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An Insight into 
Design Thinking
An insight into how the five-stage design 
thinking methodology can be used to solve 
complex problems. 
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0 1  -  A B O U T  U S

Why listen to us?

We build design-driven products that 

increase revenue for companies across 

the globe. 

KOMODO is a creative product studio that puts your goals 
front and centre of everything we do. We’ll take your core 
aims and ambitions and then translate them into growth-
driven outcomes that are built into an effective digital 
product. 



To accomplish this, we’ll utilise design thinking methodology 
and our own in-house processes to get to know your end-
users, interpret their wants and needs and then design 
solutions that don’t just meet your goals, but those of your 
customers, too. 

Whatever stage of digital growth you’re at, we can support you. 

We specialise in three main tracks: 
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Revolution

Launching something brand new? Bring your idea into our 
studio and we’ll show you some of design thinking's most 
exciting practices that will grow your idea from ‘we think 
this might work’ to ‘we know our users want this’. 

Refinement

Good is…good. Great is better. We love showing successful 
businesses how to supercharge their software products to 
win more customer engagement and increase your 
profits. 

Reboot

When things go wrong, there’s no shame in asking for 
help. From failed in-house projects to disastrous 
encounters with contractors, we excel in rebooting 
mishandled projects and turning them around. 



We don’t work on assumptions or prior expectations. Each 
new product is an opportunity to bring our skills and 
experience to your business, but the process and 
technologies we use will be dictated by your users. 



Forget about software agencies that drain your time and 
money, making each new update or iteration a constant 
back and forth of requests and pushbacks. We’re a design 
studio with experts in UX & UI design, as well as a team of 
developers at the cutting edge of the industry. 



While everyone says they’re good – KOMODO is happy to 
prove it, with every decision we make based on real 
tangible user needs. Let’s delve into design thinking 
methodologies to help you understand more about who 
we are and how we work. If you’re considering a new 
project, read on to find out more, or get in touch now.
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How do we handle these different types of projects?

We practice design thinking, working to understand your users 
and their behaviours, interpret their needs and prescribe the 
features and functionality your project needs to launch with 
maximum impact. 

Get in touch with our team

Everything starts with a conversation. So, If you’re looking to launch a new


product or take an existing one to the next level, let’s chat! 

Contact us

http://www.KomodoDigital.co.uk/contact


0 2  -  M E T H O D O L O G Y

Using the Design Thinking 
Methodology to Solve 
Complex Problems 
This process follows five stages that will take a vague problem, define it, 
generate solutions to it and iterate until it aligns with the user’s needs.

Design thinking is a human-centred methodology that can help 
tackle complex problems, often unknown or unclear, by challenging 
assumptions and using a hands-on approach. 

Design thinking is not restricted to design problems. Many companies within a 
multitude of sectors can adopt this methodology when seeking to identify a 
solution to a problem. The process is exceedingly user-centric, ensuring that the 
user needs are an absolute priority.



In 2022, there’s been increased attention paid to combining design thinking with 
data - creating user-driven solutions via genuine research that are then proven 
through analytics and automation. We believe in that combination and foresee it 
being imperative to the iteration of new digital products – where growth will 
become dependent on usage data that shows how, why and what users are 
doing with your product. 
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Empathise 

The first stage of the design thinking phase is to 
empathise with your end-users to understand their needs. 



Empathising involves understanding both who you are 
designing for and what their issues are. It provides a 
deeper perception of the issues at hand compared to 
estimations or guesswork. Crucially, it gives us a user's 
perspective on solving problems, ensuring that our 
product is built to work for them. 

Define

During this stage, the information and insights collected within the empathise step will be collated and analysed. 



Problem statements are a great way to define a problem into digestible chunks. Use learnings from the empathise stage to 
come up with user-driven statements that contain who the user is, what their needs are and what challenges they are 
facing. 



This is often broken down into ‘User’ ‘Need’ and ‘Insight’ categories, then framed in a sentence that follows this structure: 
User WANTS need, BECAUSE insight, BUT insight – e.g Young mothers want an app to socialise with other young mothers 
because having a baby can be isolating. But it must be free and easy to use.  



This stage is to ensure that the problems are framed clearly and concisely. The clearer the problem statement is, the better 
chance there is of finding a solution to it. It is advised that a prolonged period should be spent on this to accurately 
summarise the main problems of your users. Re-framing your perspective based on insights gathered in the previous 
stage is crucial. 

At KOMODO, we implement this process for clients 
across a range of sectors whenever we embark on 
a product journey. These steps help you 
understand your users, create exciting solutions 
and use intelligent design features to stand out 
from the crowd. 

What’s next?
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Ideate

Once problem statements have been identified it’s time to 
interpret these and brainstorm. Although difficult to do, 
banishing judgement is paramount to ensure each 
thought is considered and every avenue is explored.



This session will hopefully help generate both logical and 
perhaps obscure ideas, helping to provide a large 
spectrum of solutions to the problem statements. The 
reasoning behind this is for each participant to provide 
input into the session. 



This can also promote conversation between the 
attendees which otherwise may not transpire. By not 
limiting the ideation stage to ‘logical’ ideas, it offers a 
better chance for dialogue and may trigger others to 
input into the session.

Prototype

To experiment with the solutions identified in the prior 
stage and see which works best, prototypes need to be 
generated. This includes, but is not restricted to, sketching, 
low fidelity wire-frames and eventually a design mock-up. 



Traditionally this process will begin with the former and 
end with the latter. Although as mentioned, this 
methodology is not limited to design, meaning a 
prototype may take a completely different form 
depending on the application. Universally, however, more 
simplistic prototypes allow for quicker iteration as nothing 
is precious. 

Test

After a prototype has been produced, it needs testing to 
measure its fit for purpose. The feedback received during 
this phase is essential, it provides a unique opportunity to 
get further user insight. This is very rarely the endpoint of 
the process, instead of acting as a precursor to revisiting 
prior stages to help refine the solution. Testing can include 
user groups, 1 on 1 and A/B testing. Each of these tests has 
its own positives and can unlock different types of 
feedback. This feedback helps to guide the solution to the 
correct destination.
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Building empathy towards users comes as the first step of 5 
within the widely used design thinking framework, usually 
called the “empathise” stage. 



It calls upon the designer to put themselves in the user’s 
shoes, to better understand the reasoning behind their 
requirements and see things from their perspective. 
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Empathy

Empathy is, in its most basic form, the ability to 
understand and share the feelings of another. 
When applied to design, empathy requires a 
heightened awareness of user needs, wants, 
motivations and goals. 

Empathise
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The empathy stage is crucial for designers providing 
us with an opportunity to understand users and their 
needs. There are various activities we can undertake 
to try and empathise with these users more effectively.



Why is Empathy Important in Design? 

When applied to design, empathy requires a heightened awareness of user needs, 
wants, motivations and goals. To achieve this, there are several activities that we as 
designers can complete to help us in understanding our users and become more 
empathetic towards them. When we become more empathetic, we can digest 
information more efficiently and we can begin to see information and problems from 
the user’s view that were previously difficult to see and understand. 

How to Build Empathy Within Design 

User Shadowing 

Shadowing can be a great way to get first-hand information from potential users. Whether it 
be when redesigning a current workflow or starting from scratch, completely understanding a 
day in the life of a user can provide a great insight into the issues they face on a day to day 
basis and how we can improve said issues. 



Whilst shadowing is too time-consuming to be carried out on a large scale, it can certainly be 
used as a base to understand key users and how their minds work. User shadowing can also 
be a useful method to build empathy toward users. 

Journey Mapping

After understanding a typical day of a user and identifying pain points, we’ll then assemble a user journey that visualises a 
user’s interaction with your product. This journey is normally depicted as a diagram split into stages that display every 
interaction customers go through with your company, services or product. 



It will help highlight key interactions customers have with your company and their feelings during this process. They often 
provide greater insight into pain points that may be experienced and offer a chance to amend those. 



This method means you can view the project as a whole without focusing on one particular interaction. This then allows for 
the refinement of all of these touchpoints and uncovers areas of opportunity to improve the customer’s experience. It also 
opens up useful discussion around issues like “why is this a pain point?” and “how can we improve this experience for the 
user?”. 
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User Interviews

User interviews are a fundamental tool in gaining in-depth 
knowledge from real or potential users, they help provide 
insight into their goals and experiences regarding services 
or products. These are conducted to help inform the 
design development ensuring a more user-centric design 
that is catered to those identified needs. 



User interviews can be even more insightful by applying 
the percentile method. This involves taking extreme ends 

of the spectrum into account and not focusing solely on 
the average user, for example, interviewing users with 
impairments who may require screen readers or who may 
be colour blind. This method can be applied to multiple 
instances including products. 



Interviewing users who are familiar with a product can 
provide meaningful insights into key issues. Those who are 
unfamiliar can inspire improvements from their insights. 



Personas 

The ‘5 Whys’ method is a simple yet powerful tool to help identify the root cause of problems. 
The method was developed by Taiichi Ohno, Former Executive Vice President of Toyota, to 
improve their manufacturing process, but has now been widely adopted. 



The methodology is all about repeating ‘why’ until you can hit the core of the problem, which 
may sound repetitive but is undoubtedly effective. 

Asking 5 Whys

A persona is a fictional, yet realistic, representation of a 
typical user or customer. Personas should be utilised in the 
early stages of the design process, where they will help 
influence design decisions by prioritising user needs 
before any development is undertaken. 



The real value obtained from personas is the goals and 
motivations that are identified. Understanding these helps 
contribute toward a user-centric service or product. 
Generating multiple personas allows teams to make better 
decisions based on the defined goals and motivations. 

Summing Up

The empathy stage is crucial for designers, providing us with an opportunity to understand users and their needs. There are 
various activities we can undertake to try and empathise with these users more effectively. Stepping into a user's shoes 
provides a vast amount of insights. These insights help deliver great user-centric products.

An example of the ‘5 whys’ by Taiichi Ohno: 

“Why did the robot stop?”  - The circuit has overloaded, causing a fuse to blow.



“Why is the circuit overloaded?”  - There was insufficient lubrication on the bearings, so they locked up. 



“Why was there insufficient lubrication on the bearings?”  - The oil pump on the robot is not circulating sufficient oil.



“Why is the pump not circulating sufficient oil?” -  The pump intake is clogged with metal shavings. 



“Why is the intake clogged with metal shavings?” - Because there is no filter on the pump. 

An Insight into Design Thinking
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The ideology behind this is to help you get deeper into the issue to identify the most effective 
solution. Notably, without utilising 5 whys in the example above, an employee may have only 
replaced the fuse rather than uncovering the root cause. 
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Define
Without clearly defining the problem that you are wanting to solve, you won’t 
end up with results that will truly help your users overcome challenges and 
engage with your product. 



Empathy-driven learnings are only the beginning. It’s time to define the 
problems users face in clear, coherent language. 

Define

The goal of the define stage is to frame the problem statement correctly and 
clarify the problem that is to be solved. At this phase, you should have already 
observed and formed a deep understanding of who it is you’re solving a 
problem for—the pain points they face, the preferences they have and an 
overview of the journey they take in their day-to-day lives. By combining the 
insights and learnings gathered from the empathy phase, a more exact point of 
view can be defined.

An Insight into Design Thinking
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How to Define Your Problem Statement 
The best way to start is to begin by analysing all of the information and insights 
collected throughout the empathy phase and begin summarising the most 
important ones. By marking out possible key themes, possible questions can be 
formulated, refined and improved. A couple of key ways to do this are:

Affinity Diagram 
The data collected within the empathy stage is collated into one space, and this 
wall of information creates something similar to a mood board. When completed, 
themes and patterns should become visible between the pieces of information. 



These findings should be grouped, explored and used to identify the meaningful 
needs of your user base. This will help inform your problem statement direction. 

Point of View Statement 
A problem statement is more commonly called a point of view statement (POV). 
Using all the insights you have discovered in the previous steps, they are combined 
to find the right design challenges that need to be addressed. A POV re-frames a 
design challenge into an actionable statement that can then have solutions 
applied to it. 



A POV is the combination of these three parts: User, Need and Insight. These three 
parts answer: ‘Who are you solving the problem for?’ ‘Why you are solving it?’ and 
‘What are you solving?’. Problem statements are typically set up like this: [User] 
needs [Need] because [Insight].

What Makes a Good Problem Statement? 
The problem statement is all about the people you’re 
trying to help, the needs discovered in the empathy stage 
are what we use to frame it. This provides a focus to keep 
the statement user-centric. 



Finding the right balance with the problem statement is 
essential. Creative freedom is necessary to allow for 
unexpected insights to happen, to allow exploration of all 
ideas. 

The statement shouldn’t include technical requirements or 
anything too specific that would create a narrow view and 
manipulate the direction of the solution, however making 
the statement too broad can make it feel like too big of a 
task. It needs to have enough constraints to be 
manageable. 



Finally, it helps to use a verb to start a problem statement 
to make your problem action-orientated.

An Example:
An elderly social housing tenant needs access 
to the internet because housing provider 
systems are becoming more automated. 

An Insight into Design Thinking
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How might we educate tenants on how to use the internet? 

How might we enable access to services without the use of screens? 

 How might we encourage tenants to go paper-free? 
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‘How Might We’ Questions 
When a problem statement has been defined, idea generation 
can begin. To give a starting point for that stage to happen, “How 
might we” (HMW) questions are created off the back of the POV. 



HMWs are short questions that help break the POV into smaller 
pieces to tackle. These questions create a more manageable 
ideation session, bringing focus to the process without restraining 
the imagination. Here are some “How might we” questions in 
response to our POV example;

By focusing on the problem you’re attempting to solve for your 
business, customer and end-user, you can create a clear and 
meaningful problem that will help to achieve a better direction 
before moving onto the ideation phase. 



You should be able to answer what the problem is you are trying to 
solve for the end-user and why this is important to them. If the root 
of the problem isn’t clearly defined before the ideation session, 
then chances are the solutions created next won’t be solving the 
real problem. 



The best way to define the problem statement is to begin by 
analysing all of the information collected throughout the empathy 
phase and begin summarising the most important points.
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Ideate
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Ideation
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The ideation phase is the process of generating as many ideas as 
possible that align with the end user’s needs—regardless of how 
outlandish the ideas may seem

Ideas are all about quantity over quality. Avoid getting fixated 
on a single idea and explore freely, as a project with a single 
idea isn’t going to take off. There’s no need to critique anything 
at this stage – you’re free to explore. 

The empathy phase will have given you the ability to 
understand and observe your users, allowing you to 
define a problem that needs to be solved. This will now 
allow for a possible solution to be reached through 
ideation.

What is the Goal of Ideation? 

The goal of ideation is to generate as many ideas as possible. 
You’ll work with your team and generate as many ideas as you 
can, pulling them together into a large pool that can then be 
refined and experimented with. 



How to Structure the Ideation Phase 

The ideation phase is best structured as a brainstorming workshop. There are several 
different steps to the ideation phase that includes generating, structuring, selecting 
and refining ideas before moving onto the prototyping and testing stage. 
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Generate

It’s important that people feel confident and empowered when sharing their ideas within a brainstorming session that 
focuses on user needs and profiles developed in the earlier stages. There should be no criticism of any ideas at this initial 
stage, the evaluation and criticism of ideas take place at a later stage. 



Rather than becoming fixed on a single idea, it’s best to generate as many ideas as possible and start adding them on 
post-it notes. It’s vital to share all ideas no matter how crazy they may seem— as long as everything relates to the user 
profile and problems that were defined in the previous stage. 

Structure

Once you have a large selection of ideas, the next phase in 
the ideation process is to structure them into a format that 
is easier to digest, ultimately moving towards a stage in 
which you can refine a selection of ideas before moving 
onto the prototype stage. 



If the range of ideas is very broad or out of scope, a few 
key ways to structure them could be to categorise them 
into topics: Does this idea match the question or meet the 
user’s needs? Is this idea out of scope? etc. 

Select and Refine

A way to short-list some ideas is to allow each member of 
the workshop to vote on which idea they think is the most 
viable moving forward. This can be accomplished by 
voting with dot stickers and short-listing the two most 
popular ideas. 



Once ideas have been selected you can begin to 
document and refine each one, detailing the discovered 
solution and the benefit of this idea, as well as how this 
aligns with the user’s needs.
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Follow this simple process to get your ideas flowing:

This freedom is practical – other team members may 
build on other people’s ideas, or even be inspired to create 
a more practical idea based on a more outlandish 
suggestion. A useful tip to generate even more ideas is the 
SCAMPER technique. 



SCAMPER stands for Substitute, Combine, Adapt, Modify, 
Put to other uses, Eliminate, Rearrange. This technique 
can be applied to answers that have already been 
generated, opening up even more ideas.

S C A M P E R
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Prototype

Prototypes are an extremely valuable resource and 
an integral part of the design thinking process. They 
will contribute to a better user experience for your 
audience.

A process helps generate user-driven ideas, but how 
can teams visualise the solution to win stakeholder 
approval or test user feedback? Enter the prototype. 
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Prototype

Prototypes are the first actual creations based on your process - the 
early stage of the eventual product design. A good prototype helps 
streamline development, win stakeholder approval, justify ideas or 
test with users. 

What is a Prototype? 

Prototypes are a combination of the previous steps 
displayed visually. The goal is to ultimately test products 
and identify any issues before going into production. 



It is often a misconception that prototypes are only needed 
towards the late stages of the design thinking process, and 
although this can work it is best to prototype little and often 
leading up to the higher fidelity prototypes. 
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 Streamline development by outlining the tangible buttons, screens and features the devs will need to code.

 Justify ideas on a visual level to users, stakeholders, team members etc

 Identifying redundancies that can be cut from the final build

 Save time and money by reducing the risk of errors and slowing the rate of amends.

 Provides a platform for feedback on various features and functionality which can be implemented early rather than 
retrofitted once live. 
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The Benefits

There are many benefits that prototyping provides. It offers a 
much easier way to help communicate a design to users, 
which for a user-centric design is essential. Prototyping helps: 

Level of Fidelity 

There are varying levels of prototype fidelity, each offering 
different benefits. A prototype’s fidelity refers to how much 
detail is built into it. Each level of fidelity can be used to 
acquire particular types of feedback, depending on the 
desired outcome. 
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Low Fidelity

Lower fidelity prototypes take very little time to produce, 
which is great when early iteration is needed to help 
provide the product with better direction. Lower fidelity 
prototypes will usually be colourless and use filler text and 
images, essentially very blocky. This is useful to gain 
product usability feedback from users early and means 
any changes can be made quickly. 



By not overwhelming the prototype with content, the 
product becomes easier to understand for the users. They 
are a very rough representation and are extremely 
valuable if utilised in the right circumstance. 

High Fidelity

Higher fidelity prototypes will resemble near enough the 
finalised product that will eventually be released. These 
are best used when trying to provide a near 
indistinguishable experience of the product, meaning the 
product aesthetic will be applied by adding colour, 
images, logos etc. It will also act similar to the final 
product, so functionality should be the same unless stated 
otherwise. 



These prototypes are generally created when designers 
have an accurate idea of how the product will function, 
and need to test it to ensure it aligns with the user’s needs. 
Feedback gathered during the lower fidelity prototypes will 
have been applied, so suggested changes are usually 
quite minor. 
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Types of Prototype

The type of prototype will change depending on the fidelity. 
Lower fidelity prototypes will usually involve paper which 
allows for quick iteration and exploration of ideas. Paper 
prototypes are very rough and are useful to view a concept 
stripped back to its bare state without distracting visuals. 



Wire-frames will traditionally follow in digital form after any 
amendments have been made. They are particularly versatile 
which makes them very beneficial, the amount of detail used 
can differ hugely. As mentioned previously, the level of detail 
needed will depend on what feedback is desired.

Why are prototypes so vital? 

Prototypes are an extremely valuable resource and an 
integral part of the design thinking process. They will 
contribute to a better user experience for your audience. It 
is important to remember, however, that the right 
prototypes need to be used for the right situation. If they are 
not, the required information may not be gained from 
feedback which will have an impact on the delivered 
product. Prototype with purpose and the user will always 
benefit. 



Prototypes enable designers to incorporate user-testing 
into the process earlier rather than later. If utilised in later 
stages, more time and resources are needed if changes are 
required.

Those wireframes will then be used as the foundation for 
creating a visual mock-up. Visual mock-ups will include all 
of the visual aspects of the prototype including colours, 
fonts and images, and will provide the user with a realistic 
impression of the final product. These mock-ups are 
simply a static representation, meaning interactions are 
not part of the mock-up but should provide an idea of the 
functionality. Interactions can be added later which will 
transform the mock-up into a full working interactive 
prototype that users and stakeholders can engage with. 
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Test
You must test your prototype early to save time and money. For every $1 spent 
on user research to uncover problems, it costs $10 to fix a problem in the design 
phase or $100 to fix it in development. 



The goal of testing is to analyse how users interact with your prototype – which 
means questioning their actions and processes and interpreting how you can 
make their experience better. 

Testing your prototype helps you empathise with your customers whilst also 
producing clearly defined insights into how they interact. These interactions will 
help you readdress your problem statements and create new ideas. While 
testing may be the last stage of this process, it should instead send you back to 
the empathise stage to iterate again. 

An Insight into Design Thinking
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What will Testing Achieve? 

Testing the prototypes created in the previous stage allows for valuable feedback 
from real-world customers who could potentially use these products once they 
launch. This will help you to find out how well your prototype solves the problem that 
was initially defined. This step is essential for fine-tuning a prototype, or spotting a 
problem before too much time has been spent on designing or developing it. 

Why is Testing Important

It’s important to constantly learn and question the actions and motivation behind users’ 
decisions. It’s important not to instruct a user on how to use the prototype or give them 
guidance, as in a real-world scenario this wouldn’t be a true representation of how the 
product would be used. The primary goal is to learn and analyse how the user interacts with 
the prototype. It’s fine to question the user’s thoughts and actions in order to learn more about 
the prototype. 

The user should carry out their journey as 
naturally as possible, allowing for questions at 
the end to further understand their experience. 



If it’s possible, recording the workshop can be 
extremely beneficial. It allows for a further 
understanding of body language and captures 
any feedback that may have been missed or 
overlooked the first time around. 

How to Best Structure the Testing Phase 

The test phase should be structured in a way that we can learn something from the user. 
Defining what you are hoping to achieve from a testing session beforehand is the best way to 
conduct the testing phase.

An Insight into Design Thinking

 Are there any pain points throughout the process?

 Any positives?

 What should be iterated on to improve the user experience? 
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Face-to-Face Interview 

Although it may not seem obvious, it’s always wise to include more than one 
person to analyse and document the test phase. 



Rather than delegating your focus to multiple areas, have one person set up the 
scenario, explain the context and interview the user, while someone else focuses 
fully on observing everything the user does with the prototype or product they are 
testing. Again, filming the outcome is the most ideal scenario but this may not be 
possible in certain circumstances. 

A/B testing 

This method can be great to figure out what design or user experience users prefer. 
This can range from an entire page to button styles, navigation elements etc. Being 
able to test both options, or multiple concurrently, users can compare between 
both A and B.

Observe and Document 

Observing and documenting can give valuable insight into how a product is used 
or misused compared to its original intention. Often as designers, we can create 
something which is designed with a specific intention or direction, however, without 
actual interaction with potential real-world users through testing, there’s no way of 
knowing exactly how they’ll use it. 

Online Testing 

Using web-based prototyping tools can be a great way to get feedback from 
users. At KOMODO, we use inVision to upload our wire-frames or designs, in order to 
create prototypes that can be used on different devices. Users can test the 
prototypes and leave notifications directly on the designs, often detailing specific 
feedback about changes etc. Addressing any pain points at a loose wire-frame 
stage can be far more beneficial than discovering a change that needs to be 
implemented further into the project.

Resources
Maze, a user testing platform, is another great tool for gathering feedback 
from users: “Maze is a user testing platform that turns your prototype into 
actionable insights from real users, bringing confidence to the design 
process.”. This allows for insights into the exact route taken from a prototype, 
and lets you understand where the prototype is excelling in terms of User 
Experience, and where it needs work. 
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Design Thinking That Drives 
Revenue & Results From An 
Innovative Creative Studio 

Our five-step process is, at its core, a design thinking process that has 
been taken to the next level to drive client success. Here at KOMODO, we’ll 
run you through our own variation of the design thinking methodology:

22
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We’ll work to establish what your business wants, but then we’ll show you what your 

users want too. After all, they’re the ones who help drive your revenue. 

Understand

From this research, we’ll build out a scope to keep everyone in the know. You’ll see exactly how we 

plan to do things and why – no pulling the wool over your eyes.

Define

Our creative product studio is full of great ideas, and we bring the full weight of our passion to bear on every 

client project. 

Ideate 

We’ll build, test and launch a digital product quickly. Getting your MVP out is our priority 

because we believe in real-world testing and iterating to innovate. 

Create 

Once we’ve got a product in the wild, we’ll use it to learn from user behaviour and build 

updates and improvements based on tangible reasons rather than speculation. 

Reflect



Agency Expertise
S E R V I C E S

An Insight into Design Thinking

Whatever your challenge looks like, KOMODO can help you. 
We’ll recover a broken product to make it usable and 
exciting, revolutionise the market with your new idea or help 
redefine an existing product into something more efficient. 

https://www.komododigital.co.uk/contact 

hello@komododigital.co.uk 

0191 228 6555

Get in touch

All of our services can be found below. If you’d rather cut to the chase, 
please get in touch with us here.

Consulting

Development

Workshops

Review 

& Analysis

Research

Quailty 

Assurance

Design
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