all MVP best practices, otherwise, the feedback 
will be for naught.

Once you’ve received feedback, it’s time to make sense of 
it. If feedback is negative, don’t fret. Instead, look through 
the other stages of the product development cycle and 
ask yourself where things may have gone wrong. It’s 
possible your prototype missed the mark, but it’s also 
possible you missed a vital data point during an earlier 
stage. 

For example, maybe you missed feedback during the 
“Define” stage and wound up solving a problem that 
didn’t exist. By carefully examining each stage and 
reviewing the feedback you received, you can determine 
where things went awry.
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This is an area where a lot of people do well, but many still leave much 
of the consumer feedback until this phase. It should be clear by now that 
saving feedback for testing is a bad, bad idea.

So, now that you’ve gathered feedback before getting to the testing 
phase, you can rest assured you have a solution that’s in line with 
consumer wants. This will, naturally, lead to more accurate testing.

It’s important that you gather feedback during this phase as well. If the 
test missed the mark, determine at which stage the problem occurred. It’s 
possible you only need to make minor tweaks with this iteration. Make 
any necessary adjustments, gather more feedback, and keep trying.

Also, take the agile tools you’re using for the testing phase and implement 
them across all five stages. For example, if you’re using Voxpopme to get 
video feedback from consumers during testing, roll that out to the other 
stages to keep that feedback coming. You should be getting feedback at 
every step of the product development cycle. Any tools you use during 
testing will likely come in handy throughout.

All of the above stages are essential to success. But it’s also important 
you don’t limit video feedback to select roles in your company. Virtually 
any role can use video feedback. Think outside the box and allow your 
company, as a whole, to embrace video feedback, using it in the above 
stages and beyond. This will allow your company to establish a culture 
of consumer centricity and keep your entire company in touch with your 
audience.
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Consumer centricity: 
Ready when you are
Companies used to have a fairly decent excuse 
if they were tone-deaf to their consumers: 
Getting feedback was tough! And even still, it’s 
easy to get buried in mountains of data. But, 
we’re fortunate enough to live in an age where 
video feedback is available and easy to roll out. 
What’s more, video feedback can be used at 
every step of product development to help us 
make sense of all that data.

Don’t wait until your product is 
complete to reach out for feedback. 
Start listening to your consumers now, 
and you’ll find that the secret to a 
consumer-centric product was right in 
front of you all along.
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Get in Touch!
We’re always available

Contact us

https://site.voxpopme.com/en/contact/

