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THE DESIGN THINKING PROCESS

INSPIRATION




DESIGN THINKING L

1

DISCOVERY

X

I have a challenge.
How do I approach it?

2

INTERPRETATION

0O

Ilearned something.
How dol interpret it?

3

IDEATION

?

I see an opportunity.
WhatdoI create?

FECYCLE

EXPERIMENTATION

&

Ihave an idea
How do I buikd tt?

NUFORY

EVOLUTION

&

I tried something new.
How do I evolve it?

STEPS

1-1 Understandthe
Challenge

1-2 Prepare Research

1-3 Gather Inspiration

2-1 Tell Stories

2-2 Searchfor Meaning

2-3 Frame
Opportunities

3-1 Generate
Ideas

3-2 Refine Ideas
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4-1 Make
Prototypes

4-1 Get
Feedback

5-1 Track
Learnings

5-2 Move
Forward

number of possibilities
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PHASES

1

DISCOVERY

®

Understand the
Challenge

Prepare Research

Gather Inspiration

2 3

INTERPRETATION IDEATION

SO

Tell Stories Generate ldeas

Search for Meaning

Frame
Opportunities

Refine Ideas

4

EXPERIMENTATION

1

Make Prototypes

Get Feedback

S

EVOLUTION
Track Learnings

Move Forward

I O74E Toolkit Steps
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CREATING A CLIENT ECO-SYSTEM  NUFOR

Growth Strategy

How weplan to grow and what we hope our organisation wil be in
3 years, do weplan to sell and # so to whoand when?

T

Partners Value Channel Market
Proposition Segments

Who will weneed to partner with or the input
we are dependent onin order to
develop/deiver the value proposition. How
does wefl the gap? How much it wil cost
to initally develop the
value proposition and
how much it wil cost
to subsequently
market and dever it?

Capabilities Pricing Model

How we wil price the propositon, //,_A§
The ofer to the consumer., including whether it be fxed, variable or / Y
The skils weneed in order to create the how and whyit addresses their need/ subscription pricing. Includes '6/\:‘ / What group(s) of people beneft from
value proposition, particularly the team fufills their job to be dane alternative sources of revenue, N\!%/ value proposition, how many there are

How consumers themselves would particularly important # the now and in the future
describe the beneft consumer is not expected to pay

\ 4
Compelitive Strateuy Client Eco-System

Who the existing competitors are and how we wil react to them and
likely new entrants into this space. why wil we win?

How the value proposition is
$ defivered to the customer
(distribution channel) and howit is

communicated to them (marketing
channel)




