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Design Thinking Road Map

Empathize
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Design Thinking

AINNANAIABNITAIU

VIABILITY
(BUSINESS)

=

FEASIBILITY
(TECHNICAL)

% ¥
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DESIRABILITY
(HUMAN)

DESIGN THINKING

Al lsniamaiia

Source: Brown, T. (2009). Designers: think big. TEDGlobal July 20089.



1 DESIRABILITY 2 FEASIBILITY

We also refer to design thinking as The solutions that surface
a human-centered process because it should be feasible.

begins with people. We want to listen

to the dreams, wants, and desires of

others, and then propose a solution that

addresses what people need and value. F E AS I B I L I TY

We start here! DESIRABI LlTY

3 VIABILITY
And they have to be sustainable

VI AB I L I TY in different environments. They

should make solid bustness sense.



Paper clip challenge




Divergent thinking=> Convergent Thinking

CONVER&E

PINERGE -
make choices

create cholces
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Source: Ideo



Design Thinking History




Problems to be solved




Does the problem....

Focus on human value?

Have high level of uncertainty?

al 1 1 A % =l
' . A au v luinieaan
Rendmatum Fanldusdua viradaluls

Is difficult to solve’

Has no data?
1101034 Sorry mn T
No Data Available

gnlunisudla

Source: Pawet Zebrowski



Design Thinking Road Map

Ideate

Prototype

Solution
space

Problem
space



Observe in the user’s environment

nsdlldunanguiimung

Engage with the users (through interviews)

nsd Rgausaniunguunng

Immerse yourself with user’s environment

nsdlilegluanwuaadesaeniunguiimung

“By watching people you can capture physical
manifestations of their experiences, what they do and
say...the best solutions come out of the best insight
into human behavior,” (Stanford d.School)

Source: Stanford d.School



EMPATHY MAP
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“What people say
what people do
and what people say they do
are entirely different things.”

1901-1978

Margaret Mead

anthropologist
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Observe > Engage > Watch > Listen
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“If  had asked people
what they wanted,
they would have said

faster horses.”
—Henry Ford










HIDDEN

OBVIOUS

Insights that are obvious only after you point them out
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[t ain't what you don't know -
that gets you into trouble. It's N -
what you know for sure that A

-
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just ain't so. -
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Mark Twain




Why empathy?

* To know what the target group really wants (#waidnlanguifnane)
* Problems to solves rarely out problems (iaidnlatloyunatlassarasnguiniiuung)
 To remove filters from our head (wasnapdaanainAINAALIN)



A recent situation §
when | felt |
belonged was...

o
Somethin~ .

-
']

hat
y

H 3
A compliment | SS

receive often is...

When I'm new
to a group | P?;JLQ:N;_
tend to... ChHeLogrea|

unpal

« YOUR INTERVIEWS

e e v

“HOW MIGHT



Designers approach empathy...

* Without judgement (luens virasndw)

* With a beginner’s eyes (uassaanafamiaian)

e With curiosity (wuldaaaainiw)

1 \

* Optimistically wasluusa)

* Respectfully (danuimswluanuidunuangis)

Source: Justin Ferrell



When you observe

* Look for things that prompt behavior (Qdﬁmﬂﬂﬂuﬁqﬁwumﬁqwqﬁneﬁu)
* Look for adaptations (ainguiusnaaasinisdsusaasnelsiing

* Look for what people care about (aialuanudraynuazls)

* Look for body language (ds.naniunnsa)

* Look for patterns (danmauualunaasngfingsy)

* Look for the unexpected (FunnAsiiasitlailaitlawe wiadefiaginianns
ANAKNNE)



Identify Extreme User
M3z FNANGANTINGAIA)
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GET SPECIFIC = WHO ARE THESE PEOPLE?



|dentify Extreme User

STRETCH EXAMPLE = LEVEL OF COOKING EXPERIENCE

Doesitasa
professional

Does it regulariy

Has never
done it

a cooking class for

young children

GET SPECIFIC = WHO ARE THESE PEOPLE?



Interview Tips

* Ask open-ended questions (aumandanaide)

e Show me (nanslsiisin)

» Start broad and finish deep (Gusuanfaiandrsligan)
e Build rapport (a¥1pnuduiugia

* Body Language (dunmaniznng)

* Minimizing your presence (iwuisuinnaye)



Capturing an Interview

* Interesting Quotes (guszluaTiingula)
* Problems (gilszisiuiToymn)

* Opportunities (alan1a)

* Interpretations (udanausainng)

* |deas (g idea Fiingwla)

* Insights (ginazlafluanusasnimdanas)



Customer persona

Picture & Name (gﬂmwum%)

 What does the persona look like?

* What is its name?

 Choose a picture and a name that are
representative, that allow you to develop
sympathy for the persona

Behaviours (wgsnssu)

 What are the persona's relevant
behaviours?

* Consider common tasks, spare time
activities, and attitude

Demographics (tayaiiugiu)
 What are the persona's relevant
characteristics?

* Consider demographics, job, and
lifestyle.

Needs & Goals (Taumuazanumnainis)

* Why would the persona want to buy
or use the product?

* What problems should the product
solve?

* What benefits does the persona want
to achieve?




Personas

Name Picture A
» Alliteration makes it easier to %

remember (“Harried Henry”). —
Description Values

» Provide details that help us
understand the context in which the

persona will interact with the system.

* Avoid details that have nothing to do
with the system.

* Goal is to be able to imagine being
“in that person’s shoes” after reading
the description.

* What value does this person want
the system to deliver?

* What is this person looking forward
to getting out of the system?

* Try to stay away from describing the
“what” or the "how” of features at
this point. Focus on “why.”




Example - persona

“Hannah“ Behaviours

* Receives and signs for the delivery of
medical drugs

 Works only from 2pm to 5pm at the local
pharmacy in Punggol Plaza; the rest of time

works in NUH
Demographics Needs & Goals
* Pharmacist at a local NTUC Unity * Have busy schedule every day
Healthcare pharmacy in Punggol Plaza * Like to be kept informed on status of
e 29 years old delivery so she can plan her daily work

 Working for past 2 years schedule




Background:
*Staff Accountant at Founder
Accounting

*Completed his undergraduate
degree at Penn State and his masters
at Cornell University

*Has a serious girlfriend and two dogs
(a Labrador retriever and a pug mix)

Demographics:

*Male

*Age 34

*Annual HH income: $125,000

*Lives in a townhouse-style condo in
an urban area

Goals:

*Become a senior accountant within
3-5 years

*Achieve a salary of 580,000 so that
he can purchase a single family home

*Network aggressively in order to
build professional contacts

Tommy
Technology

Hobbies & Interests:

*Running 5K races with his
girlfriend

*Watching Game of
Thrones

*Going out to brunch with
ather young couples

*Taking one nice vacation
a year to established
tourist destinations

Challenges:

*Wants to have a more modern
website, but isn’t the final decision-
maker

*Struggles with being seen as the

“young guy” in the office and being
taken less seriously as a result

Common Objections:

*| love the idea of a new website, by
my boss will never go for itl He
doesn’t see the value in new
technology.

*I'd love to get started on a new
website, but | don’t think | can get
buy-in from my boss. He never takes
my ideas seriously.

Biggest Fears:

*Getting stuck in a job and not
advancing up the corporate ladder as
quickly as he'd like

*Economic recessions that mean he'll
never be able to retire

*Life passing him by too quickly
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Empathy Map

Professional
Say Feedback Think

I'd volunteer to = ‘
and I'm sure professionals come

others would too! : 0 back t‘f‘ give
I'm pretty busy... 0 feedback is great!
I think it's really .
important to Iwould doitasa We need more
expose students per.mnal favor to yvouth interested
to real life someone [ knew. in our industry
problems

Do @

MNegative: timid,
insecure, stressed,

busy with worl I'd love to share my
passion with students!




customer journey mapping
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) ; Applicant views Applicant given
. Set applicant upon Make contact with SR I
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customer journe

Customer Journey Map

Persona Details

Visit XYZ.com

Opportunities

APPLICATION

Scope Summary Goals

List the

persor

particular
etalled

ACTIVATED

ENROLLMENT ONBOARDING

First Success

Approval Received ©

luales

@ competitive toolks

Troubleshooting Call

Automated Response

WAIT FOR AFFROVAL
| manth

1o get fo first




customer journey mapping

Customer Journey Map nspiratti

Stage AWaEreness Research Consideration Purchase Use Post-purchase

Time in phase
X weeks/ days.

Customer needs
What are their pain
peints?

Key touchpoints
What are they

Cusiomer acitio

doing?

5 g

irteraciions with your
COmpaEny.

Channels

Where are they
interacting with your
company? g websits,
armail.

Feelings
Highs and lows e.g.
frusstration, anxiety, joy.

Barriers
What is
from moving omnta the
next phase?

srevienting therm

Moments of truth
Poszitive interactions that
had a fa




customer journey mapping




Define

Organize and focus the
unique insights that
you uncovered during
the first mode into
clusters of related
insights.

Start searching for key
themes that immerge

across and within the

clusters.

Create a point-of-view
(POV), which focuses
the insights, needs and
challenges you
discovered into a clear
statement.

Source: Stanford d.School




Why Define?

* To understand a target group
* Define and redefine the problem

Source: Pawet Zebrowski



Making sense of interviews’ data

Source: Stanford d.School



Define (con.)

OBSERVATION m INSIGHT/HUNCH

Source: Stanford d.School



Finding the patterns

LA :‘fg‘ al

Source: Stanford d.School






Doug Dietz ‘

Innovation

Architect at
General Electric,

Healthcare Division




Source: Stanford d.School




Source: Stanford d.School



OBSERVATION INSIGHT/HUNCH
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OBSERVATION INSIGHT/HUNGC

We heard:

y "My brother gets to
go to camp, but |
can't go”

We observed:
No trophies in the
rooms of the sick
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OBSERVATION

We heard:

“My brother gets to

go to camp, but |

can't go”

We observed:

No trophies in the rr
rooms of the sick

children, unlike ri.r
their siblingsi-r e '
= =)
) ﬂ

r':l oA '_i -

I
FeRE rJ"rJ"ff‘r’r‘rJ
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Source: Stanford d.School

INSIGHT/HUNCE

Life-threatening
- IlInesses suck all
' the adventure
i'i" out of their lives
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Dona Etzal-Hordman, M5H, MBA, RM, TPN,
Troaning ared Education Speciokist

Source: Stanford d.School



BEERERETEES

Pirgtesland

Source: Stanford d.School



| wonder if this means.. .. !

iy

&% .1

(POSSIBLE)

INSIGHTS/HUNCHES

TENSIONS,

CONTRADICTIONS,
SURPRISES _ W
bl > &
- =g - u
= | - i ng
B

Source: Stanford d.School
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Yafe,

tensions,
contradictions,
surprises!



FRAME A DESIGN OPPORTUNITY

l. Unpacking your interviews

Choose two interviews and unpack them using the following framework.

Work on the whiteboard and use Post-its for each descriptor, observation, and inference.

We met x... (where “x” is the person you interviewed!)

Include descriptors that illuminate who this person is.

We were surprised to notice... We wonder if this means....
What stood out about this person? What are Make inferences for each of your observations.
interesting things they said or that you observed? Multiple inferences per observation are encouraged!

Source: Stanford d.School



FRAME A DESIGN OPPORTUNITY

I. Unpacking your interviews

Choose two interviews and unpack them using the following framework.

Work on the whiteboard and use Post-its for each descriptor, observation, and inference.

We met x... (where “x" is the person you interviewed!)

Include descriptors that illuminate who this person is.

We were surprised to notice... We wonder if this means....

What stood out about this person? What are Make inferences for each of your observations.
interesting things they said or that you observed? Multiple inferences per observation are encouraged!
Your inferences, here! As a team, decide on the most interesting inferences.

Il. Create a Point-of-View Statement (POV)

We'd like to explore ways to help [x, brief description of x]

to [verb statement of what it is x needs]

in spite of that fact that...

so they can achieve... linsight(s) inspired by your empathy work]
in a way that makes them feel...

because surprisingly...

Source: Stanford d.School



OBSERVATION

“| rarely wash my

jeans, | want them fo

look great longer” They are
on the back of the chair.

=l B L

Source: Stanford d.School

| wonder if this means...

INSIGHT

AHA?

mMillennials care
about their
clothes, and

that means not

cleaning them



Examples of Insights

(User) ..... needs to.............because......................

Point of View Meh...Kind of vague

. e e POINT OF VIEW STATEMENT

6 Consumers | motivated??
needs a way to be educated/motivated to learn —neEds vyt
FRODLEM Of OPPFORTUNITY (User mme) (Verb)

about how much “ugly” produce is wasted at farms

because (or ... but” or * ... surprisingly”) most consumers because

don't know this is a problem. (Surprising Insight)

THE INTERESTING / SUBPR




Mapry As PIOSIALE

e as tPrTh
R‘ﬂslm: t;&mu C.louTroB(E A
MIN DMAP . T
s itms

4
AL | P

A ™ oo, @ gl’;uw ml'rewE"T @ @mn& > ELE
GWUED Mswf-‘f e

Wi TiE Spakce e Rag + SVROERY

ATAN AERTIVE WD ENE

..mw-r poman
q
[ A mmu ' m.{; qu.'-f mq g F‘w"e @
t '-Mum bow B v A s
s, RoTTCAR 11y
GRgN Bar ATy "1 oot LET =2 f’ﬂ""ﬁ"— . r‘ETATe
- 8.g rarew T“"‘" i ,‘...m orescs
Phowe — CRISIS o @R DENCE ";“”‘
TLNES JIRNEY PATHIE GEVERATED TENE
oF fRatss =

Mo WEED Tz ARFSTHESIOLOGIS)

GF [MCMTAL Py MITH BEDATT

" Mot el
D.Liswy wE (ome
CoNrwENcE) 4 & =t

TMORfoNT ¥ _
3 PO Tropit PESar volit
. T——""" Fabu TATIVE
T O 2 s WAS Cuptd Ul z. Pextve
s, BATTRD umlw Fehr oF SHAYES 2 aEl By MW T
& VAbaTE) fRBMENDS ke cybs TEd T T KEANE > ﬂ AERII (T 15 foy, Aartirs
CRefs D EMPIRICAy K

LFE FErsaul + g Lt

K= rens ggr— @
S glaEmnG

< Bt ANrOnS

iy P L g

P e orTEn
R (=Y -
: S LpVE CREATING = Fere
ks — u o . L JUPGEMENT
Er T . Blowy Eatio WAL
O T [ ; o TN RS STAps 3 ke
= u-snm 1\{--1.7 * nsm:rwar EEING D Nwoast
{ F\mﬁm xm“’m‘ © \“NED ETTY IS-'JQ[ Toils over (MTD AT
i i s
L] ue + I 1
et i UPE-osl " M g o [ CLIBMS STVDBTS
TuLH ShArE THY RELATEs TINCS
v BESITHIVG FIpE FEAR r CRENTIVE FALVEE
| DT EMPACy ) STaTENTIAL D Fup STATE O&F
A SENSE T % o CREATINE (oo DERCE
Y Gl CHMOE e v W
THE WadLh B BREAETRG I TAvIne TO hauboga
Source: Stanford d.School %



L& RITy
s ;%P*Fhﬁumgﬂ £

L
%, O+O- o \7
E#?'.E_ e

£+
I:.'H"'--._.---‘

& Pl Foreman hifp:/fwww, mindmapinepiration. com



|deate

* Turn up generative thinking to brainstorm creative solutions
* Encourage ideas
* Yes, and.... Mindset

* “Bad” idea has the potential to inspire an out of the box idea to
follow.

* Take POV statement, then turn into a “How Might We” (HMW)
guestions. How might we redesign the classroom to be more fun.

Source: Stanford d.School



Why ideate?

 Broad search for solution
* To go beyond rational thinking

Source: Pawet Zebrowski



30 Circles Activity

QIO
QOIS
QOO
OOOC
OOOOC




ldeation Methods .

o)1 s {4.(1\(3_/

* Brainstorm

* Mash-Up

e Other People’s Shoes-Storm
* E-Storming
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Source: ldeoU.com




Source: IdeoU.com



Source: IdeoU.com






How Might
We...?

from the
PROBLEM SPACE
to the
SOLUTION SPACE

Source: Stanford d.School



he Basic HMW

TWE help/ encourage

[specific person x, brief description of x]

[verb statement of what it is x needs]

Source: Stanford d.School



Source: Stanford d.School









“If at first the idea is

not absurd, then there
is no hope for it.”
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Source: Stanford d.



Source: Stanford d



Convergent Thinking



Steps to Converge

Source: IdeoU.com
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01 Post any new ideas you
conjured up overnight
+ briefly discuss

02 Cluster similar ideas Into
groups

Source: Stanford d.School



03 Individually vote twice within
each category using dots

Vote using these three selection criteria:

Most likely to delight the stakeholder

‘ Most groundbreaking

‘ Most valuable post-it (MVP)

Source: Stanford d.School



04 As a team, decide on one
idea to move forward with

05 On a large post-it, describe your
Idea in 7 words or less!

Here’s the idea selection criteria once more:

@ Most likely to delight the stakeholder

‘ Most groundbreaking

™) Most valuable post-it (MVP)




Prototype

Solution
space

Problem
space

Source: Stanford d.School



PROTOTYPE




Why Prototype

Making your ideas tangible allows you to gather feedback and
improve them. Consider the following when making the jump to rapid

prototyping.






Prototype

* Create a physical representation of an idea to gain user insight and
test the functionality.

* Prototype can be “mock advertisements, brochures, wireframes,
storyboards, user-flows, and role-playing.”

Source: Stanford d.School



We prototype to

Gather Feedback
from Stakeholders
and End Users

Build in order to
Think

Fail Early To
Succeed Sooner

REMEMBER The longer you wait, the harder it is to begin.



What is a prototype?

A

\_//

SKETCHES
AND STORYBOARDS

T

PACKAGING OR ADS

e ——

Source: Ideo
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PAPER PRODUCTS
OR SCREEN MOCK-UPS
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POP-UP SPACES AND
ROLE-PLAY SCENARIOS

VIDEO STORIES



Low-Resolution
Prototypes

Low-resolution prototypes provide direction on
early ideas. These can happen fast (sometimes just
minutes to produce!). Think sketching or slightly
altering an existing product to convey your new
idea.

High-Resolution
Prototypes

High-resolution prototypes help you choose
among options you may be considering, or help
you fine-tune the features of your offer. These
take more time and resources to design and
create. Think a pop-up retail kiosk or a beta-
version website.

Source: Ideo



Types of Prototypes

Physical Digital

Experience




“A lot of times, people don
know what they want until
you show it to them.”

— Steve Jobs







WHY WE PROTOTYPE AND TEST

# ©

CosT OF
Anl ERROR

Projyect
TMELNE

Source: Stanford d.School



Why prototype?

* Physical form of your solution
e Base for gaining opinitions

* Should be interactive

* Cheap failure

Source: Pawet Zebrowski






Source: IldeoU.com




Source: IdeoU.com



Source: IdeoU.com




Source: IdeoU.com












Use improv to figure out the details

Source: Stanford d.School



Use improv to figure out the details

Source: Stanford d.School

1. Set the scene.
Imagine yourself in a specific location.

(“Okay, we're at the ")

2. Define roles.
Go ahead and jump in to whatever
makes sense.

(“I'm the __ person, and you are

B %

' 3. Improvise to discover.

Build on each other’s ideas and
keep the scene alive. Try out ideas
by playing through them.



SCENE

of the experience

in the experience

ROLES

involved in experience

Source: Stanford d.School

how da you make whara
you ara fagl like the
‘real” setting/context?

what are the rough
versions of the physical
things?

wi-at are the roles of those
“creating” the sxper ence?
who are 'rocciving”

the experience?
(save these roies for [esters)
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3 Steps for Prototyping




Tinfoil Hats Activity



Guidelines for Prototyping

Don’t spend
too much
time

Just start
building

Remember
what you’re
testing for

Build with the
user in mind

Source: https://www.interaction-design.org



https://www.interaction-design.org/

Source: Stanford d.School

* This is a trial-and-error period.

e Test and observe how user engage with a

Te st prototype.

* During testing, new problems often arise, which
can be used to guide the next iteration of
prototype ( or revise the other modes).



Why test?

* Prototype presentation
* Don’t defend your prototypes
* If users don’t understand your prototype = something goes wrong

Source: Pawet Zebrowski



Testing in 3 steps:
1. Let them experience your prototype

2. Ask them about that experience
3. Ask them about themselves

Source: Stanford d.School




Anyone who has never made a
mistake has never tried anything
new.

Albert Einstein

WWW. ﬁqeqdotes. In




You tested your
solution!

NOT
You are’'done!

Source: Stanford d.School



PrOtOtyp

Prototype

Source: Stanford d.School



Testing helps you decide what to do next.

@ Ideate
Q

'

Source: Stanford d.School



ITERATION

Individuslly, use voting dots to indicate which scenario sounds most like your @
team after testing. Then, have & group discussion on how you each voted! Bull's eye!
DURING TESTING, YOUR FROM THIS, YOU MIGHT ON A TARGET, YOUR TEAM'S PLACE A YOTING DOT HERE
TEAM MIGHT HAYE HEARD: ASSUME THAT: PROJECT MIGHT LOOK LIKE:  IF THIS SOUNDS LIKE YOU!

“] totally need this! *
OR (\ /_
o

“How do | get one?” .
Your team is

OR *almost* there! 3 O

"So, is this available
somewhera?"”

SCENARIO 1

LN I I DO DN DR BN DN IR IR DR I R R N DN N DR I D RN DN TN D D BN N D D DN TN DN DN N BN DN N BN R D IR I D N D R BN O I B R DR R D R N R

"You know what would be

‘ i
a great idea...’ Your team found an

OR interesting problem,
but hasn't solved it...
"This 1s definitely an ...just yet!

issue for me, but...”

SCENARIO 2

4 & & & & 5 8 5 & 8 B B B S B S BSOS E S ES S S SSER RS SESSEEEEEYEesae

“Interesting...
Can | go now?” Your team hasn't
OR quite found the right
problem to solve.

“I've never found m})'seif
in that situation

SCENARIO 3

Source: Stanford d.School



1- The way this concept
was manifested in the
world was not the right

Two other form, but the idea still

has merits.

scenarios

2- Our prototype and
idea might still be good,
but we didn’t execute
our test properly.

Source: Stanford d.School



Which factors that the industry Which factors should be
has long competed on should raised well above the

be eliminated ? industry's standard?

Which factors should be Which factors should be
reduced well below the created that the industry

industry’s standard? has never offered?




IT LOOKS LIKE

PROTOTYPE

Source: Stanford d.School



IT FEELS LIKE

| got this.

4

Adapted from the “"Design Squiggle” by Damien Newman
http://cargocollective.com/central/The-Design-Squiggle



~AamATyig it now.
but it has so many
Issues, | refuse to

use it or i will

Is gets
Interesting

now | am happy

this is ugly, i
do not like it

at the hell is
this thing?

A~
&




Iterating Your Way Forward



ITERATE

LN Y

PROTOTYPE IDEATE

PROTOTYPE IDEATE
\ / PROTOTYPE IDEATE

O

Source: IdeoU.com



Why We lterate

Learn Through
Trial and
Errors

Save Time In
The Long Run

Source: IdeoU.com

Experiment
Our Way
Forward

Fail Early to
Succeed
Sonner




“l haven’t failed. I've just found ten thousand ways
that do not work.”

Thomas Edison



4 Steps to Iterate

3. Ideate to 4. Prototype To
Explore Build, Share,
Options and Learn

1. List Your 2. Prioritize

Questions Top Questions




STEP 1-LIST YOUR QUESTIONS

FEASIBILITY

VIABILITY

Source: IdeoU.com



e
/ FEASIBILITY

VIABILITY

/

Source: IdeoU.com



STEP 2—PRIORITIZE TOP QUESTIONS

e Rank your six to nine questions in order of most to least important.
How would you rank your questions and why?

* Consider the following questions to help guide your decisionmaking:
+ Which do you need to tackle earlier?
+ Are some more critical than others?
+ How might the answer to some depend on the answer to others?

Source: IdeoU.com



STEP 3—IDEATE TO EXPLORE OPTION

e Return to your ideation methods and pick another one to try. If
possible, grab a handful of people (we suggest two to five) and
facilitate another ideation session around your top questions.

* REMEMBER You’re diverging again to explore ideas that might provide
answers to your top questions.

+ Which question did you ideate around and why?
+ What were some highlights from the session?

Source: IdeoU.com



STEP 4—PREPARE A PLAN TO PROTOTYPE

* Make a plan for what you would prototype next.

* Consider the following questions to inform future iterations:
+ What could you prototype to help you learn?
+ Who would you involve and why?

+ What resources would you need in order to make it happen?

Source: IdeoU.com



IT LOOKS LIKE

° .

Source: Stanford d.School




IT FEELS LIKE

| got this.

4

Adapted from the “"Design Squiggle” by Damien Newman
http://cargocollective.com/central/The-Design-Squiggle



a"i"ﬂ‘ﬁ}"f i q it no )
but it has so many
Issues, | refuse to
use it or i will

Is gets
interesting
now, 1 am
watghing

%Iike it

/(u:r:at the hell 1s

now i am happy
this thing?
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Traditional Product Development

O O
©

Source: https://ajsmart.com/design-sprints/



https://ajsmart.com/design-sprints/

What’s Wrong?

Start 0

with a
bad idea

Source: https://ajsmart.com/design-sprints/


https://ajsmart.com/design-sprints/

What’s Wrong?

Waste time °
building

O

Source: https://ajsmart.com/design-spri


https://ajsmart.com/design-sprints/

What’s Wrong?

° No going
back

©O ¢

Source: https://ajsmart.com/design-spri


https://ajsmart.com/design-sprints/

What’s Wrong?

Inconclusive
results

Source: https://ajsmart.com/design-spri


https://ajsmart.com/design-sprints/

Design Sprint

Source: https://ajsmart.com/design-sprints/


https://ajsmart.com/design-sprints/

Google Venture Design Sprint

MONDAY TVESDAY WEDNESDAY THURsDAY FRIDAY

Source: Google Ventures



Important Mindset in Design Thinking



Low Tech, High Touch




“Yes, and....” Mindset

The best Way to have u good ides
18 to hpve lots of idengs.

- Linus Pguling



The biggest risk 1s

not taking any risk.

Mark Zuckerberg
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Fast Failure

"The fastest way to succeed is to double your failure rate."
- Thomas J Watson Sr. , Founder of IBM

What are the Benefits of Fast Failure?

g Detect design flaws early N
* Reduce cost of rework
* Limit loss of investment e.g. stop infeasible or unviable project early so
that resources can be redirected to better/alternative opportunities

\_ /




Space and Artifacts Can Spark Creativity
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DESIGN THINKING: A NON-LINEAR PROCESS
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Stanford d.school Design Thinking Process

| = Share ideas

1= All ideas worthy
« Diverge/Converge
« "Yes and” thinking
= Prigritize

1= Interviews

« Shadowing

« ek to understand
« Non-judgmental

| * Mockups
/| + Storyboards
* Keep it simple
« Fall fast
« Iterate quickly

PROTOYPE

= Personas

* Role objectives
» Decisions

» Challenges

« Pain Polnts = Understand impediments

* What works?
= Role play
nttps f/dschoal stanford.edy « [terate quickly




Conclusions

* Design thinking can drive innovations and creativity.
* Be an observer.

* All of us is smarter than any of us.

* Necessity is the mother of invention.

* |f you don’t explore many options, you are not diverse enough. Don’t settle
down on the first idea.

* Five stage model is iterative and incremental.

* Be open for experimentations.

* Design Thinking = Design Doing. Result must be tangible.
* |dea without implementation and testing is just an idea.



danuvasin@gmail.com
Facebook.com/danuvasin
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