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GOAL and OBJECTIVES

Goal:
See the big picture — STRATEGIC DESIGN METHOD

Objectives:
1. Introduce the strategic design method as a useful approach

to problem solving and solution finding.
2. Apply a Strategic Design Method “technique” to designing a
charrette process with “non-designers”.



STRATEGIC DESIGN

Strategic design is an emerging discipline that integrates design
(human-centred research, problem finding, design and creative
thinking) and strategy (systems thinking, problem solving, practical
reasoning and planning) techniques.

It has a role in investigating and defining the transitional paths that
guide and support innovation processes inside and outside

organizations.
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DESIGN + BUSINESS B DESIGN + POLICY

\cx ' DESIGN AS PRODUCT: AESTHETIC, PACKAGING AND POLISH (TACTICAL)

O w—
= ' DESIGN AS PROCESS: BUSINESS OPERATIONS AND STRUCTURES (ORGANIZATIONAL)

v~/ | DESIGN AS STRATEGY: BUSINESS MODELS, STRATEGIES AND PLANS (GROWTH)

I.\ '

@ ’ DESIGN AS METHOD TO SOLVE PROBLEMS & CREATE OPPORTUNITIES
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STRATEGIC DESIGN METHOD

E@ ASK DO

Question everything.
Discover problems.
Find needs and wants.

Test out everything.
Experiment with ideas.
Prototype concepts.

Build out concepts.
Offer ideas to users.
Solve problems.
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STRATEGIC DESIGN METHOD

~

E@ ASK DO

Question everything.
Discover problems.
Find needs and wants.

Test out everything.
Experiment with ideas.
Prototype concepts.

Build out concepts.
Offer ideas to users.
Solve problems.

_/

PROBLEM/NEED FOCUSED SOLUTION FOCUSED
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STRATEGIC DESIGN METHOD:
UBC D.STUDIO AND POLICY STUDIO

FACTS
MEANING
INSPIRATION

IDEATE
CREATE
PROTOTYPE
DECIDE
IMPLEMENT

EVALUATE
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HOW DESIGNERS THINK

Creatiﬁg
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brain.

Left

Tam the left brain.
I am a scientist. A mathematician,
1 love the familiar, | categorize. | am accurate. Linecar.
Analytical, Strategic. | am practical.

Alwanys in control. A master of words and kanguage.
Realistic. | calculate equations and play with numbers.
1 am order. | am logic.

1 know exactly who | am

1am the right
1 am creativity. A free spirit. | am passion.
Yearning. Sensuality, | am the sound of rearing baghter.
1am taste, The feeling of sand beneath bare feet.
1am movement. Vivid colors.

———

Tam the urge 1o paint on an emply canvas.
1 am boundless imagination. Art. Poetry. | sense. | foel.
lam everything | wanted to be,

)

Source: http://www.ipadartroom.com/wp-content/uploads/2013/05/mercedes-benz-left-brain-vs-right-brain-advertising_50290f2e6f201.jpg






HOW DESIGNERS THINK: STRATEGIC DESIGN

The UBC d.studio and Policy Studio teach future leaders to think creatively and
critically:

*How a designer’s toolkit can solve big or small real world problems.

*Design processes, thinking strategies and techniques (used for decades in
product manufacturing industries) are leading business innovation. Why not
policy innovation?

*Focus on clients, consumers and citizens (services or processes).

Creative ideation + Critical analysis + Innovation action
Looking at existing information and systems in new ways.
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STRATEGIC DESIGN: EXAMPLES

Organization

Lego

Danish prison
system

UOT + Red Cross

City of Bilbao

From assumption

Kids are less interested
in traditional toys

Experts should bring the
best ideas to current
employee problems

Limited access to skilled
technicians

Industrial recovery

To new ways....

What is play?
What makes kids happy?

Most of the creative answers were
found among the employees

Shift from an institutional problem to a
community problem

Providing custom 3D “prosthetics” for
Ugandan farmers to get back to work.

Cultural revival through collaborative
strategic design process
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CASE: CREATIVE BC [SERVICE INNOVATION]
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CASES: TECH BA [BUSINESS MODEL DESIGN]

TechBAV Bus Model: Consultant *

Magical Morphio

Character’

Helpful Pat

1. Traits (personality and physical) 1. Traits (personality and physical)
« Specialist + Gener
- Strategic
« Smart, Clever, Confident
+ Ustener
+ Skilled and talented
« Entrepreneurial

+ Well resourced
+ Coltaborator
+ Connector

2. Motivations (wants and needs)
+ Needs (o buid client base

* Seeks new connections

* Wants to help

3. Major Challenges and Goal
* La

3. Major Challenges and Goal
acks connections . 4
an

+ Lacks collaborators
* Lacks Mexican market access
+ Seeks 1o immerse knowledge into + AIms to help and grow
new companies companies
+ Ams to make an Impact
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TECHBA VANCOUVER
“BUSINESS INGENIO INTEGRATOR"

CLIENTS
KNOWLEDGE

TECHBA
TALENT

MEXICO + CANADA CANADA + MEXICO

EXCHANGE
®

REVENUES < KNOWLEDGE > CAPABILITIES



CASE: UBC DESIGN CHALLENGE
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CASE: OTTAWA CHALLENGE [POLICY DESIGN]

\ o = e ~

- PEOPLE

OLI(CIES

SR

EFFECT

SYSTEMS / / q

HALLENGE
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Services Divigion
Planning
racting Seryices

Legisiation and Hoyge

_ Procurement ang coni

Legal Operations/Counsel
The Innovation Hub

Canada Publlc Service Agency

‘What people or organizations are impacted by the policy?

Who are the key players?

For we creating the

Who are the key collaborators and competitors for
the policy process?

Wha are the key collaborators?

overnment, Gitizens/Tax Payers, Civil Soci

What are key resources for
successful policy analysis,
design & implementation?
Physical? intellectual? Human?

Financiol? What research is reguired?
What corsaltation?

How to measure ard evaluate?

-

What are the key activities
in the strategic policy
design process?

Wht actites ore required for o
successfol policy process?

Designing? Making? Delivering?
Problem Solving?

v

What Public Good or Social Benefit
is being proposed?

How is the policy
communicated to the
impacted people?

What channels do we use? Awareness;
Evaluation; Deivery?

What communication mechanisrs are

thisidea?
What volue are we delivering to Ctzens and stakeholders?

&

What are the policy sponsor &
{} policy receptor relationships?

between policy sponsrs and receptors?
. 5 How integrated are they into the broader
What is the social, cultural, policy context?
political, Have

environmental climate?

What are the costs of the proposed policy?

“losers” lose? Is

‘What are the benefits of the proposed policy?

what s

How much do the “winners” win? How much do the “losers* lose? Is there o

Are there any econamies of scole?

Does Are there taxor
Whot are the fong-term impocts?




INTRO: TECHNIQUE TAPAS

A useful guide for design
thinkers, strategists and
innovators.

FI1 ELDUBOOK

I NNOVATION BY
DESIGN

A strategic design techniques guide
to creative and critical thinking
and innovative action.

Angeéle Beausoleil and Moura Quayle ©2016
UBC d.studio




INTRO: TECHNIQUE TAPAS

ASK

Question everything.
Discover problems.
Find needs and wants.

TRY

Test out everything.
Experiment with ideas.
Prototype concepts.

DO

Build out concepts.
Offer ideas to users.
Solve problems.




INTRO: TECHNIQUE TAPAS

DECISION TREE

« Identify and define a strategy.
*  Explore risks and rewards.
Problem definition and solving.

TEAM SWOT
Q +  Identify your team’s strengths & weaknesses.
*  Explore your team’s potential threats and 7| Present the problem that requires
opportunities. 1 A .
«  Simple group assessment technique. SCENARIOS 4 solving. Propqse strgtegles and
> courses of action. Discuss.
a «  Convert the abstract to concrete.
5&1 1 Use at the start of a team + Plan for a future state.
project. Assess the team *  Generate models for organizations. . .
Identity and clarify goals and

members assets. 4 2 S . :
Map to strengths, weaknesses, A objectives. Identify variables.

Discuss and prioritize.

like to learn. Record these. 3 Develop a strategic framework
*%) that quantifies values and
measures outcomes.

opportunities and threats. 7 1 Identify a situation that comprises
2 Discuss expertise, experience, m a customer/user and their
Q passions, and what they would environment.

. o 2 Identify customer/user product Decide on actions and tactics.
3 What skills are missing? or service. |dentify context for
What opportunities can be interaction between user and
pursued as a whole? product. Identify key drivers.

Reflect on gaps and strengths.

> 3 Visually map out multiple future
scenarios: positive, negative or
neutral. Identify key conditions.
Reflect.



ASK: INNOVATION INTENT

Innovation Intent | Version 1.0

The problem we are trying to solve

For whom

\_ Why it matters

How other solution attempts have failed

What will make our solution different

UBC D.STUDIO | | QUAYLE AND BEAUSOLEIL © 2017
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ASK: PROBLEM/NEED FINDING

A problem is the difference between an existing state or situation and a desired state or
situation. It can be an obstacle to a goal or a question raised for inquiry or

consideration of an intended goal. Problems can be presented, discovered or created.

* Presented problems are precise and identified, and have a known method to
finding a solution (e.g. algebra question). A clear solution exists.

« Discovered problems are those that exist and are discovered by an individual or
an organization (e.g. crowded classroom). Many solutions have been proposed and
used.

« Created problems are those that do not exist until an individual or organization
invents or creates them (e.g. Galileo raising questions about cosmology). Solutions

not yet proposed.

UBC D.STUDIO | | QUAYLE AND BEAUSOLEIL © 2017 -



ASK: EMPATHY MAP

. Designed to generate questions about potential
problems;

. Goes beyond the demographic characteristics and
develops a better understanding of user/target audience
(customers/clients, employees and shareholders):

. What does he see? What does she hear?

. What do they really think and feel?

. What does she say and do?
. What is his ‘pain’ or ‘problem’?
. What will they gain or how will they ‘benefit’?

UBC D.STUDIO | | QUAYLE AND BEAUSOLEIL © 2017 5



What does she

THINK AND
FEEL?
what really counts
AS K . major preoccupations
B worries & aspirations
What does she What does she
HEAR? SEE?
what friends say environment
what boss says @ ' friends
what influencers say what the market offers
What does she
SAY AND
DO?
attitude in public
appearance
behavior toward others
PAIN GAIN
fears wants/needs
frustrations measures of success
obstacles obstacles

UBC D.STUDIO | CIRS SUMMER DESIGN SESSIONS | QUAYLE AND BEAUSOLEIL © 2017 53



TRY: PROTOTYPE

CULTURE OF
PROTOTYPING

http://www.dailymotion.com/video/xjmwqt_ideo-s-david-kelley-on-the-culture-of-prototyping_news

UBC D.STUDIO | | QUAYLE AND BEAUSOLEIL © 2017
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TRY: EXPERIENCE JOURNEY

PRE-ENGAGEMENT

What program/service are your
offering? To whom?

What messages do they hear,
see or read about your program?

What are the sources (people
and/or channels) of those
messages?

ENGAGEMENT
How are they engaging with
your program?
(touchpoints)

What is their experience?

a) Good experience
b) Bad experience
c) Neutral experience

UBC D.STUDIO | | QUAYLE AND BEAUSOLEIL © 2017

POST-ENGAGEMENT

How are you following up with
your customer?

What messages you are
communicating to them?

What are they saying about
the experience? To whom?

How/where are they sharing/

communicating their
experience?

25
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TOUCH POINTS

VISITOR KEY MOMENTS

Exploratorium Visitor Experience Map

oxplOnMuur

Marketing

8.
5

Peaple

GET THE IDEA

. S
Where do you support the paths of different visitors? e e
Pre-visit 1 At Expk Post-visit
Places to Go, Things to See
Mobile Dence
Digital Media Grounds Q
e Digitsl Media
° ° &% e Mobile Device
A T 7 oozl SR e o
-0 . Z o
s ’ 1] .
' ’ . )
: Poople : : Food :
4 ‘_ 4 ' ' Peopie
ronsit “ “ 'I ’1
o % ¢
o7, \):' 7
»._ O 7
Places to meet end rest Retall
PLAN THE DAY GET INSIDE DO THE MUSEUM WHAT'S NEXT RETURN TO LIFE
* Secks alcobol * Wants to continue social activities * Plans another date
for the night

Local Adukt

* Rentsa Zipcar

multiple tourist destinations

* Discovers Exploratorium on * Plans day around visiting
travel site

* Discusses with hotel conclerge

Talks with family abost gowng

* Heard about Exploratorium
' on Univision « Learns shout Spanish optioas.

Unsureif it's the right place o Comsiders cost deeply
for them

Hispanic
Family
G, - istriggeredbyfond * Looks up member
" memories benefits
* Receives Exploratorium
Member communications

* Needs to meet friends there

* Asks about Spanish support

* Seeks special member check-in or
benefits

+ Wants to skip line

* Feels extra frustration with crowds

* Buzzed and wansts menchies

* Feels pleased at the depth of
the content

* Needs to keep famdy together, old
and young

* Pleasantly surprised that translation
is free

« Feels pride and belenging

* Looks for favorite exhibit
+ Feels frustration if it isn't there

* Secks spot to rest and recharge

* Gathers the troops

* Feels proud of San Francisco

Image: http://adaptivepath.org/uploads/images/ap_exploratorium_journeymap_2(1).png

* Reviews on Trip Advisor
* Crashesin hotel

* Shares photes with family

* Wants to get mere invohed

27



DO: CONCEPT MAPPING

Use as idea generating and sorting technique:

Combine key observations, insights and factors;

Generate concepts and ideas based on key factors

Define criteria for decision-making

Pursue priority concepts for final prototyping

Development,

cost, | complexity Tme Totd
Tdea* 3 z ( 6
tdea ¥z ( { Z 4
Tdea*s| 4 z 4 1)
Tdea#4| 2 z 4 P
Tdea*s| 4 ( % 4
tTdea®s| = 4 4 u

4 i [y 1 2

Best Worst Yes No

UBC D.STUDIO | | QUAYLE AND BEAUSOLEIL © 2017
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http://dstudio.ubc.ca/research/toolkit/
temporary-techniques/



Suggested Strategic Design
Techniques for Public Engagement

Assumption Dumption

Individual and Team SWOTS

5 whys and 6 universal questions
Eye Phone

Story Share

Role Play

World Cafe

30
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TECHNIQUE: ASSUMPTION DUMPTION

* A simple exercise where you state your assumptions
about a situation or the problem.

 (Generate a rich discussion = understand each other’s
point of view and explore the origins of those beliefs.

* By “unpacking” assumptions, it helps the team dive more
deeply into the problem to discover its true source.

* Reversing assumptions = a fresh perspective on ideas,
values and beliefs.
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ACTIVITY: ASSUMPTION DUMPTION [USES]

« To make unstated beliefs explicit.

» To develop shared understanding across diverse
groups.

* To explore the problems “behind” the problem.
» To identify opportunities for further investigation.
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ACTIVITY: HOW TO ASSUMPTION DUMPTION

«  Working individually, create a list 3-5 comments (short
sentences or words) of assumptions you hold about the
UBC South Campus.

* Note them on post-its and put whiteboard or wall.

* As ateam, group comments into themes.

* Then.... reverse assumptions listed on post-its

« List reverse assumptions with alternate coloured post-it

* Post new post-its next to first ones on whiteboard.

33
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