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L LThe job of the
., designer is
] | converting

need into
demand.

Peter Drucker
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Principle

No longer associated
simply with objects
and appearances,
design is increasingly
understood in a much
wider sense as the
human capacity to
plan and produce
desired outcomes.

Bruce Mau



“design is art optimized to
meet objectives”

- Me



design is

making sense of things






design is not so small



design as:
a way of thinking, an approach
to solving problems
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waste and discarded electronics to $a e
iImprove sanitation in low income areas\_i
the number of registered bone marrow donors. bet-
ter connect food production and consumption. de-
sign an accessible election experience. improve re-
cruitment of potential participants in clinical trials
at U-M. increase availability of affordable learning
tools and services for students in the developing
world. create a multimodal system of transporta-
tion in major cities. restore vibrancy in cities and re-
gions facing economic decline (detroit). design an
ideal home for soldiers injured in the field. redesign-
Ing the patient experience in hospitals. create envi-
ronments where students can explore, understand
and add their unique voice to the world. create em-
Dlovment in areas that have hioh unembolovment
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hinking of design as an experience
rather than as isolated objects
helps us deal with a much more

complex world.
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Principle

DESIGN THINKING WORKS
WITH THREE PRINCPLES

L

EMPATHY COLLABORATION EXPERIMENTATION
Design is From Building
human Consumption to think

centered to participation
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Start with
humans




Instead of starting with technology, the team started
with people and culture. It starts with what humans
need, or might need. What makes life easier, more
enjoyable? What makes technology useful and usable?



But that is more than simply good ergonomics,
putting the buttons in the right place. It's often
about understanding culture and context before
we even know where to start to have ideas.
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Always wash
soap and water ,
Principle

poth hands

together at least
four times shake hands dry

F Scrub hands Dry hands on a
gf ' clean towel or
oV “‘.'
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This message Was prous >
Department
of Health

to keep clean and healthy
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“Most consumers aren’t
really interested in products.
They only want to use
products to solve their

”

day-by-day problems.

Jonh Womack
Lean Enterprise Institute



From
consumption to
participation




active engagement of everyone in
experiences that are meaningful,
productive and profitable.
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Instead of thinking about what to
build, building in order to think.
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Prototypes speed up the process of innovation, because it is
only when we put our ideas out into the world that we really
start to understand their strengths and weaknesses. And the
faster we do that, the faster our ideas evolve.
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Design is From Building
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Design thinking begins with integrative thinking,

the ability to exploit opposing ideas and opposing
constraints to create new solutions
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... making the transition to a society
based in the creative, empathic and
systemic faculties: the Conceptual Age”.

Daniel Pink
A Whole New Mind
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Analytical thinking Intuitive thinking

Design thinking

“to create better business leaders”

Roger Martin,
Dean of Rotman School of Business
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ideation

* inspiration

* spontaneous

» methods/systematic




divergent

thinking

(creative,

qualitative,

possibilities,

conceptual...) convergent
thinking
(analytic,
quantitative,
constraints,

specifics...)
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divergent
thinking

* Random

* Intuitive

* Synthesizing
* Subjective

* Big picture




ez
2

convergent
thinking

* Sequencial

e Rational

* Analytical

* Objective

* Detail oriented



divergent
thinking

' Random
*Intuitive

* Synthesizing
* Subjective

* Big picture

convergent
thinking

* Sequencial

e Rational

* Analytical

* Objective

* Detail oriented



Concept

®
{ Mind-set

| - -~

ABSTRACT

4
I
I
I

<-- -—>

Non linear
N M process



=
sz
g

Uncertainty / patterns / insights Clarity / Focus




Design thinking connects
NPD activities

abstract

Mind-set

Process
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eworks

. Developing context 4 meaning
. Business opp. analysig

ghts

to know -«
. Trend research

. Consumer research

. Market research
. Technology reseafch

concrete

. Business, market and product strategies
. Brand identity creation

ortunities

. Products/services/experiences
. Organizational alignment
. Design strategies

cepts
@ Atuibutes and features
@ Feasibility study

» to make

utions

. Business brief creation

. Starting development

Adapted from Vijay Kumar on “Innovation Planning” Presented at 2003 HITS Conference



the first step is to sta rt ‘ams‘king
the right questions.



How might [company name] get closer

to existing customer?
Beyond commercial transactions, brand strength
is about relationship

Customers can be seen to be on a journey through a series of touchpoints
with [company name]. To maintain a customer relationship all of these
touch points need to be continually cultivated and designed to be
increasingly satisfying experiences — through encouter, planning,
purchase, implementation and support, and continuing interactions.



How might [company name] encourage

business growth for its customers?
Creating new benefits, and value, for customers
through innovation

Can [company name] understand market trends and expectations better
than its customers. Can it provide innovation that build on this
knowledge with features that generate more business growth for its
customers?



How might technology be applied to

improve end-users experiences?
Is [company name] and engeneering firm — or is it
an innovation firm?

Manufacturing companies tend to regard themselves as primarily
engineering experts. Although quality and safety come first, customers
are often most interested in the benefits of innovation and technology is
only valued as a way to skillfully achieve those benefits

Innovation should be about bringing together smart approaches to
business, technology and user-understanding that ennable new and
better customer and end-user experiences.
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DEFINE

a shared
“hearts &
minds”
purpose

SET the bar

What do we
seek to create
together?

(one sentence)

What questions
should we be
asking in order to
achieve our
purpose?

What research
will we draw on?

Understand

Understand
what matters

CLARIFY
meta roles &
responsibilities

What will my
contribution be:

- to this project?
- to this community?
-and beyond?

(our legacy)

THINK
things through
together

What options do
we have beyond
easy answers?

Do our decisions
match our “hearts
& minds” purpose?

Deliver

Make the idea
happens

REALIZE

Bring our
words,
visions &
requirements
to reality
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Discovery

Observation
Interviews
Focus groups
Semantic Panels
A day in the life
Shadow
Benchmark
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Interpretation

Customer’s journey
Insights cards
Personas
Touchpoints
Camera Journal
Secondary Research
Extreme users
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Brainstorming
Co-creation
Selection of ideas
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Prototype

Storyboard
Role playing
Paper prototyping
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