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Why design”



Jow do the best design performers increase their revenues and
shareholder returns at nearly twice the rate of their industry

counterparts?

W e all know examples of bad product and service design. The USB plug

(always lucky on the third try). The experience of rushing to make your

connecting flight at many airports. The exhaust port on the Death Star in Star
Wars.
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This is design thinking
[his is design doing



Design thinking.
Design for non-designers.



Design thinking is a

to innovation that draws from the
designer’s toolkit to integrate the needs of

01500 ) G IeIpOssibilities of technologyRlaleRisls
RensS R dbusiness success!

—TIM BROWN, EXECUTIVE CHAIR OF IDEO
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PESIR-ABILITY
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designthinking.ideo.com



VIABILITY
(BUSINESS)

DESIRABILITY

(HUMAN)

INNOVATION

FEASIBILITY
(TECHNICAL)
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Double Diamond
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Prepare Discover Define Ideate Validate Implement Deliver

from Intersection by Milan Guenther, www.intersectionbock.com
based on a model by the UK Design Counci



DISCOVER : DEFINE DEVELOP

DELIVER

EVOLVE

f)

Track Learnings

Immersion Interpret Your Findings Brainstorm Making + doing Celebrate Achievements
Questionnaires Find Meaning Jam/Charrette Role-Play Plan Next Steps
Interviews |dentify Themes Designing Prototyping Building Partnerships
Self-Documentation Tell Stories Visual Storytelling Engaging Others
Meetings Sort + Condense Tactile Pitch Document Scale-Up
User Experience Observations o Define Insights Experiential Get Feedback Deepen Roots
Frame Opportunites Sketching Capture Learnings Remind People what Changed
Set ‘Design Challenge’ Graphic Recording Define Success (even if changes are subtle)

Build Network



Designing the right thing Designing things right
Activitiy Discover Define Develop Deliver

Ideation Implementation

Phase Research Synthesis

Research

Cluster
the brief | topics

Evaluation

Ideation

Insights
Themes
Opportunity
areas

Build, test, iterate
Build, test, iterate
Build, test,

Don't know Do know
Secondary
Research
Could be Should be
Question, Unstructured Final brief, Ideas Answer,
Challenge, research HMW- product,
Client brief findings Question solution

Double Diamond framework (Nessler, 2018)
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DISCOVERY INTERPRETATION IDEATION EXPERIMENTATION EVOLUTION
I have a challenge. I learned something. I see an opportunity. I have an idea. I tried something new.
How do Iapproach it? How do I interpret it? What do I create? Houw do I build it? How do I evolve it?
1-1 Understand the 2-1 Tell Stories 3-1 Generate 4-1 Make 5-1 Track
Challenge Ideas Prototypes Learnings
2-2 Search for
1-2 Prepare Research Meaning 3-2 Refineldeas 4-1 Get 5-2 Move
Feedback Forward
1-3 GatherlInspiration 2-3 Frame
Opportunities

number of possibilities

https://designthinkingforeducators.com/



https://designthinkingforeducators.com/

Cutting the human

pack in the loop.
Or in the IT project.




Empathy. Understand. Mentalisation.
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https://unsplash.com/photos/OWngon1Q0yY%3Futm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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User-centered
Step Into their shoes!




Understand.
Do not assume.
The real problem. In context.



Design is a holistic approach.
1 he entire picture.
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Reframing the question.



Open guestions. [ ne five wnys.
QObserve.



How well do you know
your own business”
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How well do
VOU KNow your
customers’
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https://unsplash.com/@elevatebeer%3Futm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/%3Futm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

Before buying Bid & buy Receiving Using

Maintenance End-of-life

CUSTOMER NEEDS

/\/\
| CUSTOMER NEEDS.

Map the

touchpoints

T

TOUCH ®

o o o

\/f

- ® @ o ©

POINTS

YOUR OFFERING

Great Pipes customer journey

AN

Where can you
add value?




Before buying Bid & buy Receiving Using Maintenance End-of-life

/\/ What touchpoints /\/\

CUSTOMER NEEDS

TOUCH W

0 — 0 0 @ A 4 o © o 0 ©

POINTS k

YOUR OFFERING How do you offer the
new services”?

Great Pipes customer journey /iy akuna



The user is not God.




Organise insight. Find patterns.
Start doing.



—Xperimentation
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Prototype
everything



Prototype early. Learn faster.
Reduce risk.
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https://www.flickr.com/photos/interactivemark/

Build a prototype
and test it.

\






REALISTIC  » * RELEVANT
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Photo by Brian Patrick Tagalog on Unsplash
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Design for implementation.
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FEEDBACK

REFINE PROTOTYPE

Iterate. Iterate. Iterate again designthinking.ideo.com



PROTOTYPE PILOT

« Early. O-stage  Phase 2 or later.
« Validate need. « Larger scale testing.
« Validate core functionality. * Implementation in organisation.
« Simple. Easy to change, * More refined. MVP. Changes
improve. Development in possible.
iterations. * Looks like the final solution we
* [t is obvious that it is not the pelieve in.
final solution. « Self—going with some duct
* Short term. tape. Long—-term testing.
« Little training. * Training will be given

* Inexpensive * More demanding. N



Design Tor impact.

=asier with a people—centric approach.
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Social

Design for sustainability

People, planet, profit



Oone word.
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Circular design.
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Circular
economy

A

Linear
economy

Smarter
product use
and
manufacture

Extend
lifespan of

products and
its parts

Useful
application

ANEIEIS

RO Refuse
R1 Rethink
R2 Reduce
R3 Re-use
R4 Repair

R5 Refurbish

R6 Remanufacture

R7 Repurpose
R8 Recycle

R9 Recover

Make a product redundant: abandon
function or use different product

Make product use more intensive:
sharing or multi-functional products

Consume less through efficient
manufacturing or use

Re-use of functioning discarded
products by another use

Repair and maintenance of
defects to keep original function

Restore and update

Use parts in a new product
with the same function

Use products or parts in a new product
with a different function

Process materials to obtain the same
(high grade) or lower (low grade) quality

Incineration of materials with
energy recovery

Circular economy strategies. Source: PBL (2017). Circular economy: measuring innovation in the product chain, J.Potting, M. Hekkert, E. Worrell et al.



R-ladder of circularity strategies

Innovation in

+ Product design
R1. Forgoing certain R1. Refuse = Ted]no_logy
products or using them and Rethink » Business model

more intensively

R2. Manufacturing
products more

efficiently or making
them more efficient
to use

R3. Product reuse

R4. Repair and
reuse of product

R4. Repair and parts
Refurbish

R3. Reuse

“— Rs. Processing
and recycling of

R6. Recovering energy R6. Recover resources

from materials

Source: PBL



esign a service.
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A P{mp, valve, pipe as a service..
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THISIS
SERVICE

SIGN
DHINKING

OREILLY’

1S IS
TERVICE

Do,

APPLYING SERVICE DESIGN THINKING
IN THE REAL WORLD

A PRACTITIONERS‘ HANDBOOK

8 UX design, (customer
entrepry

¢ design,
tered design,

design,
service design -

eurship, (busine

) experienc
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and of course




ORGANIZATIONAL CULTURE

Design Thinking Comes of Age

by Jon Kolko

M THE SEPTEMBER 2015 ISSUE

K| ! ' wH = $8.95

here’s a shift under way in large organizations, one that puts design much closer to the center
of the enterprise. But the shift isn’t about aesthetics. It’s about applying the principles of

design to the way people work.

This new approach is in large part a response to the increasing complexity of modern technology and
modern business. That complexity takes many forms. Sometimes software is at the center of a product
and needs to be integrated with hardware (itself a complex task) and made intuitive and simple from
the user’s point of view (another difficult challenge). Sometimes the problem being tackled is itself
multi-faceted: Think about how much tougher it is to reinvent a health care delivery system than to

design a shoe. And sometimes the business environment is so volatile that a company must

evneriment with multinle nathe in nrder to enirvive

WHAT TO READ NEXT
Design Thinking
Design for Action

Design as Strategy

VIEW MORE FROM THE

September 2015 Issue

Harvard °
Business
Review
THE
EVOLUTION
OF DESIGN
THINKING

EXPLORE THE ARCHIVE






Get out-of the building.

That’s where
the magic is



Hire a
designer.

Harald Saevareid | harald@akuna.no | +47-92081006 | @saharald
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