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FIVE STEPS TO INNOVATION

Design thinking outlines a process of five steps to arrive at an innovative solution to a problem:

EMPATHY

1.
EMPATHY:

Gather information
through interviews,
observation, or first-
hand experience.
Keep an open mind
and just listen.

di)

2.
DEFINE:

Narrow it down
and describe the
specific problem
you are trying to
solve.

&
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IDEATE

3

IDEATE:

Working within
a time limit,
hold a blue-sky
brainstorming
session. No idea is
too improbable to
write down.
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PROTOTYPE

4,
PROTOTYPE:

Using whatever
materials are at
hand, quickly throw
together models of
your top ideas.

TESY

S.
TEST:

Take your
prototypes to the
end users and listen
to their honest
feedback, then
repeat steps 4
and 5.
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Design thinking outlines a process of five steps to arrive at an innovative solution to a problem:
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EMPATHY DEFINE
1. 2.
EMPATHY: DEFINE:

Gather information = Narrow it down
through interviews, | and describe the
observation, or first- | specific problem
hand experience. | you are trying to

Keep an open mind solve.

and just listen. ‘
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hand experience.
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solve.

hold a blue-sky
brainstorming
session. No idea is
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FIVE STEPS TO INNOVATION

Design thinking outlines a process of five steps to arrive at an innovative solution to a problem:

s

PROTOTYPE TESY
4, B
PROTOTYPE: TEST:

Using whatever Take your
materials are at prototypes to the
hand, quickly throw end users and listen
together models of to their honest

your top ideas. feedback, then

repeat steps 4
and 5.




FIVE STEPS TO INNOVATION

Design thinking outlines a process of five steps to arrive at an innovative solution to a problem:

Take your
prototypes to the
end users and listen
to their honest
feedback, then
repeat steps 4
and 5.
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THE PRACTICE OF DESIGN THINKING

Finding the Right Finding the Right
PROBLEM _ SOLUTION

alternatives

Personas
Problems
Alternatives

Field
Discovery

divergence . convergence = divergence . convergence

tl me source: adapted from ‘The Design of Everyday Things'

© 2015 COWAN+



OUR METHODOLGY
FUEL ACCELERATES PRODUCTIZATION
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this person? What L
makes tham tick? P T

PROBLEM : Iz the problem
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proposition hettar

ALTERNATIVES vs altematives?



Build

ldea ‘. © Launch

Learn

The sprint gives teams a shortcut to
learning without building and launching.
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FIVE STEPS TO INNOVATION

Design thinking outlines a process of five steps to arrive at an innovative solution to a problem:

EMPATHY

1.
EMPATRY:

Gather information
through interviews,
observation, or first-

hand experience.
Keep an open mind
and just listen.



Source: From Solving Problems with Design Thinking © 2013 Jeanne Liedtka, Andrew
King and Kevin Bennett. By permission of Columbia University Press




DESIGN THINKING
Design Thinking integrates business, technology and people

Concept
. Development
|
Journey Brain- : Assumption customer
Mapping Storming | W Testing Co-Creation
| | M
Value Chain : : Rapid Learnin
AM'YSiS : o Prgtgtyp""g | Launch
! :
|
| |

Mind
v Mapping
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THE TEN FACES

1IDEO'S STRATEGIES FOR BEATING THE DEVIL'S ADVOCATE &
DRIVING CREATIVITY THROUGHOUT YOUR ORGANIZATION

TOM KELLEY
Wit JONATHAN LITTMAN

THE TEN FACES
OF INNOVATION

The
Cross-Polinator

The
Experience
Architect

»

The
Hurdler

The
Set Designer

o o

~

The
Anthropologist

The
Collaborator

YAV,
N

The
Careqgiver

The
Experimentor

The
Director

00

0

The
Storyteller



Chief Creative Officer

Jane
Fulton Suri

The Anthropologist

Starts with the beginners mind.

* Don’tjudge, just observe;

* Look for the real system;

* Discover barriers and challenges through
collecting observations;

* Usescience as a guide, but draw from own
conclusions;

* See things as if they are seeing it for the
first time;

* Very curious.
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SATISH TAGARE

SEX MALE SOCIAL CLASS UPPER CLASS OCCUPATION GUEST HOUSE OWNER

Occasionaly uses the
rickshaw for short
distances when autos

are not available.

Wwon't spend more
than 20 rupees on a
ride, he doesn't belive
the driver deserves it

Sometimes rides
around with friends if
he has nothing better
todo

Considers this means of
transport to be dirty and
uncomfortable, uses it
only as a last resort

Plays pranks on the
drivers, by pretending
he's a confused tourist
from Delhi

“Why would | pay to sit on an uncomfortable and dirty
rickshaw, when | can take an auto and get there in half
the time?”

John finds it nice that
there are so many
rickshaws to pick from
in the city

Unaware of how much

he should pay the
driver, because he

doesn't know the fares

JOHN ANDERSON

SEX MALE SOCIAL CLASS MIDDLE CLASS OCCUPATION TRAVEL BLOGGER

Feels like he can trust
the drivers more than

tuk tuk drivers when

Seeing the driver
struggle makes John
feel bad, “it feels like

I'm exploiting him"

Enjoys the fact that
he's more free to see
the city from a cycle

rickshaw

Often bumps his head on

the shade cover due to his

height and doesn't have

enough space

“I prefer to take a cycle rickshaw instead of motor rickshaw. The drivers
are nicer. Going around with a cycle allows me to enjoy the city more. |
can explore and find new places, because I'm enjoying my trip”

AARTI KAJLA

FEMALE SOCIAL CLASS LOWER-MIDDLE CLASS OCCUPATION HOUSEWIFE

Aarti likes the fact that

the driver can bring h

up to her doorstep on

the way back.

She has trouble getting
on and off the vehicle
due to her old age and

problems in her hip

She doesn't have too
much money so this is
the cheapest option for

her to get around.

Aarti finds it
frustrating that there's
no place to put her

grocery bags.

outside then we proceed to the next shop.”

She uses the rickshaw

to run errands, beca

the driver waits for

while she's in the shop.

The ride is far too bumpy

for her and she feels that
the seating can be

improved

“Cycle rickshaw are really useful during my day. They allow me to go
around the neighborhood and run errands. The driver waits for me



PERSONA: BAD

Women

Age 28-45

Has kids

Socialize with other mom’s
Online with Facebook

86% said they'd like to be more
organized

70% said they'd use an application
that organizes them

https://www.alexandercowan.com/agile-just-basics/ #'* “ovwal



PERSONA: BAD

This is a huge population- ° Women

not exact i
’ Age 28-45 Bullet points are almost never
« Has kids  Yivid or detailed

Socialize with other mom’s

8
3

Online with Facebook

86% said they'd like to be more
s are ‘fake actionable’- Organized

|

smyrfspoms nkmaﬁ « 70% said they'd use an application
R that organizes them

\ - 4
: : \

https://www.alexandercowan.com/agile-just-basics/ “'* “0WAls



PERSONA: BETTER

Mary the Mom

Mary is a mom by choice. She had a successful career in
accounting, but welcomed the opportunity to be a stay at home
mom. She loves it. But it's not like having kids purged her
creative, social instincts. She wants to connect, she wants to
learn, she wants to interact. Being a mom is a job and she wants
to do it well. That means corresponding with other mom’s on
child education and keeping track of what works. She posts to
Facebook at least twice a week and responds to other moms'’
items more often than that.

She has a few blogs and publications she reads regularly...

https://www.alexandercowan.com/agile-just-basics/ = 2015 cowans



END USER PERSONAS

Bruce Sidney Dustin Sam Nietzsche
the Busmess Owner the Sys. Admin. the Developer the Support Eng. the Network Eng.

)

Saul Fritz
the Site Dev. the Field Mar.

Paola Percival the
the Provisioner Product Manager

https://www.alexandercowan.com/agile-just-basics/ © 2015 cowan.



Cafe owner/ 60

- Confused by
multiple apps under
True platform so he
chooses to use just

the one he knows
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My berry
‘ aandisald
i 10 Mar 2019

Studied about food for his undergrad
in Bangkok and returned home (per
his mother’s denand) to run this cafe

Feels that this time of the year is too
quiet: not a lot of customers, which
he thinks has to do with the econony
Would like to have some customers
from China; right now a lot of them are
Europeans who avoid The crowded
Chiang Mai
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Triangulation of Insights

A

Observe

Behavioural mapping

See what do people

Diary Study
actually do in context

Track behaviours and
emotional states over a
period of time

Digital Analytics Contextual Interview

Understand details about
how and why they do it

User flows, eye-tracking,
website heat maps, GA

Analyse



Decision-Making Insights

individual factors contextual factors
e cognitive load @ e choice architecture

e fast & slow thinking ' e default bias

e cognitive biases e feedback & reminders
e pleasure / pain e framing & priming

e consistency e salience & timing

social factors

e social norms & proof
e reciprocity

e authority

e trust

e liking



2: User Journey Experience
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Looking for insights from extreme user groups

£ 7 T A

xtreme users Majority Extreme users
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The Customer Safariis the best way to meet your customers in the wild. Hold your horses — don't talk to them right away!

You will learn the most while observing them in their everyday lives; interviews and questions come later. Watch out!

Your customers might lie to you.

TOUR \\>
GUIDE
ITINERARY % —
Y[ Ex/N) 2] %,
QA i =
«\?@ ﬂ\% OQ@

| 0
NOTEBOOKS y
EVIDENCE™]
R>

RECORDER

INTERVIEWER

/

ROTE "TAKER

g

Ikl ADOPT THE RIGHT MINDSET

The key rule for a safari is to be prepared. Part of

that preparation is filling in the Customer Journey
Canvas (page 100). What are the assumptions you
want to test? What are the questions you want

answered? Make sure you have the right team

together and that everyone has a curious mindset.

B svinspaclimsagma v o et possmspegoanl sepcaasladl Bty avceesy

DECIPE BEFOREHAND
WHAT T0O 0BSERVE

PICK A LOCATION. .
WITH PLENTY oF

CEPARE )

2

. £ %
D3l

N

DISTUER THE

CUSTOMEES

3 START WITH THE OBVIOUS

Having trouble getting started? Which customers
to interview? What is a good location? Start with
the obvious: interview existing customers. If you
don’t have any existing customers yet, go inter-
view some customers of a competing product

or service. The point is that there is no "perfect”

et ek allesacniemi i a s s loeae usarlias [rosadnng

RECORD WHAT You
SEE NOT WHAT You
\ THINK Y0U SEE

/!

€ L<
) é?:j
u/ 1P et

FOLLOW THE JOURNEY
EXACTIY AS A
CUSTOMEE WouLD

%\ —

EJ DO IT YOURSELF

Sometimes finding a place to observe your cus-
tomers is not enough —to get a feel for what they
see and experience, it can be really worthwhile to
take the tour. Just grab a notebook and a camera
or phone and follow the path a customer would

take. What do you see? Is there anything interest-
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FIND THE REASON FOK ANBMTICAL SKLLS AT THE
THE BEHAVIOR SAME TIME.

RECORDER

1

"

] WHAT TO LOOK FOR I CAPTURING INFORMATION K3 MAKING DECISIONS

When interviewing and observing, keep an eye Capture everything and take pictures and audio Review the captured information with the team.
out for those things that contrast strongly with recordings if possible: listen now, analyze later! Use dot voting to find out what resonates as

your expectations. Try to find the reason why the When you are capturing, build a rich picture. important, and decide if you need to dive deeper
customer gives that answer. Their thinking and Don't edit or leave out things that don’t seem and do another iteration. When the rich picture
feelings might give you an inroad to new perspec-  to fit; analysis happens afterward. When you're doesn’t change so much between iterations any-
tives or knowledge. You are trying to find both the  constructing the picture, you can start to cluster more, it is time to make decisions. Compare your
"normal” and the "outliers” and "exceptions.” information. Putting qualitative and quantitative rich picture with what you thought during the
Today’s 1% can be tomorrow’s 100%. information together allows your brain to see the Customer Journey exercise. How do they differ?

bigger picture and come up with hunches. Do you need to revise your point of view?
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1. "Brainwriting” (not brainstorming)

BrainWriting is a technique similar to Brainstorming
and Trigger Sessions. There are many varieties, but
the general process is that all ideas are recorded by
the individual who thought of them. They are then
passed on to the next person who uses them as a
trigger for their own ideas.

www.smashingmagazine.com

Brainwriting - Mycoted
https://www.mycoted.com/Brainwriting







1. "Brainwriting” (not brainstorming)
2. Brainstorming



STEPS

01 | Defer judgement. You never know where a good idea is going to come from. The key is

make everyone feel like they can say the idea on their mind and allow others to build on it.

02 Encourage wild ideas. Wild ideas can often give rise to creative leaps. In thinking about
ideas that are wacky or out there we tend to think about what we really want without the

constraints of technology or materials.
skill. In conversation, we try to use “and” instead of “but.”

03 | Build on the ideas of others. Being positive and building on the ideas of others take some

04 Stay focused on the topic. Try to keep the discussion on target, otherwise you can diverge
beyond the scope of what you're trying to design for.

Source: http://www.designkit.org/methods/28



05 One conversation at a time. Your team is far more likely to build on an idea and make a

creative leap if everyone is paying full attention to whoever is sharing a new idea.

06 Be visual. In live brainstorms we write down on Post-its and then put them on a wall.

Nothing gets an idea across faster than drawing it. Doesn't matter if you're not Rembrandt!

07 Go for quantity. Aim for as many new ideas as possible. In a good session, up to 100 ideas

are generated in 60 minutes. Crank the ideas out quickly and build on the best ones.

Source: http://www.designkit.org/methods/28






1. "Brainwriting” (not brainstorming)
2. Brainstorming
3. Categorizing



1. "Brainwriting” (not brainstorming)
2. Brainstorming

3. Categorizing
4. Voting



1. "Brainwriting” (not brainstorming)
2. Brainstorming

3. Categorizing

4. Voting

5. Prototyping
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evolved as a result of the improvements
to Ul. Once there was something for users to interact with, their
experience, whether positive, negative, or neutral, changed
how users felt about those interactions.

Source: https://www.usertesting.com/blog/ui-vs-ux/



evolved as a result of the improvements
to Ul. Once there was something for users to interact with, their

experience, whether positive, negative, or neutral, changed
how users felt about those interactions.

is the series of screens, pages, and visual
elements—Iike buttons and icons

Source: https://www.usertesting.com/blog/ui-vs-ux/
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rAKC |1 BEFORE YOU MARE I

There are many ways to “fake it" before spending big bucks on prototyping. Which method to choose

depends on the idea that you want to prototype. Availability of resources is another determining factor. W
L £

Sometimes a simple prototype will do the trick. Other times you need something more elaborate. Here is an

overview from easy technigues to ones that require more resources. N =
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PROTOTYPE 3> SKILL >> FAKE IT BEFORE YOU MAKE IT

POP—UAP STORE
PLANNING DN SELLING STUFFZ oK

? BOTH OFFLINE AND ONLINE: A POP—iP
) STOEE SETUP LETS 40U TEST MANY
INTEEACTIONS, PEODUCT PLACEMENTS,
TONES DF VDICES. AND THE
SPONTANUDUS NATUEE MAKES T EASY
FOE PEDPLE TO INTERACT WITH.

Wi24RD OF 02
WHY RULD & WHOLE WOELD & AN

T AR T R AT T AT 3P
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Tools, Skills, and

ok by Juetin Lokitz,
il

Lisa'Kay Solom&n, and Patrick Va



4KE GKEAT,
BECAUSE THEVKE
ACCESSIBLE, AND
THEY INVITE ou
TO BE CKEATVE,
WOKKING WITH
WHAT Y0U HAVE.

DICE CAN
INTKODUCE &
KANDOM ELEMENT
N YUK TESTS,
MAKING SUKE
YoU'RE NOT JUST
FOLLOWING A BI&S.

TS AND y

OTHEK FIGMIQNE

-

P/’ STOKY cUBes

LEGOS ARE GKEAT

TO BULD &

THING 18, YoU
WON'T WoKEY |7
T LOOKS cool.

Source: Design a Better Business: New Tools, Skills
Mindset for Strategy and Innovation Book by Justin

Lisa Kay Solomon, and Patrick Van Der Pijl

FAST PROTOTHPE
KEPRESENTATION
WTH. THE COOL

PAPEK, MAKKEKS,
AND FINE LINERS

PLAING YUk
PRoCESS STEP

g1 STeP UsSiNe #KE THE BASIC
BASIC GAME TooLS FoK
PECES CAN HELP SKETCHING. ON
404 DENTIFY THE NEXT PAGE
PEOBLEMS EAKLY YoUu CAN See
ON. THEM IN ACTION.

PROTOTYPING TOOLS

WHAT MATERIALS TO USE?



Source: Design a Better Business: New Tools, Skills, and
Mindset for Strategy and Innovation Book by Justin Lokitz,
Lisa Kay Solomon, and Patrick Van Der Pijl

MAKE & TANGIBLE

KEPEESENTATION
USING PLAY—DOH
ok cL&4 To

EXPLOKE SHAPES.

STICK] NOTES
AND COLOKED
PAPEK, THE
MANSTRYS 0F
PROTOTYPING.

AN oBIECT
CAN KEPEESENT
ANYTHING

WHILE YoU'KE
PROTOTYPNG IN

AN EARLY STAGE. —
LOOK. AKOUND Hou/

N Ss

PRPEK PROTOTYPES

MBKE [T E4SY
TO ENGAGE THE
ENTIKE TeEsM
EVEN WHEN THEY
DONT HavE

DEVELOPEE SKILLS.

¥ Y0U DO HAVE
ACCESS TO
PEOPLE WITH
THE KIGHT
SKILLS, EVEN
PKOTUT‘MNé
ACCESSIBLE
NOWADAYS.

10 BET Youk
TEAM T
PROTOTYPE, PiCK
1 0K 2 MEDIA
AND SET UP 4
TABLE LIKE THIS
ONE, FILLED WTH

EROIOTYPE >> TOOL > PROTOTYPING TOOLS

OCULUS KIFT

IN THE Neak
FUTULE VR WILL
BECOME AVAILABLE

FoK EVERYONE.

AEDUING KT
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Courtesy of Lyfalyze team: Greg Grenier, Luke Knepper, Alexandra Liptsey-Rahe, Vivian Shen




Prototyping on paper

POP helps you transform your pen and paper ideas into an

interactive iPhone or Android prototype.

GET IT ON

' App Store » Google Play
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WHAT'S NEW DESIGNERS CLOTHING SHOES ACCESSORIES WATCHES SPORT GIFTS GROOMING EDITORIAL

FILTER < JOURNAL > SHARE

VIDEO SPOT

HOW TO COOK A BURGER IN THE WILD

Mr Andy Waugh of Mac & Wild prepares a venison burger using only Scottish
ingredients




FILTER « JOURNAL >

WILD THINGS

FILSON BEAMS PLUS
Cruiser Water-Repellent Tin Cloth Jacket Cable-Knit Wool Sweater
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WARBY PARKER EYEGLASSES SUNGLASSES HOME TRY-ON STORES OUR STORY HE

Find your
perfect frames

Answer a few quick questions and
we'll suggest some great-looking

frames to try on at home—for free!

Take the quiz
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6: User Journey Mapping

. Pay with
Sort J Reviews J PayPal J
. Media Pay with
il J gallery J credit card J
DescriptionJ

Source: https://manifesto.co.uk/user-story-mapping/



User journey

I

IR IR

Source: https://manifesto.co.uk/user-story-mapping/

Filter by . .. Purchase Add delivery Pay with
category Setizby e A options info PayPal
| 4 14 | 4 | 4 14
Filter by Sort by Media Postcode Pay with
colour rating gallery lookup credit card
14 14 4 14 14
Filter by Read
style reviews
14 1 4
Sharing
buttons
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User journey
Release 1
Filter by — Purchase Buy now Add delivery Pay with
category Description options button info PayPal
Release 2
Filter by . Media Postcode Pay with
colour Sort by price gallery lookup credit card
1 4
Filter by
style
4
Backlog
Sor? by Qlllf:k Rgad Sharing Add review
rating preview reviews buttons

Source: https://manifesto.co.uk/user-story-mapping/



