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What is Design Thinking?
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What are their needs Create arepresentation of
and insight? your ideas

Who are my users? Brainstorm and come up Share your prototypes
What matters to this persons? with creative solutions for feedback
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Empathize deate
Understanding Generating
people your ideas

QL S

D
Define Test Prototype
Figuring out Refining Creation and

the problem the product experimentation
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Define

. IfI had only 1 how to-
e sove the wovld, T would
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Staffing very stable
Partners are 70% <Why?
Staffing costs why? Large number of management points
86% of budget,
Low number of Decision by management
Costs too support staff Histor
oric
high Why?
Premises staff

< Employ own cleaning staff at high rates

Cleaners local people with strong
connection to company

Premises costs cost 3.5%
8.5%
5-year routine < Have allowed some queue jumping

Revenue maintenance plan

budget Why? undercosted Plan still has 3 years to run
not
balanced Partners have Company X decided not to reapply 2 years ago
strong connection
Income heavily to PwC Co-ordinator’s salary now in main company budget
reliant on few
large clients Big fish were Roll drop in January
necessary in early
Tncome Why? days Knock-on impact in other areas, eq. FSM, SPP
fon Jow <Gmm variety of facilities available
Conference center
Better economic climate for new ventures
Company opened locally
facilities are Health and safety issues
underused Meeting rooms
not used for Management have stopped overtime

external events
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Centric




Brand Customer
Centric Centric
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**Brainstorming

Brainstorming Guidelines

¢ Setatime imit for the brainstorming ¢ Record a brainstorm ideas

Allideas are good ideas ¢ Take tums when
presenting the ideas

¢ Donot judge an idea when ¢ Assignamonitor to keep
presented to the group the brainstorm focused

4 Donot talk during the silent
brainstorming session
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Substitute

<|nsert your text here>
Put to Another Use

<Insert your text here=

Adapt

Reverse

| —
<Insert your text here>

<Insert your text here=

P

Put to Another
Use

R

Reverse

Combine

<Insert your text here=> Modify

<Insert your text here> Eliminate

<Insert your text here=




S 1
ALM
ER

{ SCAI\EPER} Jaal

~ Substitute

SCMPER
L Combine { g

=il

SH /
A w

SC@MPER : i
Adapt | il g Janl)

~—

Oa el g1 Y

Scam er

LScngm] aia

Put to other uses

A cilaladiug

uu\ ‘s\»}\
Aals

Scamper

Lscmpmﬁ widall
Eliminate

B

|mi=  SCAMPER
|

e \
§ \
\{—-

Ga bl g1 Y
R

sl".llllpk‘

SCAM
Revers
| ”
AL
.4.1‘

m\ 9 uSall




Ss = Glad 06

- &8 5

NEUTRALITE EMOTIONS CREATIVITE

Faits, chiffres, informations Intuitions, sentiments, Fertilité des idées, aucune censure,
dénuees d'interprétations impressions. pressentiments dees farfelues, provocantes

&
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PESSIMISME URGANISATION

Prudence, dangers, risques. Canalisation des idees, rigueur,
objections. inconvenients discipline, solution & retenir







Les six chapeaux de la reflexions




*Mind mapping ex

CUSTOMER JOURNEY MAP Shopping for a New Car | JLI_H 8? I ‘ .

EXPECTATIONS | =3
Eric is an emotional car buyer. He purchases based on aesthetics and status. « Ability to compare cars and their breakdowns
Scenarlo: Eric recently moved to the area. He is shopping for a car that is fun * Good photography with closeups, inside and out
to drive and dependable enough for use for everyday commuting. * Video overview of car with demonstrations
https://www.nngro com/articles
CONSIDER EXPLORE COMPARE TEST NEGOTIATE pS L] L] g u p L]
1 week 2 months 1 month 2 weeks 1week
1. Sees TV commerical for a 3. Explores site and looks at 6. Reads Consumer Reports 9. Selects a set of cars he 13. Decides on a car L
website, YourCarNext.net, allvehicles in his budget and reviews; keeps a plans to test-drive 1 l:+
which helps people shop spreadsheet to compare 14. Gets financing terms, total -
for vehicles; visits the 4. Creates account; saves cars 10. Looks up location of each price, monthly payment CU STO M E R/U S E R J o U R N EY MA P f n
website favorite cars in wishlist dealership on Google Maps from salesperson .
7. Consults with trusted . : -
2. Sees ad on Facebook 5. Downloads mobile app indviduals 11, Visits dealership; fills out 15. Researches more,
while at his office lead card, discusses specifically about price
8. Constantly checks site for process with sales person, Py

new options that meet his drives car, discusses more; . Makes a competing offer SPECIFIC USER + SCENARIO + GOALS a0

criteria repeats process for each car and buys his new car +
-

12. Discovers he can take notes
about each car he drives in
the app

&

“Wow that website [00ks

great for car shopping!” “Ilike that | can save
cars and a list i

automatically made”

“I'm so happy with
my new carl”

PHASE 1 PHASE 2 PHASE 3

“This mobile app
s missing alot of
res.”

“I love that I can take
notes about these cars
in the app. So helpful!™

~

“I wish all car dealerships were
shown on a single map, so !
“I'm disappointed by the can plan my route. .
quality of some listings...
very few photos.”

[

“This website looks
much different from
the commerci

0

“Why does it take sooo long
“Its difficult to narrow totest drive a car? I wish |
down options and parse knew it was going to be

o AW

I might miss the
perfect car if
don’t check the

thidiiah compétin procedural and salesy.
site multiples g1 competing
= e resources. | have to use
times a day’ 4

aspreadsheet,

NN/g

-—._________/

OPPORTUNITIES + INTERNAL OWNERSHIP

p Azt > bil,s puw)
User Journey Mapping
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Rapid prototyping, testing and
handoff for modern design teams
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NOT LIKE THIS —

HOW TOBUILD A

MINIMUM VIABLE PRODUCT

MVP o3l Joll e liy 28,8
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