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Leland Bell’s painting of the “Seven Grandfathers”.
For more information on the seven teachings, scan the QR code




Why We’re Here:

Explore Desigh Thinking as a creative problem-solving
approach

Practice tools you can apply in your own work right away
Build confidence to think differently and experiment with
new ideas

Connect with others and learn from diverse perspectives




Today’s Workshop:

Introduction to Designh Thinking

Key Mindsets for Applying Design Thinking

How It’s Used Across Industries & Contexts
Identifying the Right Problems for Design Thinking

Activity: Mini Design Thinking Sprint
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WE ARE LIVING IN
UNPRECEDENTED TIMES



What is a Wicked Problem?

Typically characterized by the following attributes.

Can be challenging to find May require ongoing
consensus or agreement = T learning and adaptation
Tend to persist over timee--------------—-, JRERRSERRRSRE sIntricate and multifaceted

Resisting quick fixes or

) High levels of uncertainty
permanent solutions

-

{ "and ambiguity exist

~

o o P

Wicked ;

May evolve, transform,  \GE(eldlS@y:  Involves value conflicts and
o - > .. :

or even reappear again diverse perspectives

Often involving numerous Does not have a clear-cut,
. . e e - -» . .
interdependent variables ; universally solution
Complexity arises from the ; Multiple and conflicting

. e Ve —————— -+, .
interconnectedness Interpretations are present

www.stephanhitchins.com.au




The Cost Of M VOLATILITY

Complexity | '? UNCERTAINTY |

e Overwhelm

 Jeopardize long-term
projects

« Destabilizes internal

culture
COMPLEXITY
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L] | TRADITIONAL PROBLEM SOLVING PROCESS

WHAT IF THE
ACTVAL WINNING

SOLUTION WAS
LEFT UNNOTICED?
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GENERAL
PROBLEM

Image courtesy of sidlaurea.com
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Design thinking brings
together what is desirable
from a human point of
view, with what is
technologically feasible
and economically viable

Feasibility
Feasible
Implementation

Desirability

User-centric design

Viability
Sustainable
business



Desirability: What makes sense to
people and for people?

Feasibility: What is functionally
possible within the foreseeable
future?

Viability: What is likely to become
part of a sustainable business
model?

Desirability

User-centric design

Feasibility
Feasible
Implementation

Viability
Sustainable
business

Image courtesy of hyve.net



The 5 Elements
of Design
Thinking
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INSPIRATION

HCD design process by IDEO
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' | Fields of Design Thinking:

USER JOURNEY
* Service Design

Line of interaction - - - =-=—=- == ==

FRONT STAGE

Line of visibility

BACK STAGE
Line of intemal interaction

SUPPORTING
PROCESSES

IDEO.org -



¥ | Fields of Design Thinking:

Systems Thinking Design Thinking

* Service Design

» Systemic Design/Systems
Thinking




' | Fields of Design Thinking:

Z
* Service Design DESIGN / FUTURES
o THINKING //// THINKING
» Systemic Design/Systems 4

Thinking

7 .
* Futures Design/Futures //
Thinking ///

SYSTEMS FUTURES
THINKING DESIGN




| Fields of Design Thinking:

User-Centered Design (UCD)

Service Design

Systemic Design/Systems
Thinking

Futures Design/Futures
Thinking

UX Design

Market Definition

Determine who will use the
offering.

Empathy
Develop empathy with
potential users through
interviews and
ethnographic activities.

Task Analysis
Determine what people will
need or want to do with it.

Synthesis
Waorking from users’
viewpoints, define the

problem you need to solve.

Design Thinking

Competitive

Evaluation

Find out who or what the
offering is competing with
and develop benchmarks
for the assessment of
design success.

Ideation

Generate a large number
of ideas that might solve
the problem and
encourage innovative
thinking.

Initial Design and
Walkthrough

Prototype an initial design
and walk through the
expected tasks.

4

Prototyping
Evaluate the most
promising ideas with
prototypes to assess how
well people (target
audience) can use it to
complete target tasks.

Iterative Design
Evaluation and
Validation

Take the final version of the
prototype and begin
iterative design and
usability testing with target
users.

N

A/ T\d

Iterative Test and

Redesign

Use iteration to refine the
idea, monitoring user
success and allowing them
to critique the design
during each iteration.

Benchmark

Assessment

Use the previously defined
benchmarks to determine
whether the design goals
have been achieved or if
there is a need to continue
iterating.

IDEO.org
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EMPATHY




EMBRACE
AMBIGUITY
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EA VISV

CREATIVE
CONFIDENCE

lity.”

lerates reali

“No artist to

- Friedrich Nietzsche



LEAN INTO
FAILURE

“When you take risks, you’ll learn there will be
times when you succeed and times when you fail,
~ and both are equally as important.”
- Ellen DeGeneres



MAKE IT




ITERATE,
ITERATE,
ITERATE!
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Templates

& Foryou

* Starred

Use cases

B strategize

@ Connect

Ways of working

gz LUMA System

@@ Design thinking

[ q Find a template

Empathize

User personas

Change narrative

The Double Diamond

Persona Profile

Sign up free




The 5 Elements
of Design
Thinking
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Says Thinks

. What have we heard them say? What are their wants, needs, hopes, and dreams? .‘
What can we imagine them saying? What other thoughts might influence their behavior? .

EMPATHY
Activities

Persona’s name

Short summary of
the persona

Does Feels
What behavior have we observed? What are their fears, frustrations, and anxieties?
What can we imagine them doing? What other feelings might influence their behavior?

© See an example
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Quote from the persona's perspective that

illustrates their mindset, motivation,
goals or attitude.

Persona name

Short description of the persona

Situation and context
What is the typical context of the real people represented by this archetype?

Goals and motivations
Beyond our product and service, what motivates this person?

Fears and frustrations
What keeps them up at night? What does a bad day look like?

Tasks and tactics
‘What does the person do to accomplish their goals?

Quote from the persona's perspective that
illustrates their mindset, motivation,
goals or attitude.

Persona name

Short description of the persona

Situation and context
What is the typical context of the real people represented by this archetype?

Goals and motivations
Beyond our product and service, what motivates this person?

Fears and frustrations
What keeps them up at night? What does a bad day look like?

Tasks and tactics
What does the person do to accomplish their goals?

Quote from the persona's perspective that
illustrates their mindset, motivation,
goals or attitude.

Persona name

Short description of the persona

Situation and context
What is the typical context of the real people represented by this archetype?

Goals and motivations
Beyond our product and service, what motivates this person?

Fears and frustrations
What keeps them up at night? What does a bad day look like?

Tasks and tactics
What does the person do to accomplish their goals?

35



‘What does the person (or people) at
the center of this scenario typically
experience in each step?

Scenario: a e = o
[Existing experience
through a product or Entice Enter Engage Exit Extend
SBMCE] How does someone become What do people experience as In the core moments in the What do people typically ‘What happens after the
aware of this service? they begin the process? process, what happens? experience as the process finishes? experience is over?
Experience steps

H Interactions
& What interactions do they have at each

step along the way?
® People: Who do they see or talk to?
= Places: Where are they?

= Things: What digital touchpoints or
physical objects do they use?

,-K* Goals & motivations

At each step, what is a person’s
primary goal or motivation?
(“Help me..” or "Help me avoid..”)

b

e Positive moments
What steps does a typical person find
enjoyable, productive, fun, motivating,
delightful, or exciting?

e Negative moments

‘What steps does a typical person find
frustrating, confusing, angering, costly,
or time-consuming?

Areas of opportunity

How might we make each step better?
What ideas do we have? What have
others suggested?

Produet School  cmse s parmst s o st

© See an example
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4

Steps
High level steps your user needs to
accomplish from start to finish.

Steps
m Detailed actions your user has to

perform.

Feelings
What your user might be thinking and
feeling at the moment.

Pain points
Problems your user runs into.

Opportunities
Potential improvements or
enhancements to the experience.




What were root causes
involving employees,
customers, or stakeholders?

Q

Place

Did the physical or digital
location (store, website, office)
create challenges?

-—
-——
-
—-—
Processes

Are there inefficiencies, missing
steps, or unclear procedures that
contributed to the problem?

Promotion

Did our advertising, messaging, or
communication create confusion or
contribute to the issue?

o~
LT
Products

Was the quality, availability, or
design of our product/service a
contributing factor?

o

Price

Did cost, pricing strategy, or
perceived value play a role
in this problem?

[Problem you
are observing]

© See an example




The 5 Elements
of Design
Thinking

EMPATHIZF. IDEATE

PROTOTYPE

dschool.stanford.edu/
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Frame Your Design Challenge

Whatis the problem you‘re trying to solve?

Define

i C/usterlng 1) Take a stab at framing it as a design question.

* Affinity Diagramming

2) Now state the ultimate impact you're trying to have.

* Framing the Design
3) What are some possible solutions to your problem?
Ch allen ge Think broadly. It's fine to start a project with a hunch or two, but make sure you allow for surprising cutcomes

4) Finally, write down some of the context and constraints that you're facing.
They could be geographic, technological, time-based. or have to do with the population you're trying to reach.

5) Doesyour original question need a tweak? Try it again.

IDEO.org



Problem Statement
WHO?

Replace with

e ton This is a text box_..
woted

persans

Define WHAT?

RE?rEE:m This is a text box._..
e Clustering WHERE/
 Affinity Diagramming WHEN?
* Problem Statement eepce v R
Formulation o
* Defining the problem WHY?
‘:ﬂﬁﬁ This is a text box._..

valwe for the
custamer

Buswess volue/ benelid-
This is a text box_..




Define

Clustering

Affinity Diagramming

Framing the Design
Challenge

Defining the Problem

* Generating “How Might
We...” Statements

How might we

for

DO WHAT

In order to

FOR WHOM

BENEFIT, GAIN OR RESULT WE’D LIKE TO SEE

?

IDEO.org



The 5 Elements
of Design
Thinking

DEFINE PROTOTYPE
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|deate

e Storyboarding
» Sketching
* Mind mapping

&k
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‘\, @J ¥ i%}% PAVER \ /5,,2‘”‘“"":: @
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HAVE THE BOOK
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SAY r;t;®;{> POXTHN
/

DISCONNECTION _ Sam=I0am
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TIME WITH  READING ' w
(%" p » AR TURN OF 2 ~3TIMES
' EMAIL ALERTS PER DAY

A BOC
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ROOM DAY

YOUOUTOF cpLF Con TYPEWRITER ® A Y

THE INTERNET ] e OMMWRITER (1) WHAT CAN DON'T CHECK Your

LOCKS You ouUT DiD 1 DO?, .g' EE IMFROVED? EMAIL UNTIL YoU GET
Glawmes fundametss  OF SPECIFIC SITES - THE TASK COMPLETE

D I S

nngroup.com/articles/storyboards-visualize-ideas/



|deate

Storyboarding

Sketching

Mind mapping
Comparing and clustering

IDEA DASHBOARD

FLESH OUT YOUR CONCEPT

WHAT...

What's the infervention/solution?

WHO/HOW...
Who will implament 7
How can it be creafed in the sysbem?

WHY...

What change does it creates for people?

DRAW IT

dschool.stanford.edu/
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of
Thi

Still stuck on which ideas to
prototype?

 What idea is the most likely to delight?
 What idea is the rational choice? &

 What idea is the most unexpected?

dddddddddddddddddddd



Prototyping and
Testing

e Low-resolution, low-risk
prototype(s) that are
quick, easy and
unexpensive to make

theproductmanager.com

Rapid Prototyping Approach

THE

PRODUCT
MANAGER
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Sprinting

* Arapid, five-day process

* You design, prototype
and test ideas with users
within a specific time
frame

JAKE KNAPP

WITH JOHN ZERATSKY & BRADEN KOWITZ

https://www.thesprintbook.com/



9 Marcus Romer X
MarcusRomer

The Creative Process

1. This is awesome

2. This is tricky

3. This is shit

4. | am shit / We are shit
5. This might be ok

6. This is awesome

19006 12722 BNNBEE DR

12:18 PM - 23 Oct 2013

2+ Follow
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As a starting point, ask your partner about their current

A —’r'AIl/é g
o

|\

space? Get them to walk you through what it looks like: L0e
« “What frustrates you most when things are messy or | <
disorganized?” ‘

“What motivates you to stay on top of things?” |
“What tools or habits do you already use?” ,

“What would ‘being organized’ free you up to feel or
achieve?”

Ask “why?” a lot. Discover the root problem and avoid @@
focusing on the symptoms. 4

A

~ N A
"

—— e O



List your partner’s characteristics:

What stood out to you when interviewing your partner? What are they trying to achieve? What are their challenges? What are some motivating factors,
personal circumstances or an explanation or connection to the challenge you may face?

I am (insert main characteristics here). | am trying to (outcome/iob to be done) _but (oroblem they are facing) because (deeper route cause for why the

N\ .
- Defining the Problem
0 X

D\ problem is happening)

’ / // \
p-M . OR
(main user + characteristic)

am How can | offer my user,

00 1
AD ‘o Il am trying to

help/support in

But (the problem or need)

> : se
W \ (are you solving a deeper pry

to help them

Based on the information gathered and looking at the challenge from multiple perspectives, rephrase the main problem or insight as an open-ended
question that invites exploration and sparks new ideas. The question:

e Should be challenging and inspiring e Should not provide a solution or make assumptions
/ 4 /'/ N e Should not be too broad or vague e _..butalso, not too narrow to stifle creative ideas

N ves




4

(main user + characteristic)

help/supportin

(the problem or need)

to help them

lam trying to
But
Because //

question that invites exploration and sparks new ideas. The question:

e Should be challenging and inspiring
e Should not be too broad or vague

sed on the information gathered and looking at the challenge from multiple perspectives, rephrase the main problem or insight as an open-e

\

(are you s eeper problem?)

Should not provide a solution or make assumptions
...but also, not too narrow to stifle creative ideas

aaCor™

aror

HOW MIGHT WE...

~

(Find the sweet spot of not too broad and vague, but also not too narrow to stifle creative ideas)

IDEATE: 5- ketch Activity

Now let’s start to narrow our focus on a solutio

en if you’re not artistically e __@W

inclined, rough sketches can help convey the essence of a concept and spark further discussion. Suspend judgement and

explore wild ideas.

Sketch 1 Sketch 2

Sketch 3

N ves
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HOW MIGHT WE...
(Find the sweet spot of not too broad and vague, but also not too narrow to stifle creative ideas)

IDEATE: 5-Step Sketch Activity

Now let’s start to narrow our focus on a solution to prototype, by sketching-out your ideas visually. Even if you’re not artistically Q =
inclined, rough sketches can help convey the essence of a concept and spark further discussion. Suspend judgement and

explore wild ideas.

. o

Sketch 1 Sketch 2

Sketch 3

Sketch 4 Sketch 5

N ves
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What are they still left wondering?

ur solutions with your partner and capture their initial feedback. What do they like about the solutions? What do they wish they saw more

\

PROTOTYPE & B lution

Decide on one solution to prototype (this could be one idea, a combination of multiple ideas, or a completely new idea) and

sketch your idea, or use what’s around you! Feel free to use technology if it’s available to you:

e S

e
N

/
7
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Sha r solution with your partner and get feedback:

T

What worked:

Improvements:

Questions:

Ideas:

N4

PROTOTYPE & TEST: Improve & Iterate

Reflect a bias towards action and don’t be emotionally invested in your prototype. Remember — we want to fail and fail quick G @

during this prototyping and testing!

Adjust your prototype based on feedback and testing, and share you new solution with your partner:

=

N ves

Y A

3
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=

Share your solution with your partner and get feedback:

What worked: Improvements:

Questions: Ideas:
PROTOTYPE & TEST: Im
Reflect a bias towards actj d don’t be emotionally invested in your prototype. Remember - we want to fail and fail q
during this prototyp#fg and testing!

/
7
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Design Sprint: Building a Personal Organization Hub
A 1-Hour Sprint Challenge for Creative Problem-Solving
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What's one word you'd use to describe today's workshop?

fast =
creative .
focus —

transpiration
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