dJdb33¥MINL
MIMPRI6MSY LV
bd63MJN3MSY

306MmN3N

NIJOMMN

LILEI3M 3IMLOL
BVMM3IION

ddBILIBdNL
3M33M6I60IsN
(100 JYNY)

©J 3MabaIMISENL 3I3MBLNTIdY

0103N06N 3933I0LN

3MMLIIONL LNB8IN6N

LOTVBJLI)

bobgMmdmnzmdy: 8 330Mo
dgb3q0Mndnb Momenbmdy: 16 ngdzno
LYY dAL MoMEgbmMdy: 32 Loson

LO33odvcn 19:00 - 21:00, byondodscmn 19:00 - 21:00

anmman MyMmyo,
product.design@colab.ge

30fMLN 3n3NbsMgMEL MBbMLNnb, NbhgMmodhnymo emonsg
LALAgONL MMBohdn. Mg 3M3gbgdnMNs 3039MNL
Rsfonzs 33909LN 3MINbN3sENnLNZNL.

3nMLOL ogLNBsenymn Jymos 100. BnbosemyM 3Mmggdhdy

dn3omodo nBynods 39-2 cngd(3000006 o Jyanndn
8960B6nmadymons 893wna 3M33Mbaybhndda:

©oL6MYdS o sghnyMmdS (byen 10 Jyems) - 10 Jyemnb

dnLomygd Lugzemendymms 3060313 12 Mmag(309B9
obBMYdL (1196 Bogzmgd mgd(3n8dg ELBMYSNL

d93:nb39393d0 - 0 gyamo).

3060yMo 3MmgddnbL gdyo30 #1 - 25 Jyamo

doMmeogds 39-6 angd3nnb 393 38.

3060y Mo 3Mmgddnb gdyo30 #2 - 25 gy

doMmeogds 39-12 engd30nL 39309 3.

3060y Mo 3MyB76hHo3no - 40 Jymo
osbMymadymn 3MmggdhnL Bofmeggbs o Jnmndymn
39008Y39hnmgo90nL o33



LIMONBNIIONL ANRIdY

Ly dngznzadnb Anbomagdoc bagnmms bhwgbdhdo
©ov330ymaznenmb y3zgmo 39300930 3nfMmdo:

+ 009LBMML M7g(30500L 306033 51%-L.

* 0003MmM3mML 3060313 71 Jyams Fo3yMaco.

+ 300MbL AMBVBNENgMdS BnbsemyM 3Mmggdhdn o
BoMmognbmb ngn.

LOEVJdILA / ITBNIdNL 3Y6MNBN

@IJBNY | «@033BNNL 3N6YIMLN | d0@mN0YLN 303633340
Mo oMnbL 3Mmeydhn,
Product Design vs UX vs UI,
#01. .
User Value vs Business Value,
Sfhmegdhymo Outoutvs Out
$BFM36055 00 utput vs Outcome
3Mmomydnb
8obLodM3zMY
3Mmomads vs bnd3dhman,
#02. Problem Statement, Root Cause Analysis,
Assumption Mapping, Risky Assumptions
Discovery vs Delivery, dm3bdomndamnb
#03. nbhgmsny, Jobs to Be Done,
Behavioral vs Attitudinal Data
Product Discovery oo
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Research Synthesis, Affinity Mapping,
#04. Pain Point vs Opportunity,

Opportunity Sizing
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Mental Models, Cognitive Load,
#05. Cognitive Biases, Habit Formation,
8n3bBsMadaa Dark Patterns oo 9003y Lodmazmadn
J3030 o .
399MEENMMds UX vs CX, Journey Stages, Touchpoints,
#06. Emotional Journey, Moments of Truth,
Peak-End Rule
9d5930L9d0 9oL MY6o #1 - 3Mmdm 3o,
33939 o Customer Journey
3fmeoydho vs bgmznbon,
#07 Frontstage vs Backstage,
) LIM3NL ENBSNbN Eo Service Blueprint, Failure Points,
fopann Omnichannel
3MmeEgdhymo
bozondn
Happy Path, Edge Cases,
#08. Error coo Empty States, Business Rules,
Limits & Permissions
Mental Model vs System Model, Hierarchy,
#09. Navigation Models, Progressive Disclosure,
3tmeeyddnb Object-Action Model
> JodaJdIMs o
LFobHaNe Product Vision vs Strategy,
#10. Customer Value Proposition,
Differentiation, Trade-offs
#11 Product Goals, KPI, North Star Metric,
’ AARRR Funnel, Guardrail Metrics
d9hHfMn3900 o
3MommadhghndoEgno
212 Impact vs Effort, MoSCoW, RICE, Kano,
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#13.

#14.

Hypothesis coo Experiment, Prototype
fmmammMm(3 Learning Tool, Usability Testing,
A/B Testing
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Product Delivery

Discovery-cob Delivery-89 gocoobgmy,
Acceptance Criteria, Design QA,
Phased Rollout
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Product Trio, Stakeholder Management,
Design Critique, Decision Log,
Storytelling
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