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UC Berkeley Haas School of Business since 2010
* Lecturer, Applied Innovation and Responsible Business
* Executive Director — Innovation, Creativity, and Design Practice

MBA Innovation Professor Since 2002 Hunter Hunte?
* Frequent writer/speaker [N

* Textbook on Innovation and Technology
* MBA Kellogg / Doctoral work Clemson

Extensive Startup and Corporate Executive
Experience Prior to Academia

* Deloitte, Nielsen, Tech Exec - Successful 9 figure startup exit
* NGO Executive
e Qutside consulting work and workshops: 100+ companies
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This Work In Practice — “Haas@Work”

A Project-Based Innovation Agency staffed by MBAs
* Through the class, Haas is one of the largest design thinking/HCD focused innovation

consulting firms in the Bay Area.
60+ clients, 600+ alumni consultants, 60+ alumni coaches

Some Recent Clients

@ ( intel)‘ $ CyberCube ' PayPal

/ ank workday.
Adobe WASTE ZERO JunipPer. y
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Value + Uncertainty

¢ QOur Sessions |
Horizon 3
Create e':tirely new possibilities and competencies
—
Horizon 2 I
Explore and discover new expansions
s

Horizon 1 I
Maintain & strengthen core business I

L ] .

Time



Research Director
Center for Growth Markets
UC Berkeley Haas

Rupalee Ruchismita



Quick Introductions...

* Name

e Role

* What sport would you
compete in if you were in
the Olympics?
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Our Week Together

~* Three days here at the University
* Concepts / frameworks
* Hands on practice
* Thought leader sessions

* Two days of company visits (San Francisco and Silicon Valley)

* Prep for a 90 day innovation sprint after the program
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7.

Our Journey

. Overview and Design Thinking Mindset”

. Human centered/exploratory research and

discovery

3. Surfacing insights and problem frames

. Ideation and low fidelity validation

. Concept iteration

. Planning for the 90 day sprint

Company Visits

THU

OSBl ICTD sy GROWTH MARKETS

TUE

FRI

Haas



Learn by doing model ...

You Working
(project/workshop)

Us Talking
(lecture)

TIME -2
1 OSBIl ICODuzusmyy BROWTH MARKETS
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Module One — Mindset and Introduction

|¢Xj nnovation creativity
& design practice
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Meet Doug
Dietz

Design Principal at
GE Healthcare
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Original Challenge:

“Per Company Roadmap, time to develop the next-generation MRI machine.”

innovation creativity
15 0 SBI |Cdp & design practice
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Observed: High level of sedation for young patients (“scanxiety”)

- Leads to sedation, which leads to complications

- This made Doug very unhappy.

CENTER FOR
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Observed: High level of “scanxiety” in young patients

Leads to sedation...
... Which leads to medical complications

How might we...

...make the experience less stressful for patients?

© Rochlin 2024 drochlin@Berkeley.edu
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How might we...

...make the experience less stressful for patients?

VS.

... redesign our machines.

CENTER FOR
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http://archive.jsonline.com/b
usiness/by-turning-medical-
scans-into-adventures-ge-
eases-childrens-fears-

— b99647870z1-

: == 366161191.html
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Happy rooms.
Happy kids.
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The key highlights from this story...

1. The true issue was easily observed...but “hidden” in data sets that were not
considered in assessing machine performance.

2. Once surfaced, the issue was an obvious priority.

3. The revised problem framing focused on the human outcome, not the technical
one.

4. All this led to thinking differently — and solving more innovatively.

5. Easily testable. CENTER FOR
OSBI ICdp GROWTH MARKETS
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What do you know (or think you know)
about design thinking (and human
centered design?)

| use it regularly
Some exposure
Aware of it

Honestly — | do not know what we are
talking about

B W

© Rochlin 2024 drochlin@Berkeley.edu

R TeE




-

—

1. “Human Centered”



Human Centered

Design thinking can be described
as a discipline that uses the

designer's sensibility and methods

to match people's needs with
what is technologically feasible
and what (is) a viable business
strategy...

Tim Brown (IDEO)
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User/Human Centered Design

Desirability

Feasibility

© Rochlin 2024 drochlin@Berkeley.edu
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That
Seems
bvious...
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Meta Announcement (Facebook)

Founder’s Letter, 2021

October 28, 2021

We are at the beginning of the next chapter for the internet, and it’s the next
chapter for our company too.

The next platform will be even more immersive — an embodied internet where
you’re in the experience, not just looking at it. We call this the metaverse, and it
will touch every product we build.

CENTER FOR
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Horizon Worlds metaverse app so bad that Meta
has to force employees to use it

Ben Lovejoy - Oct. 7th 2022 4:21 am PT W @benlovejc
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t love it, how can we

Vishal Shah

n-worlds-vr-so

Why don’t we love the
product we’ve built so much
that we use it all the time?
The simple truth is, if we
expect our users to love it?"

VP, Metaverse - Meta
[ )
https://www.th g m/2022/10/6/23391895/meta-facebook
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It is about being user
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our users don’t love it, how

product we’ve built so much
that we use it all the time?
The simple truth is that if
can we expect to love it?

Why don’t we love the
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User/Human Centered Design

Desirability

Feasibility

CENTER FOR
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A Framework for Innovating

“Design-thinking processes counteract
human biases that thwart creativity while
addressing the challenges typically faced in
reaching superior solutions, lowered costs
and risks, and employee buy-in.

By supplying a structure to the innovation
process, design thinking helps agree on
what is essential to the outcome at every
phase.”

© Rochlin 2024 drochlin@Berkeley.edu
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process,

phase.”

structure to the innovation

at every

© Rochlin 2024 drochlin@Berkeley.edu

Harvard
Business
Review,

Casefor
Curiosity
IT CAN IMPROVE
YOUR FIRM’S
ADAPTABILITY AND
PERFORMANCE.

Page 48

b e

NAVIGATING TALENT

HOT SPOTS William Kerr puge 20
INITIATIVE OVERLOAD

Rose Hollister and Michael D. Watkins page e

LINCOLN’S TRANSFORMATIVE
LEADERSHIP Doris Kearns Goodwin rsse us
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Abstract

\1/
Sl
@

Extract Generate
Insights Ideas

Analysis g P Synthesis

Understand Prototype
& &
Observe Experiment

Concrete
CENTER FOR
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Abstract

\1/
Na”
o

Extract
Insights

Generate
Ideas

* Synthesis

Understand
&

Observe

Prototype
&
L xperiment
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ghiderstand Prototype
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Observe Experiment
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Extract
Insights

Analysis ‘ * Synthesis

Understand Prototype

& &
Observe Experiment
Concrete
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Abstract

Extract
Insights

Analysis ‘

Under Prototype
&
Experiment

CENTER FOR

OSBl COD s GROWTH MARKETS
© Rochlin 2024 drochlin@Berkeley.edu i Hoas



51

Intuit D4D — Design for Delight

INTUIT

“D4D IS OUR #1 SECRET WEAPON AT INTUIT. THERE
IS NO #2.” - Scott Cook, co-Founder, Intuit Inc.

DEEP CUSTOMER
EMPATHY

\/

GO BROAD TO
GO NARROW

RAPID EXPERIMENTS
WITH CUSTOMERS

|Cd innovation creativity
& design practice
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DEEP CUSTOMER
EMPATHY

Abstract

N 2

\Il/
Na”
e

Extract Generate
Insights Ideas

Analysis ‘ * Synthesis

Understand Prototype
& &
Observe Experiment e &
e 6 O
A A O
Concrete

OSBI

© Rochlin 2024 drochlin@Berkeley.edu
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GO BROAD TO
GO NARROW

RAPID EXPERIMENTS
WITH CUSTOMERS

|Cd innovation creativity
& design practice
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Observe Reflect Make

IBM Infinite Loop

Discovery Define

PROTOTYPE

Develop Deliver

IDEO / D.School Double Diamond
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Discovery
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’——~

Insights: - = % Problem Frame:
Key findings related to Shaping insights as a “how
your challenge might we” design challenge
k Ideas: .
—
\ Developing a range of ﬁ —_—
\ ’ possible solutions
- |
= De-risk and iterate:
Design research: Concept development = W Key variables to explore
Explore and understand alighment on solutions

Low fidelity testing
Users’ attitudes, needs,

and behaviors

CENTER FOR
” OSBIl ICODuzusmyy BROWTH MARKETS
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Anthropic Example (web)

© Rochlin 2024 drochlin@Berkeley.edu
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The key is that each phase is non-linear...

DIVeR4E CONVERGE
MAKE
CREATE CHOlEFS

CHolcES

W e W WY ey W ey W W amww  g—

The innovation process is nonlinear cycle of divergent and convergent activities.
- Van de Ven

CENTER FOR
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Big 4 Bank Project — Digital Innovation to Attract Young Customers

“To me, the app is the bank”

“Banks are old fashioned...why can’t you be as a
cool and trendy as all my other apps and do

new things?”

“But | don’t really trust most apps to be safe

and reliable.”
CENTER FOR

59 OSBIl ICOD ey GROWTH MARKETS

© Rochlin 2024 drochlin@Berkeley.edu Haas



High

E—

Client
Bank

Regional Banks

Trust
n Breakthrough
, : (Paypal/Venmo)
Most Fintech
Companies
Low
Trendy High

Low ~
? / OSBIl ICODuzusmyy BROWTH MARKETS
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How might we

do both?
Trust/’:rerr:ly . (1 out of 20 HMW) What if we acted as a
imi

opportunity an S Abstract trust platform?

for big banks N (1 out of 100s of ideas)

(1 out of 20 insights) f ”

Extract Generate The “Infinity app":
Insights Ideas like the app store for
Analysis g e Synthesis Fintech.
Understand Prototype (1 out of 12 COﬂCGptS)
& &
Observe Experiment o &
nk :
App as ba _ u Integrations needed
UX expecFatlons ' 222 (1 of several feedbacks)
New service EXPECtatIOHS
Fintech trust concerns Concrete
(4 out of 100s of data points) CENTER FOR
movationcreatty  GROWTH MARKETS
61 © Rochlin 2024 drochlin@Berkeley.edu OSBI lCdp&deS\gnprame
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' Breakouts!

Groups of 3-4...

1. Say hello and
introduce
yourself

* 2. Take turns
sharing your
story and
then your
solution.

-— 12 Minutes
OSBl Ccdpox

© Rochlin 2024 drochlin@Berkeley.edu
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Y

' (@tiffanyalvord)

“Mom locked her
keys in the car

- g4 Now we are just
R Al e D b sitting here
N = 2 | _ '] waiting for the
O A tow truck.”

OSBI (COD ey GROWTH MARKETS

Haas

CENTER FUR
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Key Highlights from this exercise ...

1. Itis easy to assume the problem/root cause, and introduce biases
2. Your problem “frame” drives the solution space

3. A shared understanding of the underlying issue is the key to
unlocking solutions

CENTER FOR

n OSBl ICOD gz GROWTH MARKETS
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Questions or Comments?




Learn by doing.
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Your work here...

© Rochlin 2024 drochlin@Berkeley.edu
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TR fRAT (Phishing)

CENTER FOR

iy GROWTH MARKETS
© Rochlin 2024 drochlin@Berkeley.edu I’wrl{c-lc-yHaas




76

LOTTERY

MEGA MILLIONS

NEWS

KCAL-TV LOS ANGELES

®CBSN

LOS

06-14-19-56-62 (09) DRAW DATE: TUESDAY, OCT 26 82°

© Rochlin 2024 drochlin@Berkeley.edu
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ANGELES

4:29 PM
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& design practice
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amazon prime
p —

https://www.youtube.com/watch?v=FthtB3ctfCM CENTER FOR
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— ) — S P : .
— B b Home Latest @J E-Paper Markets Politics Opinion India News Portfolio T20 World

Home / India News / India ranks third globally for phishing attacks after US, UK: Report O u r fo C u S : U n d e rSta n d i n g
India ranks third globally for phishing attacks after US, what makes peop le
LS. REPOLT vulnerable to fraud/phishing

The finance and insurance sector has become the prime target for cyber attackers and witnessed the highest number of phishing

attempts in 2023, it added ’ . ) a tta C ks )

m
-

g

So that we can design
products / services
/programs to reduce or
prevent it.

55 58
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Module Two — Understand and Observe

|QHj nnovation creativity
& design practice

© Rochlin 2024 drochlin@Berkeley.edu
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Abstract

\l/
Sl
@

Extract Generate
Insights Ideas

Analysis <= e Synthesis

Understand Prototype
& &
Observe Experiment

Concrete
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Insights:

Key findings related to

your challenge

%
\

\
\
'
-~

Design research:
Explore and understand
Users’ attitudes, needs,
and behaviors

’——~

-~ "= & Problem Frame:

Shaping insights as a “how
might we” design challenge

Ideas: .

’
Developing a range of ﬁ —_—
’ possible solutions

y

Concept development
alignment on solutions

De-risk and iterate:

== 9 Keyvariables to explore
Low fidelity testing

CENTER FOR
OSBl COD s GROWTH MARKETS
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Gather info and observe...
with curiosity and empathy
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“Think like a traveler”:
Gather info and observe... with curiosity and empathy

He [Mram

e A L3

=8
2
“
]
—
>
'.
e

. .
A

<8

OSBIl ICODuzusmyy BROWTH MARKETS
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Curiosity is better than
judgement.

(Seek the why behind the
what.)

CENTER FOR
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amazon

"WE'RE NOT COMPETITOR OBSESS
OBSESSED. WE START WITH
NEEDS AND WE W(

povation creativity GHDWTH MAHKETS
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Rupa Customer Obsession Example Here!

© Rochlin 2024 drochlin@Berkeley.edu
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Empathy Mapping




Empathy Mapping

observ«( Y IR TT R LI IEEETETRTRTIPR, | inkerred

" ’ U & s racies
© Rochlin 2024 drochlin@Berkeley.edu Wobl [ & desig
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Says:

“I need to
work remote
(productivity)

”

Do:

Avoids
meetings but
mentors?

92

0%

| need »
Sunc WP
with desian
alevt vext
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be paviing

Cwrigus
aevr
mtsiones

THINKS

© Rochlin 2024 drochlin@Berkeley.edu
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Thinks :
“I need to be
more connected”

Feels:

Stress and
annoyance
with team
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Let’s Practice together

We will watch two videos twice

First time each video focus on what
they say what they do (did)

Second time each video focus on
what they think and feel

© Rochlin 2024 drochlin@Berkeley.edu

OSBI COp
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Post-it Note Etiquette

One thought per note
Readable from 3 feet away

Use a contrasting Sharpie

© Rochlin 2024 drochlin@Berkeley.edu

cdp
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Phishing 1

CENTER FOR
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Phishing 2

FOR
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Share out

o o - Q e
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*Save your notes

\We will need them later

CENTER FOR
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Interviewing Users

CENTER FOR

OSBIl ICODuzusmyy BROWTH MARKETS

Haas




“Speaking to users and
getting to know their day-
to-day is the best part of
my job.

Their feedback drives new
feature implementations,
and helping solve their
key problems is what I'm
passionate about.”

Chloe McConnell

Group Product Manager
Adobe Creative Cloud

105




The Work of Exploratory Interviewing s oo s

You forget about your
self and worry about

their lives.

CENTER FOR

106 OSBIl ICODuzusmyy BROWTH MARKETS
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Haas |Cd innovation creativity
& design practice

e Seek stories

e Understand context

* Find the “why behind the what”

107
© Rochlin 2024 drochlin@Berkeley.edu



Interviewing to Elicit Stories

-
SlElie et Reflection

Build Rapport Wrap-Up

Kickoff
Intro




Example Interview

ACT1

FRIENDLY WELCOME

https://www.youtube.com/watch?v=Qq30iHQ-HCU CENTER FOR

cd
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Introduction Haas ooz

Describe

your
purpose

Outline the
interview

Let them know
their knowledge
is important

CENTER FOR
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Grand Tour Haas cdommm

This is where you get into the meat of your interview

* Open ended questions

* Drive for specific, detailed information about the topic of
interest

* Respondent does 90% of the talking

>
~—

mTalk ™ Listen

* You make it feel conversational with questions that show
your interest and curiosity

* This is not a bar conversation... you can move on
when you hit a dead end without issue.

CENTER FOR
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Formal scripted interview guide vs “high level guide’

112

Childfree Interview Guide

Your Decision: How did you decide to remain childfree?

When/how did you first know?

Why did you make the decision to remain childfree?
Did you have any model couples or individuals who shaped your decision (people whose
lives you either wanted to emulate or avoid)?

Have you considered what your life would be like with children?

What aspects of your life now do you think would be different?

Do you have nieces, nephews, or others kids in your life with whom you have a relationship?
Describe.

How about pets? Describe.

What do you most enjoy about your childfree lifestyle?
What are some of the drawbacks of your childfree lifestyle?

in your decision?
What role

Response From Others:

Did you discuss your
Do people ever assume t
respond?

Have you lost any friends as a re'
Have you made any friends as
Who, if anyone, pressures y
Is there anyone in your li
Have you ever consid
What role does yo
What role does
responses?
What role
How do you

thers reactions?

status (married, play in people’s

responses?

identity (heterosexual, G/L/
'others' reactions to your decision?

Reflections: How do you feel about your decision to remain childfree?

How significant a role does the decision play in defining who you are?

4

VS.

| =

ochlin@Berkeley.ed

High Level Guide

1. Warm up

2. Grand tour:

Tell me about your bank

- Probes and clarification
- Likes/dislikes
- Branch vs on line

Have you used any financial apps
- Probes and clarification

How do you budget
- Probes and clarification
- How do you think others do

lCd innovation creativity
& design practice

it
CENTER FOR
GROWTH MARK

-1

Haas



Haas ICOQ sz
Interview prompts: Tips & Tricks for getting stories

° Sequence — “Walk me through a typical day... then what do you do next?”

° Specific Examples — “Let's take yesterday for example, where did you get
your lunch?”

* Comparison — “Do your colleagues share your lunch habits?”

* Naive Outsider Perspective — “I'm not from Boston, tell me about this
Dunkin’ Donuts thing”

CENTER FOR
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- Haas icopms
Reflection / Wrap up

“Do you have any final thoughts you would
like to share, or any questions for me?”

Ask them for
final thoughts

After you have spent a good deal of time
with the informant, he or she may be more
able to offer up personal insights, describe
their plans, dreams, passions, etc.

CENTER FOR
e OSBIl ICOD ey GROWTH MARKETS
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- Haas icopumz
Taking notes...

* Recording is an option (with permission)
* Third person taking notes works well
* Online: Otterpilot etc

* Jot down quick thoughts that can be easily summarized
* Write a narrative summary afterwards

* Don’t seek to simply transcribe

CENTER FOR
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Your turn to practice

iy

CENTER FOR
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“Black Hats
Finding ways to do fraud/phishing

© Rochlin 2024 drochlin@Berkeley.edu

“White hats”
Stopping fraud/phishing

CENTER FOR
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Phishing/Fraud Interviews

Build an interview guide - 10 minutes
(You will be interviewing each other.)

* Half of you will be “black hats” — design your interview to find what you can exploit

* Half of you will be “white hats” — design your interview to find what needs to be fixed

 Introduction
 Kickoff/Rapport Cues

*  Your Grand Tour \
e Afew prompts :

© Rochlin 2024 drochlin@Berkeley.edu
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Post-it Note Etiquette

One thought per note
Readable from 3 feet away

Use a contrasting Sharpie

| CENTER FOR
OSBIl COD s GROWTH MARKETS

HerkelevHaas
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Interview Practice

Black Hats | White Hats

Round 1 Ask Answer

Round 2 Answer Ask

TIME: 9 minutes each round

CENTER FOR
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Share out

2404 24

CENTER FOR

OSBIl COD s GROWTH MARKETS
Haas
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*Save your notes

\We will need them later

CENTER FOR
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\-/‘7
,  E-commerce

C f Retail 5
1




“I would never by running
shoes online”

“Because shoes are never
the same size.”

“Shoes need to fit well.”

“I try on several pairs. “

o | | 0 D prpeton ezt GROWTH MARKETS
© Rochlin 2024 drochlin@Berkeley.edu BerlelevHaas



“I would never by running
shoes online”

“Because shoes are never
the same size.”

“Shoes need to fit well.”

“I try on several pairs. “

) innovation creativity
& design practice

GROW KETS

HerlelevHaas

125
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“I would never by running

shoes online”

What they said

“Because shoes are never
the same size.”

“Shoes need to fit well.”

) innovation creativity G R O W T H M A H K ETS

126 . . & design practice
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l Global trail running shoes market share, by distribution channel, 2018 (%)

Source; www.grandviewresearch,com

127

® Online

Offline

© Rochlin 2024 drochlin@Berkeley.edu

Zappos

FREE SHIPPING
Zappos always provides
FREE shipping.

FREE 365 DAY RETURNS
Return shipping is always
FREE.

EXCHANGES

You also have the option
to exchange instead of
returning for a refund.



* Introducing Teams!

CENTER FOR
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Questions or Comments?




EEEEEEEEE
TTTTTTTTTTTTT






EEEEEEEEE
TTTTTTTTTTTTT
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WELCOME

Design Thinking

UC Berkeley
Haas School of Business

CENTER FOR
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Module Three — Generating Insights and Problem Frames

CENTER FOR
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Abstract

\l/
Sl
e

Extract Generate
Insights Ideas

Analysis ‘ * Synthesis

Understand Prototype
& &
Observe Experiment

Concrete
CENTER FOR
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’——~

Insights: - = % Problem Frame:
Key findings related to Shaping insights as a “how
your challenge might we” design challenge
k Ideas: .
—
\ Developing a range of ﬁ —_—
\ ’ possible solutions

- \

= De-risk and iterate:
Design research: Concept development

== 9 Keyvariables to explore

Explore and understand alighment on solutions Low fidelity testing

Users’ attitudes, needs,
and behaviors

CENTER FOR
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Organizing Data:

Affinity Diagrams
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Find Themes and Patterns




Cluster by pain points, delights and dilemmas
Name your clusters to be revealing (not just categories)

“You are so ” o3
old fashioned” Q ,,{,3
| DO @\ FeeL
Is this an app Sl e
or a web
page
CENTER FOR
148 OSBIl COD s GROWTH MARKETS
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TEAM TIME

30 Minutes
Affinity mapping and labeling and discussion

bad marriage”

CENTER FOR
* OSBIl ICODuzusmyy BROWTH MARKETS
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Organizing Data:

= Journey Maps

CENTER FOR
GROWTH MARKETS
Haas



TEAM TIME

>Time

CENTER FOR
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Journey Map in Practice

Nonprofits are committed to the RPA process but struggle with
the unclear expectations and complexity of implementation

Nonprofit Customer Journey

S—— engagement

Positive Lack of process . give
experience documentation + not guidance on L Online courses /
enough support to map workflow - _ community good
out RPA opportunity development Zimplementation ,esou,cg f?or Change in
A areas timeline - back and hi
Value proposition & forth with volunteer developers process hinders
awareness RPA usage
No

No clear expectations
on infrastructure, skills Volunteers do not
needed and timeline deliver a constant

post-engagement
support as for

for-profits
customer

A A experience
Pain Points \/‘/

UENITER FUR

- OSBIl COD s GROWTH MARKETS
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30 Minut
. - What are the key steps in luring in a phishing victim

- 10 Minutes on your own - Are these steps about hope/generosity (+) or fear/greed (-) ?
- 20 Minutes sharing
+
>Time
CENTER FOR
o OSBIl ICOD ey GROWTH MARKETS
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Insights:
The bridge between information and action (actionability)

Insight

T
Information Action
CENTER FOR
= OSBIl ICOD ey GROWTH MARKETS
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“l wish there was a way to
have both trust and
modern/ trendy.”

Information T P TR G Action

App is the bank
UX expectations

The “Infinity app”

New service expectations o
Fintech trust concerns O SBI ICC‘Jp movtoncreativity - GROWTH MARKETS

gn practice
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Healthcare digital transformation effort (enrollment)

Client’s Data View (and Bias)

Typical Website User Funnel Company’s User Funnel

R y Selection . 4
— Purchase v

Very high drop-off customer enrollment at plan selection screen rather
than typical “cart abandonment”

:: “We need more plan options and strategies” CENTER FOR

" OSBIl (COD sy BROWTH MARKETS
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Our User Centered Discovery:

* Too much choice paralyzing web visitors
* Fear of omission or overpaying

The insight

* “l wish you would tell me what to choose
rather than offer me more choices.”

158
© Rochlin 2024 drochlin@Berkeley.edu




From Product Offerings to Product Matching

Welcome, let me
tell you about your

Welcome, tell me

more about you.

options.

' CENTER FOR
159 wtioncreativiy - GROWTH MARKETS
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Getting to insights
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A simple formula to help...

User’s Current State

+

User’s Dilemma or Need

Wish, Want, or Change
(Insight)

o OSBIl ICOD e GROWTH MARKETS
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Current State
* Needs to choose, but indecisive about health plans

Dilemma or Need
e Too much choice paralyzing her
* Fear of omission or overpaying

The insight

* “l wish you would tell me what to choose rather
than offer me more choices.”

162
© Rochlin 2024 drochlin@Berkeley.edu



Example

Nonprofits are committed to the RPA process but struggle with
the unclear expectations and complexity of implementation

Nonprofit Customer Journey
Engagement | 1. Current state: unaware .
o | of effort/resources

Positive Lack of process give
experience documentation + not needed to roll out.
enough support to map workflow _ Long .
out RPA opportunity development _|mp_lementat|on
Value proposition & areas tlmehnve - back and ers
forthwithvolunteer | 2 - Dijlemma/need: Over-
No clear expectations promlSIng reSUItS/ROI-
on infrastructure, skills Volunteers do not
needed and timeline deliver a constant

customer 3
experience

Insight: | wish there
was a better way to
plan and estimate what
it takes to use this.

Pain Points

UENITER FUR

163 OSBIl ICODuzusmyy BROWTH MARKETS
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Individually and then share
with your small team: ICCJp SR

& design practice

Current State

1. Look at your affinity
diagrams and journey map.

Dilemma or Need

2. Select a current state, why
it matters (dilemma or need)
and then write an insight.

Insight (wish/want)

3. Post them and discuss
Haas

CENTER FOR
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Problem Framing

CENTER FOR
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From the user...

(the opportunity)




From the user... Toyou...

(the opportunity) (solving for it)

flg— L

e 4
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Problem Finding Problem Solving

I
[
Abslract

N 7

Extract Generate
Insights Ideas

Analysis ‘

Understand Prototype
& &
Observe Experiment o &

Concrete

© Rochlin 2024 drochlin@Berkeley.edu
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’——~

Insights: - = % Problem Frame: ‘

Key findings related to Shaping insights as a “how
your challenge might we” design challenge
k Ideas: .
—
\ Developing a range of ﬁ —_—
\ ’ possible solutions
- \
= De-risk and iterate:
Design research: Concept development

== 9 Keyvariables to explore

Explore and understand alighment on solutions Low fidelity testing

Users’ attitudes, needs,
and behaviors

CENTER FOR
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If | had an hour to solve a problem
I'd spend 55 minutes thinking about
the problem and 5 minutes thinking

about solutions.

— Albert Cinstein —

AZ QUOTES

CENTER FOR
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“Our organization is not good at
problem diagnosis”

N

87% agree/strongly agree

HBR - Thomas Wedell-Wedellsborg

January—February@%ﬁsﬁéﬁ
v OSBIl ICODuzusmyy BROWTH MARKETS
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“A problem
well-stated

is a problem
half-solved.”

-- Charles Kettering,
head of research at GM




“The beauty of the phrase “How might we” is
that it eliminates fear, stress, and anxiety by
supportively implying that there may be
more than one solution.”
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Rephrase your insight as a “How Might We” Question

Insight: “l wish
there was a way to
have “financial
services” that are
both trusted and
modern/trendy.

182

How might we leverage

our trust/reliability
while delivering on our
younger customers’
desire for sleek and
“new” ways to manage
money?

© Rochlin 2024 drochlin@Berkeley.edu

Design challenge created!

- Shared understanding

- Insightful/user centered

- Solvable

- Addresses a user and a “dilemmma”
- Does not embed the answer

CENTER FOR
SBl ICOD ey GROWTH MARKETS
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“My responses are limited - you much ask the right question.”

CENTER FOR
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Reduced data set
warning.

* With more time, you would
build out insights on all of your
clusters, and consider many
how might we frames.

185
© Rochlin 2024 droch in
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TEAM TIME

15 minutes

As a group decide on the most interesting 1-2 insights from your team

10 Minutes

Three HMW Tips

Turn that into a HMW * |Include a stakeholder
* Include an outcome or goal
Write it down!  Avoid embedded solutions
CENTER FOR
SBI ICOD sy GROWTH MARKETS
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FRAME #1

How might we...
make it more
comfortable to work
on your knees

FRAME #2

How might we get
workers off of there
knees?

CENTER FOR
D rgienzesy GROWTH MARKETS
) Haas

© Rochlin 2024 drochlin@Berkeley.edu



Problem frames create opportunity
spaces

* [nnovation is about creating these
e Strategy is about choosing

CENTER FOR
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Module Four — Idea Generation

CENTER FOR
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Abstract

\l/
Sl
e

Extract Generate
Insights Ideas

Analysis ‘ * Synthesis

Understand Prototype
& &
Observe Experiment

Concrete
CENTER FOR
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’——~

Insights: - = % Problem Frame:
Key findings related to Shaping insights as a “how
your challenge might we” design challenge
k Ideas: .
—
\ Developing a range of ﬁ —_—
\ ’ possible solutions

- \ .

= De-risk and iterate:
Design research: Concept development

== 9 Keyvariables to explore

Explore and understand alighment on solutions Low fidelity testing

Users’ attitudes, needs,
and behaviors
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Great ideas come from everywhere
if you just listen and look for them.
You never know who's going to have
a great idea.

— Sam ([Jalteon. —

AZ QUOTES
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Best Practice
1. Ideate (solo) and then
2. Iterate (group)

|l INDIVIDUAL CONTRIBUTORS AND &MALL GROUPS
- GET THE TIME AND SPACE TO THINK ABOUT 5
THEIR SOLUTIONS, LEAVING THE BIG GROUP
BRAINSTORMING JUST FOR FEEDBACK.  ~

8 thedesignteam.io/the-brainstorm-session-4eb5fc03eab3Rochlin 2024

IT ENCOURAGES US TO BE MORE ENGAGED IN
THE CONVERSATIONS AND INVESTED IN
SOLVING THE PROBLEM.

- WE COULD JUusT
S5HOW THE CHOICES
IN A ROW

WHAT ABOUT A
DROPDOWN MENU7,

DROPDOWN MENUS
HIDE THE AVAILABLE

OPTIONS.
40 NOBODY LIKES MY
DROPDOWN IDEA? FINE.

AND MAKE THE MOS&T
COMMON OPTIONS
MORE ACCESSIBLE!

CENTER FOR
GROWTH MARKETS
Haas
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Note: The other type of idea generation

e Relaxing the brain’s “executive function”
leads to creativity.

* When you're not actively working on a task,
your mind is subconsciously collecting ideas
and processing things to prepare you for it.

* “Ideas that took longer to excavate were
more likely to be truly innovative.”*

* https://insight.keIIogg.northwestern.edu/article/keep-brainstormicg—iqﬁﬁ:r]g@tn/e-cliﬁ

OSBIl COD s GROWTH MARKETS

HerkelevHaas
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Say hello to my little friend

ChatGPT, Anthropic, CoPilot
are decent first round
ideators, if you have a well
phrased how might we.

CENTER FOR
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ChatGPT4o0

How might we leverage
our trust/re“a bi|ity while Leverage design -- (Interface, personalization extras)

delivering on our younger

customers’ desire for
sleek and “new” ways to Cross platform —- Fintech integration, bots

manage money?

Innovate on security -- biometrics, simple/multilayer

Gamification -- rewards, challenges

CENTER FOR
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%83188 < 0 D Drafts / Untitled v
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As a group activity...

e Defer judgement

* Encourage wild ideas

* Build on the ideas of others
* Go for quantity

* One per idea post it

CENTER FOR
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Crowdsource while avoiding group think?

Teams can make worse decisions than
individuals by relying too much on widely
understood data while disregarding information
possessed by only a few individuals.

Listen and learn, don't rush to consensus.

https://www.nngroup.com/articles/common-knowledge-effect/

CENTER FOR
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Jot e
(/amf’/ﬂb
ThowhZf -
Wores o
Z‘C’ t?llf}r ;ib>-
Scay /

Post it note etiquette

* One thought per note
* Notes should be easy to scan
* Synthesize and summarize

© Rochlin 2024 drochlin@Berkeley.edu
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TEAM TIME

5 minutes

Write ideas silently on post its at least 3 per team member — so don’t overthink

20 Minutes

Each team member share/elaborate on your ideas
2 minutes per team members share
2 Minutes of clarifications and “yes and”

15 minutes

Group similar ideas

5 Minutes

Pick one group as a favored solution

© Rochlin 2024 drochlin@Berkeley.edu
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Module Five — Prototype and Experiment

CENTER FOR
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Module 1 Mindset

®

Module 4 l ,
@ Module 3 * Problem frame O

* Organizing and synthesizing Abstract « Exploring creative solutions
unstructured data NP \ ' /
* Insights Na”
Extract Generate
Insights Ideas
Analysis Synthesis

Understand Prototype
& &
Observe Experiment

@Module 2

* Design research/ethnography
Concrete
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Insights: - = % Problem Frame:
Key findings related to Shaping insights as a “how
your challenge might we” design challenge
k Ideas: .
—
\ Developing a range of ﬁ —_—
\ ’ possible solutions

- y " 4

= De-risk and iterate:
Design research: Concept development

== 9 Keyvariables to explore

Explore and understand alighment on solutions Low fidelity testing

Users’ attitudes, needs,
and behaviors
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Clarifying your concept
and the many design
decisions

CENTER FOR
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“Iterating”

“Repetition of a procedure
applied to the result of a
previous application,
typically as a means of
obtaining successively closer
approximations to the
solution of a problem.”

213
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Business
Model
Generation

EBLABER

& Business
3 Model
Generatie

Business
Model |
Generation
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Value to our users/target

Desirability

L e _ ,
Building it... et Making money at it...
CENTER FOR
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BUSINESS MODEL CANVAS

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER RELATIONSHIPS | - CUSTOMER SEGMENTS

Who are your key partners? What are the activities you per- What is the value you deliver What relationship does each Who are your customers?
form every day to deliver your to your customer? What is the customer segment expect you
value proposition? customer need that your to establish and maintain?

value proposition addresses?

KEY RESOURCES CHANNELS

What are the resources you How do your customer seg-
need to deliver your value ments want to be reached?

proposition?

COST STRUCTURE REVENUE STREAMS

What are the important costs you How do customers reward you for the
make to deliver the value proposition? value you provide to them?

@OO®® DESIGNED BY BUSINESS MODEL FOUNDRY AG @ Strategyzer : EAHA RKETS
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Haas



217

BUSINESS MODEL CANVAS

KEY PARTNERS

Who are your key partners?

3™ party

machine
manufacturers

KEY ACTIVITIES

What are the activities you per-
form every day to deliver your
value proposition?

-Coffee
procurement

-Marketing
-Logistics
- Pod return

KEY RESOURCES

What are the resources you
need to deliver your value
proposition?

-Pod factories
-IP
-Branding

- Data driven
CRM

VALUE PROPOSITION

What is the value you deliver
to your customer? What is the
customer need that your
value proposition addresses?

DIY

Espresso

CUSTOMER RELATIONSHIPS

What relationship does each
customer segment expect you
to establish and maintain?

Direct to

consumer

CHANNELS

How do your customer seg-
ments want to be reached?

Machines:
Retail

Pods:
Online
Boutiques

CUSTOMER SEGMENTS

Who are your customers?

Upscale
homes

Office

and hotel

COST STRUCTURE

What are the important costs you

make to deliver the value proposition?

m

Low margin

W ETITES

REVENUE STREAMS

How do customers reward you for the
value you provide to them?

High margin pods

@ @ @ @ @ | DESIGNED BY BUSINESS MODEL FOUNDRY AG

ional License,

This work is licensed under a Creative Commons Attributi
http// i

ttp: ons.org/li /by-5a/4.0 or send a letter to Creative Commons,
171 Second Street, Suite 300, San Frandisco, California, 94105, USA.

(2) strategyzer

strategyzercom
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What is it? JWhat value JHow/where] Who is this
does it is it for?
provide? delivered?

CENTER FOR
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BUSINESS MODEL CANVAS

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER RELATIONSHIPS g CUSTOMER SEGMENTS

Who are your key partners? What are the activities you per What is the value you deliver What relationship does each Who are your customers?
form every day to deliver your to your customer? What is the customer segment expect you

value proposition? customer need that your to establish and maintain?

value proposition addresses?

Why Who

YAV

KEY RESOURCES CHANNELS

What are the resources you
need to deliver your value
proposition?

How do your customer seg-
ments want to be reached?

COST STRUCTURE REVENUE STREAMS

What are the important costs you How do customers reward you for the
make to deliver the value proposition? value you provide to them?

@OO0®0® DESIGNED BY BUSINESS MODEL FOUNDRY AG @ Strategyzer : [I:\]AHA RKETS

2 19 strategyzer.com
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Concept name

Build a version of a

Canvas 1.0 What is it? What value does J§ How/whereisit § Who is this for?
. it provide? delivered?

* Discuss variations

e Consider what needs to
be tested as a resulit.

CENTER FOR
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221
Haas

© Rochlin 2024 drochlin@Berkeley.edu



Low Latency
Prototyping

CENTER FOR
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DEADLINE = MENU READ NEXT: LeBron James Gives Los Angeles Lakers A... GotATi

HOME / BUSINESS / NEWS

Quibi To Shut Down, Ending $2B Streaming
Experiment — Update

By Dade Hayes, Jill Goldsmith, Dominic Patten
October 21, 2020 3:23pm

101 ADVERTISEMENT

COMMENTS

°Quibi

Your Privacy Rights

Penske Media Corporation (PMC) uses first and third-party cookies, pixels, scripts and similar technologies to enable PMC and third-party service providers and partners to collect information about you and your intera



Purpose of prototyping

* Align

(ideas and features)

* Learn

Target customer feedback

* |Inspire
Bringing it to life

CENTER FOR

O preneeeniy GROWTH MARKETS
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b‘
Why do gigantic companies maﬂe up of insanely intelligent
people make bad decisions? Because they rely on persuasion
and PowerPoint, not experimentation.

Scott Cook - Intuit

ww.fastcompany.com/3020699/why-intuit-founder-scott-cook-wants-you-to-stop-
0-your-boss



A large component of concept development is “de-risking”

A

Cost of
Failure

»
»

Development Time CENTER FOR

* O SBI ICdp GROWTH MARKETS
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Cost of
Learning

STRENGTH

. TEST

ROUGH LEARNING
MODEL

Development Time CENTER FOR
- OSBIl ICODuzusmyy BROWTH MARKETS
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Value of rapid low cost testing (agile/iteration)

A

© PILOT
T3 O
= S
38
Sl STRENGTH
‘ TEST
ROUGH LEARNING I
MODEL MVP
(minimum viable prototype)
Development Time CENTER FOR
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rr

Using the engineering team to build
and release actual products in order to
try out an idea is considered the
slowest, most expensive way to learn.

Marty Cagan

Founder, Silicon Valley Product Group

CENTER FOR
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https://medium.com/@ DCoIIective_BER/when-you-show-a-haIf—baked-idea-to—an-impoctEN—f'ﬁﬁt-lz_daﬁ)aﬂmm
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https://www.youtube.com/watch?v=d5_h1VuwD6g
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Can you do a $100 Dollar Experiment?

ddNE ]vem NIDPEREIDIDOLOGCARS
~ . G W56 D

e X ILED]S
LG ou727792 * ;b AV ERTCH

FOR ALL DEBTS, PUB

T o

100" . ' b/ 4 ™ ’ \ .
07 o R j_{: | e _ oty 1. 17764

rssste fied 7?:

mfﬁn,m'z,sz .2

-ﬂré;'ﬁ"d&c vile ) 1 Zolou’da& e
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There are dozens of
prototyping ‘methods

What's important at this
stage is not the fidelity...

...it’s that your prototyping
clearly communicates your
concept and allows you to
learn something key to
solving your design

challenge.
CENTER FOR
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Quick n Dirty

* Demonstrates the core functionality of the
concept in physical form.

* Augment with roleplay, video, gestures to
add interaction.

* Great for: products, services with a
physical component.

CENTER FOR
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Storyboard/wireframe  # el (I S o

: it g e ) ’ | MEN! ] \

* Conveys the sequence of Wi B [\t’ N VA
steps involved in helpinga ——— L2 ____

user achieve a task/goal. e el b Tue! Gyt s o wp

* Great for: Experiences that .
are hard to recreate, or

visually unigue. ’ﬂ//
yHE (N /

Efroav 8oARD # |

CENTER FOR
povation creativity. - GROWTH MARKETS
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Skit

* Bring the user experience
to life.

* @Great for: complex user
experiences, or illustrating

how the product influences
the customer ‘journey’.

240
© Rochlin 2024 droch



Paper / Interactive

e |llustrates a workflow/UX in
software or an app;

* Paper prototypes or digital,
slides (PPT, Invision etc.)

e Great for: software

CENTER FOR
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Tomorrow’s Press Release

* Envision the direct effects of
the concept on users and
systems

* Great for: all prototypes!

Every project or product at Amazon
starts with a press release that
features sample customer quotes.

https://www.inc.com/john-koetsier/why-every-amazon-meeting-has-at-
least-one-empty-chair.html
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There must be an app for that! (Invision/XD/Sketch)

Houseparty

Houseparty

€ UPDATE
UPDATE 4.8 %k k kK

4.8 % % Kk k ]
X Houseparty is the face-to-face social network

where you can connect with the people you care
about most. The app makes connecting face to

What's New Version History

Hello. Bonjour. Hola. Ciao. Welcome to the
(translated) Houseparty.

Preview

face effortless, alerting you when your friends
are “in the house” and ready to chat so you can
jump right into the conversation. The same goes
for you opening the app! Your friends will know
you're in the app and ready to chat, so they can
join you (...because rejected calls are so last
year). Houseparty is truly the next best thing to

hanging out in person. See your friends more
often on Houseparty.
Invite your friends to join
the conversation. Questions? Comments? Just want a friendly
hello?
hello@houseparty.com

M Twitter/instagram: @houseparty
= — Y Life On Air, Inc

98 egunssann velor
€ Comermns s
[ 7 s, Ratings & Reviews See All

outof 5
| ¥ s w

O i
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Build a collaborative
Version One
Prototype

30 Minutes

CENTER FOR |
OSBl COD s GROWTH MARKETS
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Pitch prep — 30 minutes

Build a 5-minute pitch for your idea to stop Phishing/Fraud

CENTER FOR
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I(l

1. Persona (a typical “user”/buyer) and

their problem

2. Key Insight(s)
3. How Might We...
4. Ideas
5. Our V1 concept and what we want to
learn next
CENTER FOR
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Story Shape

¢ a The

Your User &/ Q0op FORTVNE Answer
(Hero)
Their
issue
BERINNING ' ‘ —ENP
|'| h’é |
To1 FORTUANE MAN JN HOLE
__.__ER FOR
OSBIl ICOD ey GROWTH MARKETS
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I(l

1. Persona (a typical “user”/buyer) and

their problem

2. Key Insight(s)
3. How Might We...
4. Ideas
5. Our V1 concept and what we want to
learn next
CENTER FOR
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Using your iterative work.

!

CENTER FOR
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Abstract

N

\1/
N
@

Extract Generate
Insights Ideas

Analysis ‘ * Synthesis

Understand Prototype
& &
Observe Experiment

Concrete
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’——~

Insights: - = % Problem Frame:
Key findings related to Shaping insights as a “how
your challenge might we” design challenge
k Ideas: .
—
\ Developing a range of ﬁ —_—
\ ’ possible solutions
- |
= De-risk and iterate:
Design research: Concept development = W Key variables to explore
Explore and understand alighment on solutions

Low fidelity testing
Users’ attitudes, needs,

and behaviors

CENTER FOR
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The key is that each phase is non-linear...

DIVeR4E CONVERGE
MAKE
CREATE CHOlEFS

CHolcES

W e W WY ey W ey W W amww  g—

The innovation process is nonlinear cycle of divergent and convergent activities.
- Van de Ven

CENTER FOR
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“There must be a better way...”

The Cone of Possibilities

Unlikely but
interesting

Open up
your thinking Iou e here

Plausible and
\ interesting

What you believe

/ and expect
Plausible
time
> 0SBl ICODEZ‘;“S?SS;;’Z‘?EZ“Y GROWTH MARKETS
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Citi ventures funnel CItl VENTURES

Increase the volume ... the velocity & ... the funding for ...to get
of interesting ideas... — " effectiveness of T validated "  breakthrough
experimentation... proofs-of-concept... solutions.

FOCUS EXPLORE PROTOTYPE

PILOT SCALE

($) ($%) ($5%) ($5%%)
MICRO-GROWTH HIGH-POTENTIAL GROWTH CENTER FOR
OPPORTUNITIES OPPORTUNITIES wiy  GROWTHMARKETS
258 - citi VENTURES
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a\

PROTOTYPE

A

POINT OF VIEW IDEATE

vl -

UNDERSTAND

OBSERVE
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https://bit.ly/WORKGUIDESBI

OSBI HerleleyHaas

Design Thinking Handbook and Work Guide

2024 Design Sprint

® Dave Rochlin 2024 - All Rights Reserved.
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Your full work and workplan in one place

e [Project Topic owwee Team X O e
-

RN — R | e it i et wou | e Wl | s iy
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A team working on “remote work challenges”

il
': 1
B
1 i
i il
i
1t
I
|
«
i
i

()

Fo—— B JFE ae |
® == ‘_ ' ' - .~:‘- Mﬂ t%_\ - Y

* OSBI  CODmmmy  GHUWIH MARKETS

© Rochlin 2024  drochlin@Berkeley.edu Haas




Some links

Sprint workguide / summary  https://bit.ly/WORKGUIDESBI

Murals Workspace
« Team 1 https://bit.ly/SBIHAAS1

« Team 2 https://bit.ly/SBIHAAS2
« Team 3 https://bit.ly/SBIHAAS3

« Team 4 https://bit.ly/SBIHAAS4

. OSBIl ICOD ey GRUWIH MARKETS
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https://bit.ly/WORKGUIDESBI

Sprint Planning

How will you communicate/meet?

What is your project focus is and who is the user?
* Take time to discuss while we are here.

What are some research sources?

Who will you speak with?

Interview Guide ideas

Next time we meet (online) you should each have 2-3 interviews completed

CENTER FOR
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