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Getting Under Your Skin, or How Design Thinking Is About More Than Style
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INSPIRATION

| have a design challenge.

How do | get started?

How do | conduct an interview?
How do | stay human-centered?

IDEATION

| have an opportunity for design.
How do | interpret what I've learned?
How do | turn my insights into
tangible ideas?

How do | make a prototype?
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IMPLEMENTATION

| have an innovative solution.
How do | make my concept real?
How do | assess if it's working?
How do | plan for sustainability?
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Converting Need into Demand, or Putting People First

i Insight I Observation
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A Mental Matrix, or “These People Have No Process!”
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Building to Think, or The Power of Prototyping
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Returning to the Surface, or The Design of Experiences
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The Experience Blueprint

Stages

Emotion

Attitude and feelings
at each stage

Touchpoints

Things, systems,
channels and people

Experience

Trigger events
and needs

COM-B

See appendix for
more information
Page 28

Insights &

recommendations

Aware

Research

Introverted
and depressed

Positive
. Reluctant to
Feeling low open up
Neutral
Negative

Consideration

-------------------

|

Feels able to be more
open, let’s sort it out

Selection

Hopeful - if they can,
why can't you?

Advocacy

Recognizes
own emotions
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Workplace Hostel keyworkers Hostel keyworkers Daughters Therapy from professionals Therapy from professionals Community
Getting drugs in group setting in group setting Workplace
Lost job, using drugs Internalising the social Needed encouragement Influenced and motivated It helps to know a lot of Seeing people come Gave back by

and being homeless

Capability
nity

ion

See page 9

stigma of depression

Capability
nity

on

See page 11

from hostel workers to
seek help

Capability

on

See page 13

by daughters to seek help

Capability

See page 15

people mess up in life,
support was an important
factor in choice of solution

Capability

See page 17

through the other end of
the tunnel gives
encouragement

Motivation

See page 19

mentoring others

Capability

See page 21
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Spreading the Message, or The Importance of Storytelling
STORYTELLING CANVAS

SUBJECT GOAL

AR EEH SR
. jg __E <a \i ﬂ/ S What is the story about? What do you want to
Y17 l-‘l\l " J\ I I\ achieve with this story?

B SEHEASHE

AUDIENCE

needs?

What is your story’s
audience? What are their

1. SETTHE SCENE

What do you need to introduce?
What should be set up or ex-
plained?

BEFORE

What does your audience think,
feel, know, want, before they have
experienced your story?
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2 MAKEYOUR POINT

|
i The audience’s
|
|

A-Ha moment.

3. CONCLUSION

i The end of your story. What is the
. conclusion? What is your call to
i action?

AFTER

What does your audience
feel, know, want, after they have

experience

dyour story?

think,
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DT + Strategy

Rk hEElE
Strategic Agility

DT + Experience

=ZPE

Customer Experience

DT + Growth

g

Growth Initiatives

DT + Co-operation

EilUNoNE

Team Alignment

DT + business Model

LRI el Fh

Business Model Innovation

DT + Talent Development

AT & RCFh

TD Innovation
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