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What actually is
design thinking?

And what it's not.



We are talking about design
In its broadest meaning.






“Design is not just
what it looks like and
feels like. Design is

how it works.”

Steve Jobs, co-founder Apple



Start stop > lower emissions > lower taxes > | can afford driving pleasure
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Even my car
insurance broker
uses design.”

Minor car accident (stress) > pape

york (confused) > printed stickers (easy)




“"We moved from
thinking of ourselves
as designers to
thinkihg of ourselves

s design thinkers.”
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David Kelley, co-founder Ideo



Design thinking is a
user-centered approach
to problem solving
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People-centered
Highly creative
Hands-on

lterative
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You start from what people, users, customers,
consumers, (..) need or want to do. Their motivations and
the problems they are trying to solve.

Empathy is key. It's not about you. You need the ability to
understand and share the feelings of others.



Design thinking stimulates you to look at situations
differently and come up with new solutions, that go
beyond and improve existing alternatives.

Integrative thinking is key. You need the ability to look at
all the different aspects of a problem



Stop discussing, start working. Make ideas tangible.

Prototyping is thinking with your hands. Test your
hypnotises.

Failure is a (necessary) part of the process in order to
succeed. Experiments with trial and error are key.
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The road to success does not follow a straight line. The
more you are dble to loop through “understand > create »
learn” cycle, the higher chance you have for good results.



Google Ventures ‘Design Sprint’

BUILD

IDEA @

LEARN

© LAUNCH



How design feels

UNCERTAINTY / PATTERNS / INSICHTS CLARITY / FOCUS

“The Process of Design Squiggle” by Damien Newman, Central Office of Design pb



http://cargocollective.com/central/The-Design-Squiggle
http://centralstory.com/think/tag/the-design-squiggle/

How do you apply
design thinking?

Key pillars, model & process






@ ‘Wicked' problems

Problems that are ill-defined: both problem and solution

are unknown at the beginning. A large part of the
problem solving is actually defining the problem.

And/or tricky: it involves quite a bit of risk, as you are
leaving the comfort zone of the organisation.



@ Not every problem

Design thinking (creative, intuitive, emotional) is not the
answer to every single problem.

For some question you will need rational thinking,
spreadsheets, powerpoint and wo/men in suits to come
to a valid answer. > e.g. acquiring a local competitor



Innovation that is also feasible and viable

Business
- viability -
l nnovation

People

- desirability -

Technology

- feasibility -

ideo.com, creating new, innovative avenues for growth, grounded in business viability and market desirability.


http://ideo.com

Zoom In to the design
thinking process



@ NO ‘one size fits all’ CIppI"OCICh

There is not one single proces or toolkit that serves every
single case. There is a wide variety of processes and tools
that people customise to serve their needs.

The five step process from Stanford Design School is @
model that is broadly used and has proven its value.



https://dschool.stanford.edu/sandbox/groups/designresources/wiki/36873/attachments/74b3d/ModeGuideBOOTCAMP2010L.pdf?sessionID=9a5d0a2a0cd5fb6c26a567b2636b19513b76d0f4

The Human Centred Designh process

Introduction Introduction
The HCD Process The HCD Process

THE HCD PROCESS CREATE

In the Create phase, you will work together

The process of Human-Centered Design starts with a specific Design Challenge and in a workshop format to translate what you heard from
goes through three main phases: Hear, Create, and Deliver. The process will move people into frameworks, opportunities, solutions, and
your team from concrete observations about people, to abstract thinking as you prototypes. During this phase you will move together from

uncover insights and themes, then back to the concrete with tangible solutions. concrete to more abstract thinking in identifying themes
and opportunities, and then back to the concrete with

solutions and prototypes.

HEAR
DELIVER

During the Hear phase, your Design Team will collect
stories and inspiration from people. You will prepare for
and conduct field research.

The Deliver phase will begin to realize your solutions through
rapid revenue and cost modeling, capability assessment,
and implementation planning. This will help you launch new
solutions into the world.

To recall these phases, simply remember H-C-D.

The Human Centered Design Toolkit by IDEO



http://www.ideo.com/work/human-centered-design-toolkit/

An iterative cyclic proces

ldeate

The Design Thinking Proces by Stanford Design School

Prototype



http://dschool.stanford.edu/dgift/
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G Empathise

Understand the experience, situation and emotion of the

person who you are working for

Observe users and their behaviour in the context of their lives.
Engage with people in conversations and interviews. Ask why.
Watch and listen: ask someone to complete a task and tell you

what they are doing
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° Define

Process and synthesise the findings in order to form a

user point of view that you will address

User: develop an understanding of the type of person you are
designing for

Needs: synthesise and select a limited set of needs that you think
are important to fulfil

Insights: express insights you developed and define principles
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Focus on idea generation. You translate problems into
solutions. Explore a wide variety and large quantity of
ideas to go beyond the obvious solutions to a problem.

Creativity: combine the un/conscious with rational thoughts and

imagination
Group synergy: leverage the group to reach out new ideas an
build upon other's ideas

Separate the generation and evaluation of ideas to give

imagination a voice
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a Prototype

Build to think. A simple, cheap and fast way to shape

ideas so you can experience and interact with them.

Start building: Create an artefact in low resolution. This can be @
physical object or a digital clickable sketch. Do it quick and dirty.
Storyboard: create a scenario you can role play in a physical

environment and let people experience your solution
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Test

Ask for feedback on your prototypes. Learn about your
user, reframe your view and refine your prototype.

Show: let people use your prototype. Give it in their hands and let

them use it. Listen to what they say.

Create experiences: let people talk about how they experience it

and how they feel
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How does it benefit
financial institutions?

The benefit of design thinking in the financial industry.
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Some key challenges in the financial industry:

e Threat of disruption by FinTech’
e High customer acquisition costs
e Lower customer loyalty

o Increasingly difficult to up-sell

e Reduced switching costs



heistmade.com &

= What customers need
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Our interviews revealed seven key financial needs of
millennials:

1. Storage and access to their money

2. The ability to transfer money to friends, family and colleagues

3. Aclearer understanding of the financial products that are
available to them

4. An easy way to pay bills and automate transactions

5. Information on managing and reducing debt

6. Saving strategies and support

/. Ways to avoid big financial mistakes



http://heistmade.com/banks/

By the numbers: Mobility and the siate of customer loyalty in banking

Bain, Customer Loyalty in Retail Banking: Global Edition 2014



http://www.bain.com/publications/articles/customer-loyalty-in-retail-banking-2014-global.aspx

?:Lgu,re S : Digital channels accounted for the majority of all interactions in most countries

Percentage of total interactions in last quarter, 2014
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http://www.bain.com/publications/articles/customer-loyalty-in-retail-banking-2014-global.aspx

?L?Lwe /"7 : The human touch remains important for loyalty when people are looking to buy new products

Respondents' Net Promoter Scores, by source used for product research and purchase decisions in the US, 2014
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http://www.bain.com/publications/articles/customer-loyalty-in-retail-banking-2014-global.aspx
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How the experience of being a banking customer has changed.

heistmade.com
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With PowerPoint presentations full of statistics and
customer insights, you need to make big bets on new
products, technologies, and premium services that go to

market and flop, often for reasons that are hard to figure
out.



Design thinking stimulates you to be highly creative and
at the same time allows for quick validation of those
concepts with the target customers and business model

(as such limiting potential risk).
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@ Serving is selling

As it becomes increasingly harder to differentiate on
price, product range or local presence, “customer
experience” becomes a key differentiator for

banks. “Serving is the new selling.”




"Most banks recognise that many customers struggle to
consistently save, spend and invest their money wisely, (...)

(..) the traditional role of banks was to provide services
and enforce terms and conditions, and not to worry about
whether customers were making smart choices.

(..) taking a more proactive stance, with offerings that

make it easier for people to stick to good behaviours and
achieve their personal financial goals.”

IDEO,


http://www.ideo.com/images/uploads/news/pdfs/RetailBank.pdf
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A customer centric mindset helps you improve the
customer experience over different channels and touch-
points and positively impacts customer satisfaction.

Customers are more loyal, buy more and higher margin
products from you. |t also improves your net promotor
score. (ambassadorship)



1. It's good to skip endless research, meetings and
strategy sessions, but under-thinking is as bad as
over-thinking.

2. Great ideas that benefit consumers require a viable
business strategy built into an idea

3. Every problem is different. There is not one proces or
toolset to standardise design thinking.
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What should you
remember?

Key take outs
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Design thinking is a user-centered
approach to problem solving.
Empathy is key.
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Design thinking is especially helpful
for “wicked” problems.



>

Design thinking is a step-by-step
process that is repeated over
multiple iterations.
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Design thinking is about doing.
Let's start together today.



QUESTIONS?
SHOOT.

Pieter Baert
+32 4/3 b6/ 861
info@pieterbaert.be

pieter baert
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