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Human-Centered Design (HCD) is a process of 
researching and understanding the core needs 
and motivations of people, and then developing 
products and services with them in mind.





Ecosystems & 
Journey Maps



Design Research aims to take a deep look at a small 
group of people to understand their wants, needs 
and desires, build empathy, generate fuel for stories, 
and inspire concepts grounded in human experience.
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How does design thinking 
support innovation projects?



+



Approximately 500 million smallholder farmers around 
the world lack access to critical information, financial 
services and markets needed to support their livelihood. 

With mobile phone penetration in the developing world 
exceeding 70%, the mobile channel presents a 
compelling market opportunity to deliver life changing 
services to these marginalized farmers.   

Yet, only 25% of registered farmers on Mobile 
Agriculture products use the service more than once.
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What information and services are relevant to smallholder 
farmers in Myanmar and how can mobile technology be 
leveraged to improve health and livelihoods?

THE CHALLENGE
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SUCCESS CRITERIA

Business Needs 
1. Launch a sustainable and scalable product 
2. Achieve market success and adoption 
3. Enable long-term growth through business 

partnerships and customer brand loyalty 

Farmer Needs 
1. Solve a practical need in a productive way 
2. Improve business performance and growth 

potential for smallholder farmers 
3. Earn trust within the agricultural ecosystem 

through an excellent product and service 





CONTEXTUAL INTERVIEWS

During three weeks in the field, our team 
conducted 22 in-depth farmer interviews. 
We met with farmers across a range of 
income levels, financial and technological 
literacy. The farmers focused on growing 
fruits, vegetables and/or paddy.



FARMER ARCHETYPES

KNOWLEDGE SEEKER 

Knowledge Seekers are eager to 
acquire new information, and learn how 
to improve their business, however, 
they are not sure how to begin the 
process. They require someone else to 
show the way in a step by step manner 
in order for them to be comfortable 
adopting new processes or crops.

SLOW & STEADY 

Slow & Steady farmers are settled into a 
routine and often unwilling to try 
something new. Their agricultural 
techniques and crops are based on 
generations of family tradition and they 
see no reason to change. They are 
typically risk adverse, and find it difficult 
to think long term or outside of their 
current situation.

TRAPPED 

Trapped farmers are stuck in a situation and 
struggle to see a way out. Their 
circumstances may relate to occupation, 
finances, or knowledge but a lack of 
resources keeps them stuck. Trapped 
farmers are often reactive to external 
conditions but this desperation increases 
their willingness to take a risk.

PIONEER 

Pioneers are proactive about finding 
new ways to improve their farming 
business. They have an appetite for risk 
and embrace innovations. They are 
often the first in their village to grow a 
new crop or employ a new farming 
technique, upon seeing it successfully 
undertaken in a nearby village.



RELATIONSHIP MAPPING

INPUT SUPPLIERS

BUYERS/MIDDLE MEN MOBILE SHOPS

AGRICULTURAL EXPERTS

MERCHANTS COOPERATIVE ORGANIZATION

CIRCLE OF TRUST AND INFLUENCE MAP LOCATION__________________________        PARTICIPANT ID_____________________

Identify who/what the participants interacts with the most,
and how this influences decision making

To understand the entire ecosystem, we spoke 
with local Input Suppliers, Agricultural Experts, 
Merchants, visited a Cooperative Organization 
and Mobile Stores.
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ECOSYSTEM





JOURNEY MAP
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Deliver & Cash



JOURNEY MAP
Deciding 

What to plant?

Seeding 
What source?

Preparing & Planting 
Soil Management

Growing 
Nurturing Crops

Harvest & Storage 
Collecting Crops

Post-Harvest 
Preparing Goods & Land

Transport & Sell 
Deliver & Cash

San San Cho



Deciding 
What to plant?

Seeding 
What source?

Preparing & Planting 
Soil Management

Growing 
Nurturing Crops

Harvest & Storage 
Collecting Crops

Post-Harvest 
Preparing Goods & Land

Transport & Sell 
Deliver & Cash

JOURNEY MAP

U Thein Win



Deciding 
What to plant?

Seeding 
What source?

Preparing & Planting 
Soil Management

Growing 
Nurturing Crops

Harvest & Storage 
Collecting Crops

Post-Harvest 
Preparing Goods & Land

Transport & Sell 
Deliver & Cash

JOURNEY MAP

U Kyaw Htay



Deciding 
What to plant?

Seeding 
What source?

Preparing & Planting 
Soil Management

Growing 
Nurturing Crops

Harvest & Storage 
Collecting Crops

Post-Harvest 
Preparing Goods & Land

Transport & Sell 
Deliver & Cash

JOURNEY MAP

Kyaw Soe Lin



Deciding 
What to plant?

Seeding 
What source?

Preparing & Planting 
Soil Management

Growing 
Nurturing Crops

Harvest & Storage 
Collecting Crops

Post-Harvest 
Preparing Goods & Land

Transport & Sell 
Deliver & Cash

JOURNEY MAP

Ma Khin Myo Win







33



34





WEATHER WATCHER
A weather application designed exclusively 

for Myanmar farmers with custom features 

including local forecasts, seasonal projections, 

educational courses, and daily tips to improve 

family health and crop performance.



KEY FEATURES

Seasonal Forecast Weather-related Podcasts Health & Weather AdvisoriesHealth & Agriculture TipsDaily & Weekly Forecast







To apply a user-centered process, you need to first align 

on team setup, existing knowledge, and assumptions. 

Discuss the overall goal for your mAgri service and how to 

set up user research to ensure that farmers’ voices and their 

ecosystem are integrated into the mAgri service.  

To create meaningful products, you need to be closer 

to user, market, and context of use. This understanding 

starts with going out in the field, asking the right 

questions, and testing hypotheses with farmers to guide 

you throughout the design process.

To develop a mAgri concept that is deeply rooted in 

insights captured in the field, you need to analyze 

the information collected, and identify the right 

opportunities for your mAgri service, considering all the 

diverse voices of the farmers and their ecosystem. 

To shift from concept to realization, you need to prioritize 

features and plan how to create value, deliver, and 

capture it over time. While the product starts to take 

shape, organize additional validation sessions with the user 

to make sure you are going in the right direction.

The launch is only the beginning of the journey, not the goal. 

When the product launches, you need to continuously gather 

feedback from farmers and the ecosystem to refine and 

improve the product, looking at all the aspects that shape  

the final user experience.

PLAN

LEARN

CREATE

DEVELOP

MAINTAIN

 

RESEARCH INSIGHTS 

REFINED HYPOTHESES

DISCUSSION GUIDE

NOTE-TAKING TEMPLATE

USER ARCHETYPES

LIFE CYCLE MAPPING

IDEATION EXERCISES

CUSTOMER JOURNEY

CONTENT CONSIDERATIONS 

AGENT TRAINING 

GO-TO-MARKET STRATEGY

USER VALIDATION PLAN CARD SORTING 

LOW-FIDELITY PROTOTYPES

RECRUITING CRITERIA

RESEARCH PLAN

ORGANIZATION READINESS

TEAM SETUP 

COLLABORATION TOOLS

SUCCESS CRITERIA

MISSION COUNTDOWN 

HYPOTHESIS GENERATION

ECOSYSTEM MAPPING

IN-DEPTH INTERVIEW 

FARMING LIFE CYCLE

TRUST CIRCLE 

HOUSE-FARM TOUR

INTERCEPT INTERVIEW

VALUE PROPOSITION

SERVICE BLUEPRINT 

MINIMUM VIABLE PRODUCT

ADVOCATE & SKEPTICS MAP 

BUSINESS MODEL

PRODUCT ITERATIVE PLANNINGMONITORING PLAN CUSTOMER JOURNEY ISSUES



www.gsma.com/mobilefordevelopment/magri-design-toolkit





Thanks!


