




GOAL: Prioritize features

ACTIVITY: Create a list of potential features and 
provide each with a price. Just like for a real product, 
the price can be based on development costs, 
customer value, or something else. Although the 
price can be the actual cost you intend to charge 
for the feature, this is usually not required. Customers 
buy features that they want in the next release of 
your product using play money you give them. Make 
certain that some features are priced high enough 
that no one customer can buy them. Encourage 
customers to pool their money to buy especially 
important and/or expensive features. This will help 
motivate negotiations between customers as to 
which features are most important.

This game works best with four to seven customers in a 
group, so that you can create more opportunities for 
customers to pool their money through negotiating. 
Unlike the Product Box game, the Buy a Feature 
game is based on the list of features that are likely to 
be in your development road map.

Buy a Feature
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info@21apps.com

21apps has the only UK Qualified Innovation 
Games® Instructors. 
Let us show you the seriously fun way to do 
serious work and how these collaborative 
play techniques can help your organisation 
innovate, engage stakeholders, prioritise, 
identify requirements, gain customer 
feedback and more.

Innovation Games Training
http://bit.ly/21appsIGT

Innovation Games 
Consultancy & Facilitation
http://bit.ly/21appsIGF 
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GOAL: Shape your solution to user needs

ACTIVITY: Start by drawing a very large tree on a 
whiteboard or printing a tree as a poster. Thick limbs 
represent major areas of functionality within your 
system. The edge of the tree – its outermost branches 
– represents the features available in the current 
release. Write potential new features on several index 
cards, ideally shaped as leaves. Ask your customers to 
place desired features around the tree, defining the 
next phase of its growth. Do they structure a tree that 
is growing in a balanced manner? Does one branch – 
perhaps a core feature of the product – get the bulk 
of the growth? Does an underutilized aspect of the 
tree become stronger? We know that the roots of a 
tree (your support and customer care infrastructure) 
need to extend at least as far as your canopy. Do 
yours?

Prune the Product Tree
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GOAL: Identify thwe most exciting product 
features

ACTIVITY: Ask your customers to imagine that 
they’re selling your product at a tradeshow, retail 
outlet, or public market. Give them a few cardboard 
boxes and ask them to literally design a product box 
that they would buy. The box should have the key 
marketing slogans that they find interesting. When 
finished, pretend that you’re a skeptical prospect 
and ask your customer to use their box to sell your 
product back to you.

Product Box

Innovation Games Copyright © 2007 Luke Hohmann 



GOAL: Understand product relationships

ACTIVITY: Put the name of your product or service 
in the center of a circle. Ask your customers to draw 
other products and services that they think are 
related to your product. As they draw these products 
and services, ask them to tell you when, how, and 
why these are used. Ask them to draw lines between 
the different products and services. Encourage them 
to use different colors, weights, or styles to capture 
important relationships (for example, important 
relationships can be drawn with a thicker line or a 
different color pen). The Spider Web game works well 
with the Start Your Day game. After your customers 
review when and where they use your offering, you 
can explore in a subsequent session the various 
relationships that exist between the different products 
and services that they use throughout the day.

Spider Web
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GOAL: Understand when and how your 
customer uses your product

ACTIVITY: Ask your customer to describe the daily, 
weekly, monthly, and yearly events that are related to 
their use of your product on pre-printed, poster-sized 
calendars or a simple time line drawn on a large 
sheet of paper. Ask them to describe events in time 
frames appropriate for your product – beginning 
and ends of days or weeks, recurring events, such as 
birthdays; one-time events, such as installing a new 
software system; special events that are unique to an 
industry or sector (like a conference), or days in which 
everything goes horribly wrong and they’re looking 
for help. While they’re doing this be alert for how your 
product helps – or hinders – their day.

Start Your Day
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GOAL: Identify the most important artifacts 
created by your product

ACTIVITY: Ask your customers to being examples 
of artifacts created or modified by your product 
or service. Ask them to tell you why these artifacts 
are important, and when and how they’re used. 
For example, if your product is a software system to 
manage invoices, ask them to show you the invoices, 
reports, or spreadsheets that they’ve created through 
the use of your product.

Pay careful attention to anything that surprises you 
– artifacts you expected them to create or modify 
that they have ignored, artifacts that aren’t used, or 
artifacts used in unexpected ways. What do these 
tell you?

Show and Tell
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GOAL: Create empathy for the customer 
experience 

ACTIVITY: Ask your employees to perform the 
“work” of what they are building. For example, if 
they’re building a new data entry system, have them 
do the work of the current data entry operators. If 
they’re building workflow management software for 
furniture delivery people, have them deliver furniture. 
If they’re writing about vehicle performance, 
ask them to change the oil in the car. They gain 
knowledge of the customer experience and some 
degree of empathy for the real problem that your 
customer is trying to solve.

The Apprentice
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GOAL: Understand your customers’ 
definition of success 

ACTIVITY: Hand each of your customers a few 
pieces of paper. Ask them to imagine that it’s some 
time in the future and that they’ve been using your 
product almost continuously between now and that 
future date (it could be a week, or a month, or a 
quarter – pick a time frame that is appropriate for 
your product). Now, ask them to go even further – 
an extra day, or week, or month. Ask your customer 
to write down, in as much detail as possible, exactly 
what your product will have done to make them 
happy (or successful or rich or safe or secure or smart 
–choose the set of adjectives that work best for your 
product).

Note: The phrasing of the question is extremely 
important. You’ll get different results if you ask “What 
should the system do” instead of “What will the system 
have done”. (If you’re skeptical, just try it).

Remember the Future
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GOAL: Identify what customers don’t like 
about your product or service 

ACTIVITY: Draw a boat on a whiteboard or sheet 
of butcher paper. You’d like the boat to really move 
fast. Unfortunately, the boat has a few anchors 
holding it back. The boat is your system, and the 
features that your customers don’t like are its anchors. 
Customers write what they don’t like on an anchor. 
They can also estimate how much faster the boat 
would go when that anchor was cut. Estimates of 
speed are really estimates of pain. When customers 
are finished posting their anchors, review each one, 
carefully confirming your understanding of what they 
want to see changed in the system.

This metaphorical game can be altered to suit your 
needs. For example Sail Boat can be used instead of 
a speed boat allowing you to identify what customers 
like about your product or service using wind to reflect 
this.

Speed Boat
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GOAL: Use outrageous features to discover 
hidden breakthroughs

ACTIVITY: Write several features on note cards, 
one feature per card. Include several completely 
outrageous features. If you’re making a portable MP3 
player, try adding features like “heats coffee”, “cracks 
concrete”, or “conditions dog hair.” If you’re making 
a system that manages payroll, try adding features 
like “plans family reunions” or “refinishes wooden 
floors.” If you’re building an office building, add a 
Jacuzzi in the lobby. What happens when a customer 
uncovers one of these outrageous features?

Give Them a Hot Tub
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