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SOLVING THE RIGHT THING SOLVINGS THINGS RIGHT

L]
1. DISCOVER 2. DEFINE 3. DEVELOP 4. DELIVER

Observe & Learn Synthesize & Frame N\, Vision & Opportunity Solve & Realize

Problem space Solution space

AN 2 : HIN1FODNUUUATLUIUNTITUTNT Double diamonds %30 4D process



Rules for Brainstorming ¢

Q B ¥ 3

Defer Judgment

Creative spaces are judgment-free zones—they let ideas flow so
people can build from each other’s great ideas

Encourage Wild Ideas

Embrace the most out-of-the-box notions. There’s often not a
whole lot of difference between outrageous and brilliant

Build on the Ideas of Others

Try to use “and” Instead of “but,” It encourages positivity and
Inclusivity and leads to tons of ideas.

Stay Focused on the Topic

@ One Conversation at a Time

This can be difficult—especially with lots of creative people in
a single room—but always think about the challenge topic and
how to stay on track.

8% Be Visual
Use colored markers and Post-its. Stick your ideas on the wall

so others can visualize them

@ Go for Quantity

Crank your Ideas out quickly. For any 60-minute session, you
should try to generate 100 ideas

WANT MORE BRAINSTORMING TIPS? Finx

Try to keep the discussion on target. Divergence is good, but st e e N B
you still need to keep your eyes on the prize © IDEO 2020
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DESIGN &
PROTOTYPE CANVAS st
BUSINESS
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QCUSOMER | STEP1 | STEP2
PROMISE | |

@ KEY FEATURES THE EXPERIENCE THE EXPERIENCE

i Why can't we i Why can't wa
1 skip this step? | skip this step?

| STEP3 | STEP 4 = (USTOMER'S
i f JOB-TO-BE-DONE

‘rTHEEXPERIENCE THE EXPERIENCE © (USTOMER'S
i Why can't wa i Whycan't we

i skip this step? i skip this step? BENEHT(S]
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02: POV Template

Write your users, needs and insights into a Point Of View table like this one:

An adult person who lives To use a car for 10-60 The user would not want
in a city minute trips 1-4 times per to own his own car as it
week would be too expensive

compared to his needs. He
would like to share a car
with others who have
similar needs, however,
there are no easy and
affordable solutions for
him. It's important for the
user to think and live
green and to not own
more than he truly needs.
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How Might We Worksheet

Start by writing down your Point-Of-View below:

[User ... (description)] needs [Need ... (verb)] because [Insight ... (compelling statement)]

needs because_________.

[user] [user’s need] [insight]

)4
“How Might We” Questions

Based on your POV, craft some “How Might We” questions:

107 6 : 1ATsle HMW Question dwsulun1snauuimenisduniuel ienneguuuuiitethlugnmasimmnningdue
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1.YOURIDEA 4. YOURPROTOTYPE
(1? ¢ ideawe'velanded onis. \ Whattesls willysu use 16 buld it? Usethis space 1o sketeh of plan your protetype: )
2. YOUR RISKIEST ASSUMPTION
( ‘.\ What features willit have?
Ourriskiest assumption about this ideals that
3.YOURPROTCTYPING APPROACH Howwill yougather feedback?

How will you prototype your kiea totest that assumption?

- /
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TIME:

DATE:

RESEARCH OBJECTIVES

ABOUT INTERVIEWWEE

INTERVIEW GUIDE
UNCOVER DEEPER INSIGHTS AND GATHER INPUTS

'WARM UP
Examples

TELL ME ABOUT YOURSELF-

HOW DO YOU SPEND YOUR TIME?

WHAT ARE SOME OF YOUR EXPECTATIONS WHEN

YOU GO TO A COFFEESHOP?

TELL/ SHOW ME
Capture pictures and notes to jog your memory later.
Have interviewee walk you through the process

DRAW IT

Ask interviewee to map out their activities and
experiences through sketches and diagrams. This is a
good way to reveal how people perceive order their
activities.

NAME:
THINK ALOUD BE SPECIFIC
GENDER: As they perform a process/ task, ask participants to Ask people to talk about a specific period of time and
WHAT DO YOU NORMALLY ORDER? describe aloud what they are thinking. This uncovers expound on what they might have previously said which
AGE/ GROUP: motivations, concerns, reasoning. vou want to find out more of.
OCCUPATION:
FAMILY:

WHY DID YOU MAKE THIS PURCHASE?
KEY QUESTIONS | WANT ANSWERED

NOTES/ GNERAT

Singapore
T,
Centre

5

Know Your Customer: Persona

i WHO 1AM WHAT | DO 3 Reasons for me to engage with you:
Personabty My Skills I
r
3
Vakues: My Intereses
3 Reasons for me 025 W engige wich
you:
1
r
WHAT | WANT WHAT | LIKE )
| Motvagons: My favorme brands:
l MNOTES:
—_
———
KEY QUOTE/ INSIGHT Goals/ Direams/ A = devices | use:

1l 8 : iATesile Persona dwulun1sinuuimisesniuudeuniiteysziliuauaulavegnen
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Know Your Customer: Research!

source

Analysis of Artefacts Analysis of Artworks / Creative Biugraphics Calculations fby someane elac)

Works ‘Commentary [third-party) Government Data
Analysis of Media / Analysis of Oral Histories / [ ] Government Statistics History Books
Communications Memoirs / Autobiographies. Industry Analysis Industry Statistics

L Journal Articles Maggazine Articles
Blinded Experiments Case Study
B Newspaper Articles Mon-fiction Books (exchuding
Clinical Trials Controlled Experiments autabiography)
pe
N . . Polls [you didn't conduet Published Data (that has been
Det. Anelysis Decyment Analysis vourselny summarized or analyzed already)
Experiments Field Experiments B Research Papers Surveys (you didn't conduct
yourself)
Field Observations Group Interviews / Focus
Textbooks Wb Sit
— oo - .
White Papers
[nterviews Machine Data - N
Natural Experiments Participant Observation www.trends 'google .com/trends/
Polls Prototypes www.gartner.com
Retrospective Cohort Study Sensor Data source -PWE.COMM
WWWw.euromonitor.com

Surveys / Questionnaires Witness Accounts source

www.hbr.org
www.apo-tokyo.org
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SETTING "THE STAGE" IN SERVICE DESIGN

i///// v

, \\
=t
FRONT STAGE BACK STAGE BEHIND THE SCENES

Customer Facing - Business Facing - The intangible things to make
These are the touchpoints This is all the stuff that both the front and backstage
your customers see and happens in your possible. Procedures, Rules,
interact with. organization that you're Regulations, Budgets etc.

fully in control of.

A 10 : edueanuile anuddynalavdediuluniseenuuuUsraunisaluazuinsdmiugnn



KNOW YOUR BUSINESS: SERVICE BLUEPRINT

EVIDENCE

—9
¢
¢
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CUSTOMER
JOURNEY

LINE OF
——————————————————————————— = T INTERACTION

FROMTSTAGE
EMPLOYEE
ACTIONS

FRONT STAGE

LINE OF
VISIBILITY

it
: BEACKSTAGE
[LE ACTIONS 9

A W @ i une or
_____________________ E—-————-—- INTERM AL
INTERACTION

BACK STAGE BEWMD THE SCENES 1

K
=8
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Customer Journey Map

Here Are the Basic Elements of a Customer Journey Map.

"Rsc;g::f’ Awareness> Research > Considemtio> Purchase > ‘ Support >

TOUCHPOINTS

H|H|
!

o |l
o |l
©

CUSTOMER -
THOUGHTS

AN 12 : 1Asesile Customer Journey Map



TOMATO
KETCHUP

Designing the Product Designing the Experience
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We Are Digital Consumers!

cita Check out:
— . World Economic Forum

Puazn
B ‘Santa Bdrbera

o
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o,

o

v ;

. . g
You want to see where your taxi is at. -

A
o5

Technology Trends 2023-2025

5G Technology Biotechnology
Artificial Intelligence (Al) Nanotechnology
Blockchain Clean Technology
7 Cloud Computing Additive Manufacturing

- Internet of Things (loT) Digital Twins
Virtual Reality / Metaverse  Cybersecurity
Augmented Reality Quantum Computing
3D Printing Edge Computing
Drones Big Data
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DEFINE - Tool: Jobs-To-Be-Done (JTBD)

Iwantto Solcan

T g

Motivation Expected outcome

10.1 ACTIVITY 2,/

1. Scan QR code and
read instructions.

2. Create a series of
JTBD for your
customers, users,
citizens or public.

JOBS TO BE DONE
FRAME YOUR INSIGHTS INTO CUSTOMER GOALS

WHEN,

WHEN,

(Situation)

WHEN,

IWANTTO, IWANTTO, | WANT TO,

(M (M
SO I CAN, SO 1 CAN, SO I CAN,

(E d Outcome)) (Exp d Outcome ) d Outcome )
WHEN, WHEN, WHEN,
( (Situati i

IWANTTO, IWANTTO, IWANTTO,

(M (M (M
SO I CAN, SO I CAN, SO I CAN,

(Expected Outcome )

(E

d Outcome )
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ViQtor goes Asia!

< ' QO
—
See their world Appreciate them as ..

..................... = 4.2 ACTIVITY @

R ’ =S Create an Empathy
e Wt o Map based on your
5 Persona (DEFINE
stage).

. What the user thinks . What the user feels
5 min
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VALUE PROPOSITION
VALUE CREATION THAT DIFFERIENTIATES YOU

Gour customer:

) @&

CUSTOMER
GOALS

CUSTOMER GAINS

CUSTOMER PAINPOINTS

GAINS TO CUSTOMER

PAIN RELIEVERS TO CUSTOMER

Products &
Services

This doc tial 0 A Singapore
! nt i confidential and proprietary . Productivity
The information contained herein shall not be used or repr ‘consent of Singapor y Centre. Centre
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SXD Process’
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Planning for pioting
Business Model Camans
Uses Testing

Future state Senve Bumprint
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Updated customers’ pre-purchase behasiar

AISAS

Attention
&8 - B3
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