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Moving
from Say
to Do

AN ENERGY COMPANY WANTED TO
UNDERSTAND WHAT USERS VALUED IN
AN APP AND HOW TO SUSTAIN THEIR
ENGAGEMENT WITH IT OVER TIME.

SAY: Users said they valued being
able to monitor and understand their
energy use, but couldn’t answer
whether it was compelling enough
for continued engagement.

“Say Data,” simply put, is when users
vocalize what they feel about a concept
or guess how they would act in a certain
situation. It’s hypothetical, at least
historically-informal, and therefore not
a perfect predictor of future behavior.
Collecting say data is a fast and
affordable way to get early feedback on
a new product or service and can point
you in a general direction, but as you
continue to iterate your concept, and
increase your investment accordingly, it
is important to start measuring not just

what people say, but what they actually
do. “Do Data” is behavioral evidence
and a more reliable predictor of future
behavior than say data. To collect it, you
need to get into the market, put your
prototype into your user’s hands, and
observe and measure their behavior.
The best thing is you don’t need to run
a large pilot and spend tons of money
to get do data. Here are a few ways we
quickly and affordably moved clients
from say to do.

AN APPAREL COMPANY WANTED TO
UNDERSTAND WHAT PEOPLE DO WITH OLD
SHOES, BECAUSE RETURNING THE SHOES
WAS A MAKE-OR-BREAK COMPONENT OF
A POTENTIAL NEW SERVICE OFFERING.

A LARGE NON-PROFIT ASSOCIATION
WANTED TO IMPROVE THE INITIAL
ENROLLMENT PROCESS FOR
NEW MEMBERS.

SAY: People said they hand old shoes
down or give them to goodwill, but
in-home observations revealed piles of
old shoes in closets and garages.

TEST: We provided a small group of
users a pilot app that focused on this
one core feature.

TEST: We created pre-paid mailers and
handed them out in shoe stores to test
whether people would package and ship
their old shoes.

DO: They lost interest after only
a few visits but showed us some new
possibilities in the process.

DO: People followed through, and even
requested additional mailers for more
old shoes they had laying around.

WHAT WE LEARNED: Monitoring
their energy usage wasn’t enough to
sustain use of the app, but we had
tested alternative elements via debrief
conversations with the pilot users.
Ultimately, they needed a viral feedback
loop, so we added the ability to control
their smart home devices, which
increased adoption and retention on
the next iteration of the app.

WHAT WE LEARNED: While they
weren’t ready to part with their old
shoes at the moment of purchasing a
new pair, they would mail in their
shoes at a later date, which allowed
us to move forward to pilot the concept.

SAY: Users said they were ready to let
go of the traditional plastic card that
signifies their membership and instead
use a digital card on their smartphone,
but we weren’t confident they would
choose a digital experience, download
the app, and complete the registration.
TEST: We created a simple website that
gave people a choice between a digital
card or a physical card, then set up
“lemonade stands” so we could observe
people going through the online join
process and interview them afterwards.

DO: Users did pick a digital card when
signing up, but they didn’t download the
app or log-in.
WHAT WE LEARNED: Members liked
the idea of a digital card, but needed
more education and support to bridge
the link between a digital card and
the app, so the entire “join flow” was
adjusted accordingly.

