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Neil Baptista, Managing Director at icon impact 
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3 
Startups 
founded

25+yrs 
In product 
Development

10 yrs 
Innovation & 
venture building



 » 
Making  
the 
future tangible 
«

» 
Experience-driven 
Innovation catalyst  
«
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Collection of icon products and services
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Homo experienta

“Everybody experiences far more than he understands.  

Yet it is experience, rather than understanding, that 

influences behavior.” 

Marshall McLuhan

Homo experientia
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humans

have experiences at different point of contacts at different moments in time 

physical                                                                                                                                 digital

technology*

consistenly good experiences establish trust

relationship

which is the foundation for business

Experience at the center piece

*Following the Greek origin of the term, technology is not to be understood as a technical artifact, but as a word from tech-né (τέχνη) and logos (λόγος), encompassing science 
in general as well as art and, in particular, reason in the sense of opportunity and risk assessment - the way in which social and technological developments are viewed.

Experience at the center
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PHYSICAL DIGITAL

New ‘phygital’ equilibrium
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The experience is 
your business



“We’re not in the 
coffee business 
serving people, we’re 
in the people 
business serving 
coffee.” 
- Howard Schultz, Starbucks
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EMPATHY  
MAP 

» 
Who is our 
customer? 
«

St
ri

ct
ly

 c
o

nf
id

e
nt

ia
l

JOURNEY 
MAP 

» 
What actions 
and decisions 
to they take? 
«

But, how do we create experience?
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Attitude, Appearance and 
behaviour towards others 

💭 THINK & FEEL 
What really counts, Major Preoccupations, 

Worries & Aspirations

👀 SEE  
Environment, friends and what the 

market offers

⚡ PAINS  

Fears frustrations and challenges.

✅ GAINS 
Benefits, values, wants and needs.

🎧 HEAR  
What friends say, what boss say, 
what influencers and family say

Empathy mapping
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Journey mapping
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STAGE 6STAGE 5STAGE 4STAGE 3STAGE 2STAGE 1

TOUCHPOINT
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The atomic unit of experience design.
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Moment of truth
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Going on Vacation 
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Inflight Experience
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Beverag﻿e service
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Adding ice, lemon, etc.
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Shape ice cubes

Edible flower

Cocktail umbrella

Unique glass

Unique glass

Rim enhancement

Flavoured ice cubesQuote napkin

Fortune cookie
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What if I told you that a 
company made millions 
with a moment of truth? St
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SNAP  
is used by over half a 
billion 13 to 30yr olds.
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Half-swipe
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What’s the half-swipe?

When users swipe open a 
message without lifting their 
finger off the screen, they can 
see the message in 
full without marking it as read.  
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What’s the half-swipe?

If they swipe it closed again 
before removing their finger, 
the message’s sender sees no 
evidence of the sneak peek.
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Why didn’t 
they look at it? 

Why didn’t 
they write 
back?

Did I say 
the wrong 

thing?

Did the 
message get 

delivered?

Are they 
online?

Did they 
see it?
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Half swipe blows up the internet
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Value at the moment of truth

SNAP+ $4.99 
let’s you see 
who ‘half-
swipes’ your 
messages. 👀 St
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OBSESS 
ABOUT 

THE 
BASICS
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Build, measure, learn

St
ri

ct
ly

 c
o

nf
id

e
nt

ia
l



What are prototypes?

IMAGE OF 
SEATING 
BUCK OR 
SIMILAR

VR simulations Seating buck Hardware Software



©
 ic

o
n

 g
ro

u
p

 

30

St
ri

ct
ly

 c
o

nf
id

e
nt

ia
l

Obsess about 
customer 

experience. 
 You will find your 

‘half-swipe’



The future belongs to 
those who build it. 

Let’s build together!
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BUSINESS MODELLING PRODUCT LAUNCHES

DEVELOPMENT DATA SHOWCASES

PROTOTYPING & MVPS
INNOVATION  

STRATEGY

VENTURES
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From ideation to creation

Our services and capabilities 

Defining strategies for future 
products and services

Product delivery from ideation to 
market

Developing new industry leadersBringing visions of 
the future to life

Developing the next 
generation of businesses 

and revenue streams

Making product ideas 
tangible fast for testing 

and iterations

Hardware and software 
development

Inventory, modelling and 
AI strategy



Thank you for  
your time!

Neil Baptista 
Managing Director 

neil.baptista@icongroup.com 


