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Design a Wallet!!!



Design the IDEAL wallet.

Draw 3min

Sketch your idea here!



Your NEW

v on Design something useful and meaningful for your partner.
Start by gaining empathy.

1 Interview 2 Dig deeper

8m| N (2 sessions x 4 minutes each) 8min (2 sessions x 4 minutes each)

Notes from your first interview Notes from your second interview

Switch roles & repeat Interview Switch roles & repeat Interview 5



Reframe the problem.

3 Capture findings 3min 4 Define problem statement 3min

f

needs a way to

needs: things they are trying to do*

*use verbs

insights: new learnings about your partner’s feelings/
worldview to leverage in your design®

*make inferences from what you heard

Unexpectedly, in his/her world,




ldeate: generate alternatives to test.

S Sketch 3-5 radical ways to meet your user’s needs. 5min

write your pr blmtatmet&ve

6 Share your solutions & capture feedback. 10min ¢ cesions x5 minutes each
Notes

Switch roles & repeat sharing. .



lterate based on feedback.

7 Reflect & generate a new solution. 3min

Sketch your big idea, note details it necessary!



Build and test.
8 Build your solution. Q Share your solution and get feedback.

Make something your partner can interact with! & What worked... = What could be improved...

[not here]

? Questions...
2

8min (2 sessions x 4 minutes each)



What is
Design Thinking?

Method / mindset used by
designers

Step by process for routine
Innovation

Buckets of strategies for
people to come up with new
ideas

Can develop and improve




The Ingredients essential to Design Thinking
include:

 Empathy: understanding the design
customer and their needs & wants
through being human-centric

* Rationality: insight into the realities Design
and key drivers in the context Thinking
through bias for results

* Creativity: imagining new
possibilities that have value through
Iiterations



Design Thinkers need 2 radically different
problem solving approaches

Diverge Converge

Create choices l Make choices

Finding out

Sorting out



Design Thinking’s Process is highly intuitive

PROTOTYPE




HASSO PLATTNER
Institute of Design at Stanford
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To feel what someone else
feels. To walk in another’s
shoes

* Immersion
e Observation

* Engagement

% ppoTOTYP




Establishing what the
problem is

Define

Insight

* Pain-points
@ * Gains & Benetfits
* Wide-enough Design Scope

User 6




ldeation Creating potential solutions

* One conversation at a time

* Go for quantity

 Headline

 Build on the ideas of others

* Encourage wild ideas

* Be visual

* Defer judgement — No Blocks!




Prototyping

ﬁen carbide bushes

Solid mahogany

What Product Marketing
specified

promised design

-
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Corp. Product Architecture's
modified design

Pre-release version General release version

What the customer
actually wanted

Resolving solutions

* Doesn’t need to be
complex or expensive

* Only needed to help
generate feedback an
validate assumptions
and evolve the idea

PROTOTYPE
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The chance to refine our solutions
Test

and make them better
Bear-Proof Product Testing

(((

CRUSH RESISTANT:
CHECK
SCRATCH RESISTANT:
CHECK
HOWEVER, IN THE
FUTURE I WOULD
LIKE FOR IT TO
BE FILLED

‘ WITH @ pROTOTYPE
COOKIES! o




The 3 Tests of Design

O Start Here

DESIRABILITY

1

VIABILITY

’_.

FEASIBILITY

v

The solutions that emerge &t the
end of the Human-Centered Design

should hit the owerlap of these
three lenses; they need to be
Desirable, Feasible, and Viable.
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next project - repeat

&Q Move on to the Expect Success

Build implementation
resources into your plan
Make the case to

the business -

The 3 Spaces <& =

What's the business prob-
lem? Where's the oppor-
tunity? What has changed
{or soon may change)?

Help marketing

F desi . Look at the world:
RSN 5 COTTMEMNA = Observe what people do,

P cation strategy how they think, what they

[
L. need and want
Execute the Vision
Engineer the expenence

Prototype some more, L What are the business con-
test with users, test Involve many disciplines straints (time, lack of resources,

internally from the start {e.g., engi- impoverished customer base,
neering & marketing) shrinking market)?

@ @
. In
Communicate = o
internally - don"twork , s N
inthe dark! Pay close attention to % - B
int ! F =

"extreme" users such as

children or the elderly ﬂ ‘“i! ‘
=2

Tell n?ore sto_nes (they Prototype, test, s .
keep ideas alive) prototype, test...
e Have a project room
where you can share
Apply integrative ) insights, tell stories
thinking Put cu-stomers in
the midst of every-
thing; describe their
journeys
Build creative frameworks How can new
(order out of chaos) Are valuable ideas, as- technology help?

sets, and expertise hiding
inside the business?

@
Make many sketches,
concoct scenarios

Organize information and
synthesize possibilities
(tell more stories!)

Brainstorm

/deat; on



Design Thinking’s Process is highly intuitive...

PROTOTYPE




... and similar to 4 Ds Generic
Innovation Process

Define |— Develop| — Decide |— Deliver




... and other Innovation Processes too!

The Innovation Process

Employee-Driven Innovation

. Evaluate
|dentify
Set . and select
. . Source highest : Execute Measure
innovation . . highest .
W ideas potential . on idea results
objective . potential
ideas .
ideas




products

tors’

't compete with competi

don

tead, compete to do the “job™ for the consumer

NS







Which Customers?

' Happy Frustrated | “Refuse” “Never even considered”
customers | customers /) nhon-customers non-customers




So how do we know what non-
customers want?




So how do we know what non-
customers want?

M( # Observe




THINK AND FEEL

what really matters
worries, aspirations
preoccupations

HEAR SEE

what friends say environment
what boss says friends
what influencers say what the market offers

SEE AND DO

attitude in public
appearance

behavior towards others

PAIN GAIN

fears, frustrations, obstacles wants/needs, measures of success



@ CUSTOMER NEEDS

THINK AND FEEL?

HEAR? SEE?

SAY AND DO?

GAIN

©MindDoJo 201 |
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@ CUSTOMER NEEDS

’ THINK AND FEEL?

HEAR? SEE?

SAY AND DO?
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@ CUSTOMER NEEDS

THINK AND FEEL?

HEAR? SEE?

SAY AND DO?

PAIN GAIN
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