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What is Design Thinking ?

“STRATEGY” + “PROCESS”

It has a design thinking process for developing innovation that combines

Creative thinking + Business thinking

To develop new things and innovation systematically



What is
Design Thinking ?

User Consumer

The thought process for problem-solving or the creation of new ideas for problem-solving.
The solution will focus mainly on the user or consumer.



Wh at S The process of figuring out what problems users are having and coming up

. . . with a new five-step solution to those problems.
Design Thinking ?
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Empathize Define Ideate Prototype Test




Users’ Needs

New products invented to solve problems or meet
user needs. It could be called innovation if something
has never happened or has never happened before.

The majority of the steps in find and edit involve asking
questions about user problems and how to solve current
issues.

It is commonly used with new product ideas to solve problems
for consumers or users and meet their needs as much as possible.
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The Design Thinking system encourages us to think
outside the box to find 'solutions’ to problems that most
people think are impossible or understand that ‘what is
present is good,” which is what makes people popular in

using Design Thinking to solve problems.
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Key Principles of Design Thinking
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Understanding the needs and problems of target groups or customers (Human-Centered) and brainstorming
to find solutions and learning and doing to create value and innovation




Human-centered Design In A Nutshell

Human-centered design, also known as user-centered design, describes a framework that
helps businesses understand the needs, wants, contexts, constraints, and behaviors of their
users. Human-centered design (HCD) is an approach that makes users the priority to develop
useful products and services.
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Background of
Design Thinking




1960s: a combination of tools and techniques ® The emerging innovation development process
developed from creativity, social science, science, and computer depends on whether it comes from new technology
discovery (technology push), from market demand
(market pull), or from human or customer needs.

It evolved from Design Science, an industrial design and product design discipline, to find
guidelines for design decisions and a unique functional design, and then used them in the

innovation development process in doing various projects and developing until it became
a process that connects the business's creativity and focuses on the customer. The main

target audience today.
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Principles and
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and Design
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STEP #4 - Prototype 11300
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STEP #5 - Test nadou
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DESIGN THINKING: A NON-LINEAR PROCESS
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PERSONA: Create a lead model



PERSONA ??

Age 25!
Work Designer

DISC PROFILE

Status Single
Location West

0 OO0
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. Interest PRUSTATIONS 50% 25% 75%
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AIDE

Sumittra - The Smart Lady

Background

Age 35
Occupation Marketing Director
Income >200K

Family Taa
Location nauuaziaeu laduggein
Education 1. Tn New York
Quote
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¥99nu Customer Service

Buying Criteria
Branding
Service
Variety & Up to date
Function

Price Sensitivity

Media Mix

Everyday ‘ o
Often © @
Sometimes ﬁ O
Brand

They Love

Lululemon, Google, Apple

el
9

Influencer
They Follow

Oprah Winfrey, Sheryl
Sandberg
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Buying Criteria Goals Quotes
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Age 45

Job Responsibilities Organization Reports Line Media Mix
Job Title Managing Director
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Level Top Management resshild - from: HR manager, Financial
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Education MBA Advertising Sometimes ﬁ
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Drew

Influencer

ABOUT

51 Age 25-34
(® $50K-75K
&3 High Tech Proficiency

EVENT ATTENDANCE ATTRIBUTES

Frequent event go-ers (monthly), tend to be
very early planners, and more likely to
travel regionally or nationally for an event,
tend to go to trending events only.

EVENT INFLUENCERS

Friends
Cultural
Adventure
Learning
Networking
Hype
Credibility

MOTIVATIONS

Motivated to find new things to do and
share them with network, having influence,
being the first to know about something
and getting tickets right away.

CORE NEEDS

Finding events on social media and being
able to easily share them. Being able to see
trending events that will up their klout. Also
getting notificatinos of on-sale so they can
be the first to get tickets.

PAIN POINTS

Finding the time to attend events and
staying on budget.

39% 12

Total Universe GTV Events per month
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Isaac Rice

Freelancer

29, In a relationship, Video Producer, California, USA

BIO

Isaac Rice is a freelance Video Producer
working remotely from home. He Works
during production and post-production
phases in film, TV and video projects. He
has a home internet connection with an
average speed.

GOALS

Collect material effectively from
customers.

Deliver dailies and output to customers
effectively, reliably and fast showcase
portfolio online.

WANTS & NEEDS

Secure, fast and affordable way to collect
and deliver huge media files Easy way to
showcase portfolio securely online

TECHNOLOGY

IT & Internet
Software

Mobile Apps

PAIN POINTS

Travel to customers’ location to collect
material.

Use regular mail to receive and deliver
content.

Limited file size uploads.

Long time to upload huge files Restarting
interrupted uploads from scratch

BRANDS

D,::f, A vimeo WE

Google Drive

€3 YouTube




