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About the IDK Design Thinking Toolkit

IDK 25t BT AERG N

This guidebook, part of the IDK Design Thinking
Toolkit, is designed to be an introduction to design
thinking and aims to help fresh learners to kick start
the design thinking process. Yet, if you already have
a basic understanding of design thinking, you might
be interested to take a deeper look and explore its
possibilities for further applications.

The beginner's toolkit consists of a few components.
This guidebook is the backbone of the experience
providing step-by-step instructions, while the prompt
cards can be used as a supplementary or standalone
tool for inspiration and teamwork. Throughout the
different stages in the process, you may switch
between the two to get the full experience. You will
also find videos on our website which might assist you

to embark on your very own design thinking journey.

This toolkit can be used by both an individual or
a group. However, we recommend you to invite
friends or coworkers to experience this design
thinking journey together, as creativity often comes
from bouncing ideas off each other, and innovation
often sparks from co-creation. Moreover, the design
thinking experience isfun and best shared with others!
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(write your name here & _E{RHVEF)

Are you ready to
get hands-on
and minds-on?

EEEHFRIEAH TS ?

Welcome on board! Are you ready to begin your ol | EETFEREMMNRAAEBERIETIE? 54
design thinking journey? This guidebook will FRBEAMNELEEEAES o AT » 2R
introduce the basics that you will need. Before we P94 T AR S B4 S LR o

begin, let’s learn about what design thinking is.



Introduction

What is Design Thinking?
Eﬁm:ﬂn'l'lu\ﬁﬁ ?

When you hear “design thinking”, you might
assume that it is something only for designers and
artists. In fact, design thinking is quickly gaining
traction in different sectors in society and is widely
adopted by businesses, governments, schools
and many other organisations. It is a methodology
of creative problem-solving that equips you with
effective tools, processes, but most importantly a
mindset that everyone can use to solve lingering
problems, catalyse innovations, create new values,

or even spur organisational changes.

Design thinking is a lens helping us to get a clear
picture of the problems at stake and to achieve
the best solutions. It brings underlying issues
to light and prompts us to realise unobvious yet
effective answers, leading us to jump out of our
usual thinking routes and analyse issues with a hu-

man-centred, empathetic and holistic approach.
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Why Design Thinking’ When is Design Thinking Most Effective?

HEERHA

The human-centred perspective of design thinking
provides valuable insights to existing situations.
Oftentimes, a product, service or innovation fails
to deliver the expected outcome because it falls
short of the users’ needs at some point. Through
design thinking, we empathise with the users and
perceive what they think (and feel), such that our

solutions become more valid.

stBiE ? EERBRBRREE

et BHEBHFIEUABEBEDRAIBE
WRBERE - AR > B~ RBIVBIIBER
FEFRTRHARLR » T ERMREMRE S EARERE
ARBE - BEREM > ROAURELAAR
XAEE  YEEMETHMANSEE (R -
LURIET B YF HUREIR T 58 ©



a7

Here are some sweet spots where design thinking R BETUTBERINRERASEE

works best:

When an existing product or service
no longer satisfies evolving user needs

E—ERFERNRBEREREFEHRENARTE

Design thinking helps to
uncover the current shortcomings
and explore future market needs

et BB TRERARZE  RRRKLIERE

When innovators or startups are
creating something new

ERMENNR AR ERENRER

Design thinking helps to
reveal innovation opportunities
and evaluate your ideas

s at BHERERBERIMEE - SFERIEER

When organisations are
going through structural change

ERETEEETRBER

Design thinking helps to

instigate reform grounded on
existing constraints and be proactive
to tackle future challenges

JEt B E R R F IR G (R EE
FENFEE R RDEEL




Introduction

The Design Thinking Process
a2 5t B AR

There are many different design thinking frame-
works, but all of them share a similar trajectory. A
typical design thinking process begins with identi-
fying problems, followed by defining the crux of the
issue. We then come up with possible solutions, and
ultimately devise and implement an effective plan.

The Double Diamond model, proposed by UK
Design Council, is the one that we are following in
this guidebook. It features four stages, and involves
two rounds of divergent and convergent thinking.
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The Double Diamond model #£§%H {58!

Understanding People’s Needs TEAKRE

What problems are people facing in the situation?
Dig out as many observations as possible.

BFNERT > AME@HEERE?
BIBHS BB -

Defining the Right Problem 3T & & 78

What insights can be learnt from analysing the findings?

Define the underlying problems before taking further actions.

DHBRME > AEEERRIR?
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— DEVELOP g8

Ideating Possible Solutions 1B fE /5 %

What are the different ways to solve the defined problem?

Explore with creativity and imagination.

BEEEFRARBRESRTHME?
BEFEATNEGES -

DELIVER 117

Prototyping and Implementing Ideas S§ 8¢RI B B I8 A85%
What solutions are promising to be implemented?

Make prototypes and bring them to evaluation with real users.
ML R AR ER ?

SUESER > BEIFAZKAERTE -



Know more :2#iES

There are many different design thinking
models advocated by various organisations.

Some commonly known models include:

The 5-stage model promoted by the d.school of
Stanford University. It starts with empathising.

TRAEKRE d.school 1Z18RY 5 {ERSERAELS »
N TRES =) {ERH -

The human-centred design process put
forward by design consultancy firm IDEO. Just
like the Double Diamond model, it diverges

and converges twice.

R EH M AT IDEO REBHRMAASRS
BHEBE - CIREFREE 1K > FRAK
FRMMR o

The innovation spiral advocated by NESTA,
an innovation foundation. It focuses on
amplifying the solution’s impact.

H A% 48 NESTA (B BRI FriRhE - EE
ERBARBEM -

During your design thinking journey, you may use
our prompt cards in some of the selected methods
(indicated with icon) to help you ideate and
empathise. Worksheets are also available online for
some methods (indicated with @ icon).

FRAKBERRESER BMHER > EF
RERNR BEEIEE

Empathize

Prototype

Inspiration Ideation Implementation

/ NN

Generating
Ideas

Changing

Opportunities &
Systems

Challenges

Developing
& Testing

Growing &
Scaling

Making the case

Delivering
& Implementing
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Introduction

Choosing a Topic
HETHE

Are you a start-up entrepreneur leading a team to
develop a new service? Or are you a teacher attempt-
ing to enhance your students’ learning experience?
No matter what situation you are in, design thinking
can be applied to help you understand and analyse
your situation and make better design decisions.

By using this design thinking guidebook, you will
choose a topic to work on and devise a solution.
Think about which area matters to you most.

REMRIEER » [EEREEZXHAEMRT ? X
REMBENZBLEEBRE ? TREFER
Rt A E BN RIEMAM DB » FHRIE
BBIREHRE -

BEAREEFR > RERMHE—EEENE
B BERASE - REREMESEBHRMS

REE?

Examples of topics I8H EEHIF

AR

e Creating a new service to meet evolving cus-

tomer expectations

e Developing a new marketing campaign for
your product

o FRMIRT - WmEFERENZRIE
o RIFNERBFI2MTHIHEREE

™"

Public Services A% R7E

Making postal services relevantin the digital era

Designing new public spaces that citizens
would enjoy using

FEEERARE > 2MEBBRE
Rt HREHNZEZHPHEHHAHER



Have you thought of a topic to work on in the B&EEHFEIZENSDRABEGEET > EFFHR
upcoming hands-on design thinking exercise? If gy 287 IE ? BUIREE K —F 28 > (Rt
you are working with a team, you may have a frank WD = TEM B EFRL o SEN B
discussion on the potential opportunities and BLNASHEE BREEESEENEE
tl\i o

limitations, yet make sure the team listens to each
other’s hopes and fears and understands why the

proposed topics matter.

Tech Startups #4718l

» Developing a new curriculum for future learn- e Developing a new mobile payment service

ing needs e Perfecting a beta-version product

o REEHFRARKRE

o EERAFHRER

* Redesigning the learning environment for
more enjoyable school life

o WERIHRE > MERKBBEE
o WEBBIREG > MEEEBNRELRE



Introduction

The Benefit of Adopting Human-centric Design

AR ERITEE

Design thinking focuses on understanding human
needs. By putting people first, innovations are
developed by emphasising its desirability, and
further balanced by its business viability and tech-
nological feasibility in implementation. The Desir-
ability / Viability / Feasibility model not only guides
innovation teams through the design thinking
process, but also helps them evaluate the practi-
cality of solutions, envisioning whether they will be
successful in the long run.

RABEEZEETRANTEZ - EERAREEE
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RAIFH A% > EMUAITRN B EMEE BN
MEITHETE - TRRERMBET &l
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RBVEEE > EAEFTE D ERNBERATIE - BEE
REGEMI -

The three lenses of human-centred design AZ:&FHN= AR ER

Do people want it?

(from human perspective)

AR5 ?
(REAFBE)

Feasibility
30 EIEE)

Canwe do it?

(from technological perspective)

HMIAESHEIS ?
()

Design innovation

TR R

Desirability
AR®BR
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Stage 1 - Discover

DISCOVER is about

uncovering new knowledge in
things you come across every day
but don’t understand.

ERSR ) JRAE H RS rh B DR T AR A

With the topic decided, we will start off by under-
standing the issue better. The first stage is the time
for discovery. We gather useful information about
the stakeholders and the current situation, which
can take us to useful findings, insights and inspi-
rations. What is particularly crucial at this stage is
empathy. We must put ourselves in the shoes of
the stakeholders to understand their real needs.

Observe and gain insights about the situation
Discover underlying user needs

Gather as many findings and knowledge resources
as necessary which we can refer to at later stages

(O,

Take pictures and put them
together to create a visual

Learn people's experience
through conversation and

gallery observation
HTRR > BEEN—ERE BBHFENER  FATH
Bl FHENBERER

SJMEBER > HFAEATEATRATHEE -
F—EfERE RER1 - RAITRERRARFNE
MIRFBERNESR > RPSHAERER - AR
BR - WEERF > RAREBEGFEREDC > 1)
SRt TEARFHENEERE -

HERS EANRNERNE RS
REBERRE
KBTI B AMAE R > (R
B

Order and prioritise what
matters the most by sorting

Map out significant events
and user interactions across

visual cards time
BEFEnE - BIBREYNE HEFILHEESHNAR
/=2 I=1:)|
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Example 1 fil+F 1

HEME RS R ERTHRERNE -
S EIET S5 S 8 B SR N ERAR Y A o RS
fh > P U RBRABEHE - RFES
BHIA o

A headphone manufacturer is trying to improve
the sales of a few selected products. They may
begin by analysing why their sales performances
are not meeting the expectations. The team may
diverge their thoughts as broadly as possible by
looking into different directions at this stage:

Are the functions of their headphones
satisfying their customers' needs? Is it
possible to interview the users so as to
listen to their first-hand experiences?

IhAES T > EmAEREEEHRENB? )
HEAR - KREMFIRRS AR ?

How do people use the products? Is
it possible to learn about how users
interact with the products in context
via observation?

AFIfEIERER ? FILGEEHE > 7
RARAZEREHNERERS ?

/’\

What are the promotion channels? Are
the points-of-sale effective? Are they

reaching the target audience?
EREHMEEERE? HEMBNSE ? 5
$IRE B IREERBLIS ?

Can they do a comprehensive survey
to understand prospective buyers (e.g.
demographics, budget)? Is it necessary
to develop new products?
ALETEZERE > HRBEETEER (F
MEHSR  BEREYS) *AVERE
MERS?

How are their products doing compared
to their competitors, say in terms
of functionality, appearance, brand
attributes, market positioning, etc?

AR EMRBHMBEFHFMEL > REW
fa ? ETLATETDAE ~ SPEL « mARMEM « Ti5
EUEHEEEE -




Stage 1 - Discover
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Example 2 fjlF 2

A healthcare centre has a low staff retention
rate. Employees quit their jobs often. It is said

that long working hours is the main cause.

Can they interview employees to learn
about their working experience and
map out their daily journey? How did the
employees feel?

BIEAREET » TRERMMINTEREE > I
IHBEEIEREB?EIMEEER

272

Has anyone tried to do something to
mitigate the situation? What was the result?

EANEHBREBERS ? MW E ?

Now it's your turn to work with your situation. Try to
get as many findings as possible. The methods in
the following pages may help. You do not have to
use all of them. Depending on your topic and the
time you can start by picking one or two methods
that are the most effective in your case. You may
work individually before sharing your findings, or
collaborate in a group from the outset.

Tips /it
® Remember to observe with fresh eyes

® Think about what is new and interesting to you

e Be human-centric - use your empathy

12

—XBRNEIREARS
BEARATRAZIRE

> BHEETRER-
Eo

Where have the employees gone after
leaving the healthcare centre? Do they
work at other centres, or switch to other
industries?

ETMBEREHIAMEIF? SEHMEP
CMERE R EIRBIRIITE ?

Is it possible that other causes are
leading to the problem?

ErAER RSN R E SR RS ?
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UABE > SRAREBELEEN




%1 - RR

Photo safari is a tool for studying experiences sur-
rounding user groups. Researchers observe daily
experience of users and take pictures for record.
Alternatively, users are asked to take pictures of
things, places or anything that are important to
them. By putting together the photos they have
taken, we get a comprehensive and visual impres-

sion of their needs, perceptions and feelings.

The focus of photo safari is to gain new insights
and inspirations, rather than just collecting factual
information. You may compare the photos from
different participants and try to find similarities
and differences. You may even ask them to share
the stories behind.

A visual repository that conveys non-verbal details

Gives us insights about the perceptions and
feelings of users

An understanding of people’s activities, inter-
actions and context

A photo wall with the collected photos organised
in a way that highlights certain insights.

2
&
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Stage 1 - Discover
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Talking to stakeholders and observing their daily
experiences is a very useful and direct way to
understand their needs. Having a conversation
with someone and learning about them sincerely
may sometimes bring a 180-degree turn to your
assumptions. The goal is to encourage them to
reveal things they have taken for granted and un-
derstand what matters to them.

On top of interviews, you may even shadow
selected people and document what they
encounter in an unobtrusive way. Empathy is
particularly important in these methods. Through
understanding their experience, we get a clearer
picture of the stakeholders' interactions, barriers,
touchpoints and opportunities.

Outcome

A summary of what you have learned from the
interview and shadowing. You may use any
visual reference, e.g. photos, drawings, videos to
illustrate your observations.

Tips /hBit

e Have a plan. You will feel more confident know-

ing what you want to learn about

Converse, not just ask questions. Show interest

in what people say

Don't be afraid to stray from your interview plan

if you notice things that are interesting.

Use visual aids. Ask interviewees to show / draw

things they talk about
Keep asking "Why?" to unravel the assumptions

You may incorporate the Card Sort method on

the next page in the interview

14

Interviewing and Shadowing @
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— Card Sort
—7 HE5IIE e

Card sort is a simple exercise to identify what's
most important to your stakeholders with the help
of cards. The person will be asked to order them
e.g. in terms of preference, or to tell a story by
arranging the cards. It starts off deeper conversa-
tions about what matters to the person.

You can apply this tool with any visuals of your
choice, or with the prompt card set downloadable
from our website (You may select 4-6 prompt
cards that are relevant to the situation for this card
sort exercise. Focus on the image side instead
of the text side). In your selection, include both
concrete and abstractideas in the mix to get more
illuminating findings.

Outcome

Notes of in-depth discussion about the person’s
story, supported by the card sort results.

Tips /MBE L

® You may set up imaginary scenarios, e.g. what if
you have everything you wanted? What if you are

of a different age? etc., as variations

OISR 2 E R E AT - RIS EE) > M5
HEFMNELERREENRA - AFFEBFHR
REERESH ARG  XNEBBHF
KBHE - CHBFABRERANHGE  BTRRE
8% o

REAIUBITEEB R ETIGRE > XHEERAR
FIME EHARKTHBERE (RATUPE 4-6
SRERATE AR E RS - EITULRE - 55F)
BEBEEN—E > BAREBEXT) o TIRFTER
B REE > A AR A —ER AR R — L8
SWER > USHEARERNEER -

FLR
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o fRIFATLURH —ERRER > HliN MRMIRE
BB ENRA X [MRUMGELRRET
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Stage 1 - Discover

User journey mapping is a visual and diagram-
matic representation of a major stakeholder’s
experiences and changing feelings across time.
Map out what they encounter, think and feel and
how they respond, such that the changes in their
behaviour become apparent and comprehensible.
The temporal dimension enables us to identify pain
points and critical moments where interventions

can take place and new possibilities are opened up.

Taking the user’s point of view and contextual-

ising their experiences

Visualising touchpoints and the interactions
involved according to timeline

Identifying crucial “magic moments” and pain
points

Dissecting the cross-links and intertwining cau-
sality of events in a holistic way

The outcome should be a diagram similar to the
below. You may alter the time scale from a day to
seasons or stages, and add suitable rows that are
deemed relevant. Put images or illustrations as
you see fit. You may download the worksheet from

our website.

BRERERER—EEZSI » UEBRZEF
ER—EFMHENRRMRZEE - AFIIH
PRI P R ~ BERR MR E1TE > LUBR
EEMATHSLNEECNEFRRR - ZBRERF
S ARER > FFISESPER BN AR
EZH > SKIAIEE -

RABRABE > RthFIERIRIEERESR
RBE2FBREPHIZERNES

o TRASERTZ) FER
EEHINMEAEENABEHNERRER

HAEEH—ERUUTHERE - (REJLUIZE
BDREREMEE > R—ATERRE IFHFER
FRERERNESD © L5 > (RIFALUNATRE
WEB  EREMAEREN > LR B E
MR - HFIMWEE LTRE TRRAIHTE -
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Stakeholder’s
experience

RrnEaoReE

Stakeholder’s
feelings
(can present
in a graph)
FRERNRSE
(R EIRERE)

Interaction with
other stakeholders

SHfthFFHAERNEE)

Pain points

R

Stages Starting point Ending point
5134 FE ks

When do the problems arise? &8 H IRRYEFRE] ?
When are they resolved? & E R S EIfER ?
Are there any fluctuations? & A A {E Al EEK 15 ?

How does the stakeholder’s emotion change with the events?
FHHENRZMABEEEFEE?

Use different adjectives to describe (e.g. furious, remorseful) or use emojis to help.

AIERTEEER (NER - BRK) RRBEFRREERE

<)

How do they interact with other stakeholders,
e.g. family, friends, professionals such as teachers and doctors, users, etc?

thFIERREMBFHEORA AR - EMABESFER - AXEEH?

What pain points have been identified from the user’s journey?

RARERAIUMEHEERR ?

Write down or draw out your findings on sticky
notes and attach them to the corresponding
phases on the user journey map. You may also sup-
plement with photos.

By coupling user journey mapping with photo safari
or other methods such as interview, we can ensure
the map accurately reflects the genuine user expe-
rience, rather than merely ungrounded imagination.

RETUE BRI ER THEHER - BEEREE
MEFERSER » AN AR R W FEERER o

ItEsh > FFITRAER A RAE R ERE > B ERA K

SUGHEFHE  UEREREEAENERREILE
RAxEER > MARBMAEESEER -
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Example flF

A public healthcare system is trying to extend
community health services to chronic patients by
mapping the patient journey of a 50-year-old over-
weight man with high cholesterol level.

—BEAEBRMABERNIIRTERERY > B
B REPRERE - I ERIEERE > BB —UF
[& 50 ~ EEIERES - R EBROE THREER -

Stakeholder’s
experience

Y E RIS

Stakeholder’s
feelings

RHOENRE

Interaction with

other stakeholders

SHftFRERNEE)

Pain points

R

18

Latent stage

BIRREER

he worked long hours
everyday, was too busy
and tired for workout

knew that he was
obese, but was afraid
to go to bodycheck

From chronic
to critical

ftettE A=t

one day, after drinking
a lot with his friends,
he suddenly couldn't
control his body

at first, he thought he
was just getting drunk

IR XITKRR 6B
KES

BRER BRER
B THEMSRRE

o Overweight Man

W asst

tired, afraid to face
the problem

SR FHIERRERE

a Wife 2F

his wife was concerned
about his health, but
didn't dare to tell him
directly

EFHROMBIREER
BFRHES

user underestimates
seriousness of illness

BREGEERREE

—R BRBARBER
Bz% BineRs
BAR
thENBIZRIBE
X%

o OverweightMan

W asEst
hesitant and panic

X BB

; Wife 2F

his wife realised that
something wasn't right,
and was determined to
send him to hospital

BOEFREAFZ
REEREMEIBR

people lack compre-
hensive information
on symptoms
ARRZ2EENM
SRR

Diagnosis

2

he was diagnosed
with mild stroke and
demanded to stay in
the hospital

fth 5 =2 A A B

B> ERBBAR

o OverweightMan

W gEst
remorseful

=2

o Doctor B4

the doctor gave him a
thorough body check

BERBLESTEZE
SEgmE

user misses the best
timing to seek help
from doctor

EER PRS0

Medication

A%

his situationimproved,
and the doctor gave
him long-term medi-
cations

he started to realise
that he had to change
his lifestyle

Continual care

FRERE

he forgot irregular
consultations to keep
track on his health
and cholesterol level

he felt difficult to
sustain exercise and
cut down fatty diet

BLHBERARE B
FERIRAEY

EAT

o OverweightMan
Wasst

relaxed

BEITRERED
SR RE B R A E
EiE1R
BURFESH R
EREREY

o OverweightMan
WasEst
helpless

3]

user cannot sustain
healthy lifestyle

BAREXERRREE
ERE
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Stage 2 - Define

DEFINING the crux of the issue
helps you focus on
the right problems to tackle.

P TEARDA B R ST D 5 B S I )

After gathering lots of information in the first
stage, we will then narrow down into a solid action
statement based on the crux of the issue we have
identified. We should analyse our findings so far
and summarise them into innovation opportunities.

When defining a problem, we should make sure
that it is “actionable” (we are able to do something
about it). It leads to some design-led solutions that
we will deliver later. If you want to be more precise,
you may even work out a detailed design brief de-
lineating the ultimate outcomes.

Define the problem to be solved
Understand the root causes of problems

Identify unmet needs which can be addressed

as opportunities for innovation

EE—BRAREIREENR » KRS ER
BB (ER—ERRTERE - Rfgn
MRANREMRT > FEHAIMHEE -

EEBER > HAFTREFEESRMENHEED
P 2RI IERIRRE - EHEBRE > HFIR
TRILERE —LERFHE o RUWIRBELEHRE -
REETLURTHFMANRGRE > IFHREN
REX -

EERBEMRNEE
EEEEERINREREA

SRFERWENARBR > WEDBRIHE
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# Methods 753%

Stakeholder Mapping
Y ERMIRE

User Personas @
E YN

You may apply a few of the above methods to help
you better define the problems.

EEm

Downloading Your Findings

TEER

How might we

Action Statement: @

"How might we..."

TR : TERFIEARRIIA--

Segmentation

PRI

Devising a Design Brief @
ERVAS £ PN ]

An Overview of the “Define” Stage E&| M HZ

fREIUEAER D Lt 75 7% » ZEBIIREHRRBRE o

Debriefing
your team

BEBHERRER

If your team works
individually in the first
stage, do take some

time to align findings

with your team, so that
everyone is on the
same page.

RUNIRFIESTEE—PE
P2 BAEAE - EF
U R R EE SR 3R »
BRIFSEARR— -

Downloading
your findings

THEHR

Jot down your findings
onto sticky notes as
keywords or phrases
and put them on the
wall around the room.
Group the similar ones
together.

W& IR F e
2 X aC £ fE 7 Bh
£ ABAE EiE > A
&R LU FE —HE ©

Grouping /
Segmentation

Ba HPIRE

Any patterns observed?
Can you group or
segmentise to bring
insights from the raw

data?

ERREMRER?
AUEBRRAER
EAHSFIBE K
HRREMS?

Looking for
themes

SHREE

What are the recurring

themes in your discus-

sion so far?

EERE > RANH
o BEEEEL
IR ?
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Stage 2 - Define

Example filF

A bus company is studying transportation in < —EEB LT ATEEFHIEHTRIE RN > UE
the city, in an attempt to revamp its services HMETIRTS » MEEERE - I TSR
for better commercial performance. They have B B+EMMER WL ASEMETE
interviewed managers, bus drivers and users to IRFSMORSE  BEEERS « BRI R

% HY [R) s 2 = = N UI- & 5
BRARES -

identify a plethora of problems regarding their
bus services, such as expensive fares, delays

and irregular timetables, etc.

Key findings FE 17

Old buses B1+#E1t

frequent breakdown causing delays,
high repairing costs

RERBEERIERNEEES S

I I .
- - Increasing fuel cost SH{EZF

causing a pressure in bus fares

HEEENED

Inefficient routes B&47 X EARIE

some bus routes have not been updated
for years. Some bus stops are used by few
passengers but takes a long time to reach
HOELRESFERLEEN  BHBEULES
HHEFEEA SR ML

After identifying the above issues, they eventually come up with this action statement:

L ERER o IR T T EIRRA

How might we improve the efficiency of our bus services

through increasing our total passenger rides so as to maintain our competitiveness?

HIVERALIEBTIRBNE » HERFETER » ERMATURREN?
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You may first begin by mapping out the intertwin-
ing relationships of the stakeholders involved.

A stakeholder map similar to below example.

Example flF

Mapping out the stakeholder relationships in schools

P H B RN FEHERF

mutual respect

EREE

report student behavior at school

fREJLLE i 50 & M AR MORIG > LEX
SHAADHT o

FULUT B FRIFHEREFRE -

report

ERBLEERAKRE R

nurture

Write down (or draw) your findings on sticky notes.
Put them on the wall around the room and group

similar ideas together.

A wall / large poster full of sticky notes grouped
according to similarity.

mn

HIRAEBANEN

EEAME ERTHETMRIER > KEMERE
£ IBATHEERRME—RE -

— MBS —R AR » R D PIRIEERIERIRL o



Stage 2 - Define

Presenting your findings visually is a good way
to gain insights. There are different ways to seg-
mentise or sort your findings. You can find some

common examples below.

A diagram or visual mapping where underlying
tendencies and interactions become apparent.

Arrange the findings according to their similarities

and common themes.

TSRS IR H ISR R EEMIE —iE ©

Example flF

A tech startup is studying what users think about the
beta version of their app. They have collected many
opinions and are sorting them by themes.

BRIV ARESMAREEARASARNAE
R o P REINERBREEDE -

Interface

Design
NERE

Functionality
ThiE

Stability
. PEE .

R B E2RIMAEIRAEBMILEIHAIRAE o
READEHINGEZERSZ  UTR-EER
BlF

EEREZNEPRFRTIRNERIEEDN -

Draw outthe X and Y axes, where you will put down
the extremes of the qualities that are defining the
spectrum. This is a useful tool to analyse possible

innovation opportunities.

SR XA Y H > EMinE LAESERCEMIT
MR E - BEEA XA BIRD TR BERIRIF LS

Example fIF

A municipal body is attempting to address community
needs and provide new services. They have interviewed
different users and have yet to define what could be
done.

ETHEARATRIEEMRS > ARHERE - i
MF#HETARAR > BHEAFREARITIFHE -

Emerging needs

WERE

Short term Long term

FEHA RHA

Voca-
tional
Training

Known needs

BNRE
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Define stakeholders as common personas according  RIEBFMNEMHLEF B MMEE  AERN—F
to their characteristics. You should base on your  gz|# B A #4588 o fRA]RE TiFEZH | PR

findings from “Discover” stage to define the dis- BERE > Y HEESEAYERNTESY > 04
tinguishing features for each of the personas and FERE ko
[=]

present them on separate cards.

User personas similar to below. LA TR FRIRARAYES ©

Example flF

A telecommunications service provider studying their user demographics to identify new market for expansion.

EARBHEREARARES  SHIBRTIHNZHE -

Jaden (10)

student 2E

reliance on phone {X#EF %

« uses phone to attend online lessons f#RFH#4H £ 58
« parents don't allow to get own phone E B FI#ERREIER
« loves watching funny clips on social media EEET3IEAEH IR A

to get new plan BEEIEHHE
Grandma Lam (1)) [
WEE
retired BARAL

avoid novel things $iiEEY

* doesn't know how to use smartphones & % AEF1%
« but wants to facetime grandchildren {EFE8ZIFE
‘ - « nobody everintroduced her new plans 8B A7 #BHARFS 12!
Economic power #&7EAES] Desire to get
- - S E R
94

working adult TEEEREA

tech savvy #ESRIE

* heavy user EAZEMAR
« into phone gaming EEITF & IERY
« connection speed is very important EiRHREFEEE

Economic power #&7HE Desire to get new plan 8 & &35t &

25



Stage 2 - Define

Defining an action statement gives us a clear
direction of what kind of solutions we might
develop in future stages. It should be up-to-point,
concise, but also broad enough for exploring a wide
range of possibilities. You can do so by turning your
insight into a “how might we"” question.

A clear, actionable "how might we" question.

Example flF

Insight Rfi#

I TR AESNAG T R FIBMI A A - UIRREER
BERERNBARASE cEESHEEMH
BHER > RRXEHENERRTZFEE - (R
AILGRERSHB R > BEmA MRAERA
BLeey R e

—{BE MM AE S0 NITRY TPV ERTILL ) BIRE o

The playground facilities in the neighbourhood are underutilised because children find them unattractive.

BRELGRMERERRE » EARERSINBALK -

How might we FKIEFAIA--

make our playground facilities more attractive by re-designing them so that they can be better utilised?

BBELISREERS| > BEEMRFEM > FEMANERAXFINE?
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Tips /hBst

When devising a “"How might we..." statement, we

should avoid being too broad or too narrow.

F13 THRMIERAT LA BRIRES > FER S e E KR
BKE o

too narrow

BEAE

How might we create an app to track learning
needs so that teachers can personalise learning?

HFERAIURE—ERAREN  REEmE N
BESERE RBBEEAL?

justright
EEEEF

too broad

gE

Tips /DBE L

Reaching Consensus with Dot Voting

If you are working in a group, you may use dot vot-
ing to pick the best idea. You may also discuss your
ideas and persuade each other, before a consensus
is reached.

®e
o o SMBERET

Promot.\O“

How might we engage and support teachers
in developing personalised learning?

FAVERRRIATR B R 2 IR B EmEE A N C R ?

How might we improve teaching?

BAERAIURERE?

BRI E  EREH
EEAUERAMEKRE  RERERZE > 1S
BEY SRR AL

Accessi-




Stage 2 - Define

A design brief defines the challenge to be
addressed and states clearly the goals and con-
straints at stake. It keeps us on the right track and
prevents us from deviating. It may also outline the
budget, timeline and potential risks. Everyone can
align their understanding of the future working
directions based on the design brief. However, it
should avoid being overly rigid or specific, which
may limit creativity.

A design brief similar to the below.

Brief title 525t K412E

We are designing B i & 55t

that AJLL---
for l%ﬁ. .o

so that {15+

Example 5+

"RE/SOURCE” 534

RET R EE B M SR E A 2 REE BODKEL - FIH
BRMEABR cBERMASERSRE
% MR R - R UABSBEES « BREX
MBERR > WERAAHREIFEARAE K
BR o A8 > KEPIERERZIBMERE A
M UREREE -

BT RRE R -

We are designing a system that connects users with unused objects at home for efficient

exchange so that wastage can be reduced and money can be saved.

BAEESR—ERE > AMEZRXTESHYAHNAR > SHMFASZEERSBRYH - #§

iR RENEE £
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Stage 3 - Develop

Push the envelope.
Wrack your brain.

So as to get the best ones.

The third stage is to develop solutions that are
responding to the action statement defined in
the previous stage. We ideate as many creative
solutions as possible through brainstorming and
linking ideas from a human-centric point of view.
We will then go through them again and pick a few
that are practical to be developed into our final

solution.

Brainstorming sessions need not be too long - 15
mins to an hour is a good benchmark. Also, working
in small groups that involve people with diverse
skills and perspectives would generate the most
novel ideas, as we can always build on others’ ideas.

Generate a good number of ideas based on the

action statement or design brief

Ideate a collection of creative ways to tackle the
problems defined

Consolidate into a potential solution plan for
implementation

DEVELOP as many ideas as possible

TR REAFRBEE - 208 - USRS %

BEASE 3 RAEREEL—MBERFAIERN
TER > EREFTEARES - Bf > RAGHE
BRET TRMER) > BEERERE > LA
XAELE  BRUKREAELE - FESHESB
BERER > RAGRPEL - LEBRTITH
ERARBEE -

TREEE BEAEEAR —R15DEE
TNREES - MR/ MRS I REMNRRERRE
A > BERZBEIRIEEE  EEELEHESH

EE =z A
*Eu%ﬂ&\ °

RIBTERR SRR - BRARERE
BE—RIEIEE > BREERTHIRE
ERANpY—IEETERVARR S 2 » IR ETT
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# Methods 753%

T G

Nominal Group Technique @ Lotus Blossom Draw It, Build It @
LBRERE 9x9 &M fERREEY

Mini Storyboard @ Cross-pollination
budnit et EEHS

Tips Nt

Brainstorming rules TKB§E&E] #RAI

Avoid ruling out ideas too early - they can be revised later FRAXRHERAE % > AITHEIEE

Encourage wild ideas before taking them back to executable plans & IGEFELIE » BEBFBERYIT

Build on each others’ creativity FAI ARYAEE EBES#HTE

Don’t stray away or go off on the tangent & S EfEY T %

Discuss your ideas one by one ft&tifT— - E A siaBA

Suggest your ideas with sketches or visuals LA F 455X B S AR FE (RAV A8 %

Come up with more ideas instead of drilling deep into one BB KEA% » FEABRFEE
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Stage 3 - Develop e

— Nominal Group Technique @
X7 LuEEk

In the beginning of the Develop phase, you can ME18) PEER 2R IR UATERREERAEN

take some time to come up with possible solutions {77522 o & FB¢EESE AN AT USE
as the first step. The Nominal Group Technique B OiEE » BEAEE s BHSIER o
allows everyone in the group to share their ideas,

clarify thoughts and rank the priorities.

Outcome 52

A list of discussed ideas ranked by priority. st emiBRYAEE » WHESBIR o

Spend 5-10 minutes to reflect on the defined problem individually.
Each person will list their ideas on a piece of paper.

BAM5-10 B > BEMEERTHMERE > LRRBERERL -

Read your ideas aloud to the group one by one.
Go around the group until everyone has been heard.
List every idea on the wall.
BAWRAAFELEE - HEVNMVERFIBEAEBIETHE -
1S ERRES HEk TS £ o

Discuss the ideas and see:
What sticks out? What works? What doesn't?

MmELEiRE  BE ¢
MRLE R 2 ? MRLERI1T ? MPLER ] ?

Everyone will rank the group'’s ideas from highest to lowest individually.
Collect the scores and get an impression of which ideas resonate widely.
BATZENEER > HF/VENRREAEE o
#E > IWEARIIHES - WIS HENRBPLEAERASS [ RESHLS -

Continue your discussion from here.

LU A RERE AR o ©
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O

— Lotus Blossom

=7 ox9 5iaME

Lotus blossom is a quick ideation method to
generate a wide range of ideas using a 9x9 grid.
The goal is to push the envelope and come up with
variations. We place our action statement at the
centre and generate 8 different ideas in the boxes
directly surrounding it. We then copy each of the 8
ideas to the centre of the outer matrices, and spin
off 8 further ideas from each of them. The exercise
ends when all blanks are filled.

Outcome

A completed 9x9 lotus blossom board.

9x9 HHEEE —ERHARKREELERERSH
BRGE LB ZNEREBRREE > HKS
BARRE - HAIGRITERABRIE S REF O
E > ABREBE 8 ARERE > BEBIKRF
Ao 2RI BEEREDRIREINE 8 B HEER
o BEESHITELSI 8 @A 0 HEIR
FRE B REREmALE

=

523
2 EPAEIMBY 9x9 FHIEME o

@ 06 6 0

Develop 8 ideas from the core {tH/VEE /B H 8 {48 7%

Put the action statement at the centre FF{TENPR AT F ML E

Copy the 8 primary ideas to the centre of the outer matrices ¥ 8 {E/RGIA I = I SMNE A R FEAIH O

Develop 8 further ideas from each of the 8 primary ideas BIRIESERIGHE X » RS INEEFEE
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Stage 3 - Develop

Example filF

How might we make our bus system more efficient through modernisation
so that the profit can be increased?

HAERAILGEE TELREEANE » BERRARBAE > £FHENRESR ?

Remove
under-

GPS-

enabled
buses

used
stops

BRI BEE
BBt B4R

Apps for

rider to
track

%0 4k

BRI 2 m+
Hia B -
Seatc-’ BE E A
stan
ratio e S i
- Future
Re-. R transport
branding i models

Future
transport
models

Re- 38 X
branding bRt

Vehicle

34
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We may also use visual aids to help us express our
ideas. Ideas are intangible and sometimes difficult
to be described in words. You may simply sketch
your idea on a piece of paper, or build a sketch
model by using legos, clay, cardboards, leftover
packages or anything you can access. Through
that, you can visualise ideas and realise any over-
looked strengths and possibilities. Describe how
your concept works to your teammates and later

test it out.

Consider:
How it works
How it looks
What are the necessary components
Why the components are where they are

Is it possible to make things another way

You may also modify or add on each others’ ideas
by putting new elements in the model or drawing.

Sketches or sketch models with different compo-

nents illustrating your concept.

BATIUNBRETARERZE - MSEREL
B ARBLUASHERE - RINER LERS
HACE » XEAEAR Y ER - lEik ~ BB EY)
B EAIRAER BB SR AR RAFR AL o B85 7%
FERABUEREL > BREEESPRNETNIT
BRFITIAEMY o fRE]M4H B REH S W FEE 1’E » At
RHERETAS -

ZRAMm :
B M fElE
EREIME
AAEETREREZME
HMBER AR BT84

RN UERE R @ED » RHERTRNMH T
= TERIERE -

AfEFE
*EE II_,\

B A FEEFIER » RRIEZEME



Stage 3 - Develop e

Example filF

A business owner renovating his / her retail store can —(FERHHETSEENER > gEBEESoH
explain their aspiration for the future interior with a VERER , RIRY kRS iR MAEMR o thE T LY
drawing or a model. He / she may even visualise how BN TEEESPNERS R

new elements could be incorporated.
Draw it E[E

What is the name of your idea

AIFNESHER—ELF

The online-offline apparel store 1&¥E40 L KB IEMIRIESE

What is it? What does it do?
(draw the idea; visualise the product, service or process) (explain the concept in a few points)

EEEEERK? EREEINA?
(BREE R ERER  RIFHRE) (S BEERRRR LS

People can order online before visiting

When they arrive, just scan the QR code and

they will be directed to a locker

Their order is already in the locker, ready for

them to try on in fitting room

If the apparel looks good, they can finish the pay-

ment online and bring the products home directly

BE R LEZIEh A TR LR
MEEHR > R BN~ MEEE
EYIE
REEBNRHESEEDENERE > EF
BEAS

HE® BEITEEREIMELTRAR > RE
EEGHIEES
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— Mini Storyboard @
X7 #IRSER

A mini storyboard can help you articulate the  ZK{RWEIRFEEMITHEAHKRBYAARE > 1571
details of an intangible or abstract idea regarding SERAREBER - (RINAIUFMBT » #AKRA
user experiences and journeys. Through the mini BRI S ZETATEY o ERKIMKERE

storyboard, you can also evaluate your solution’s . <
yboard. y , Y TS maremEmiER C RIS  ERIUARZAINES o
practicality and effectiveness from the users’ point

of view. Use a mini storyboard to communicate
ideas for apps, services, events or processes.

Outcome R R
Finish a mini storyboard as below. SER LA TR RYRIREE R ©

What is the name of your idea

HITHHSEE—ERF

Tell a simple but complete story, from problem to solution below (draw pictures in the spaces and fill in descriptions)

fiti—EMEEARENSE I RBEISRNERE EEREERES LARXTF)

Who/Problem 3f 38 Solution fRRAHR First E% Next ZAi& Positive Outcome FiR

Draw this first Then go back and fill these in Draw this second
KEBEN AR EIRIARE L BEBER

Who doesyourideahelp What does your solution What does your user do  What happens in the How does it make their
most? look like? to start interacting with middle to help them life better or happier?

What problem does it Isitaproductorservice? Your product or service? solve their problem? How to achieve?

help them solve?

fREAERAERBIE? MHNAREBEEERK? BARF—SNAEMEKRE HEARETEESR-H TUNESRETHONE
TR MPRARE 2ERMSRS? {REVERRFES ? BhfthFIRRRRIRE ? E2BMEETN ?




Stage 3 - Develop

O

— Cross-pollination

_— 3 o
EEHS

Cross-pollination is about borrowing ideas from
other industries for our own situation. It is particu-
larly useful to break out of established patterns of
thinking and chip in novel ideas. For example, we
can take reference from other companies’ disrup-
tive business models or services, and think about

possible adaptations.

Outcome

A gamechanging concept that defies traditional
ways of approaching the problem in the industry.

Example f5lF

A community organisation is helping the
elderly find caretakers in the neighbourhood.
What if we borrow the concept of services like
ride-sharing apps, and pair up the senior citizens
with caretakers through a similar system?

38

HAITUAEMITESER - 2EWINTTE K2
HAIBVIBERT - BEGEEHREFARKEER
ERI > MASFMES o HIg0 > IR AR AR
NEMER  2EHABMRERIAMRE > &8
el fE AR FAPIRYIE R ©

FLR

—ERRIEN GRS - EBTENRARER
HEERNA o

EHEAGERBREREANSKEES -
BAATUSERZREEFRE > FAEUR
HECHREMBEES ?
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Stage 4 - Deliver

O

DELIVER #1T

DELIVER your solution.
Bring your ideas to life.
Amplify and augment the impact.
TPIT ) 7% WFRNEIR T2 > PR R ks

In the final stage of the Double Diamond model,
we are going to consolidate our ideas and launch
our solution. We will prototype, test, evaluate and
revise our ideas repeatedly in feedback loops,
until an optimal solution is achieved.

™ Objectives B1E

e Prototype the solution
¢ Test your solution with users and seek for feedback
e Refine the ideas iteratively

¢ Pitch you solution, garner support and prepare
for launch

# Methods 753%

AEEARIANRE—ERRT > RARKSES
R BERBALE RATRMEHE - ETH
A FERSNEAREE > REWEARELR
BHIERREDE -

v

o RFHEEE
o HERRAEAE  EIRER
° REBRREE

WIS % - SR REREL

L// —
Prototyping Role-playing Testing and Evaluating @

WERE

Concept Poster @
BESEIR

40

BeE

g8 2 R P

Pitching @
i3V E S
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O

— Prototyping
X7 B{EsE

Prototyping is one of the best methods to realise
and test your ideas before it is officially launched.
In fact, many design thinking experts suggest
making prototypes “early, ugly and often”, which
means that you do not have to spend too much

time to craft a perfect prototype.

Your prototype could be a physical model,
sketches or a scenario, depending on the nature of
your solution. The main purpose is to demonstrate
the components and prompt you to consider which

parts can be improved to meet the users’ needs.

Prototypes are also effective tool for pitching.
They let the audience register to your ideas visually
and see the advantages of the solution. They also
let you get feedback from prospective users more

effectively in order to perfect your idea.

Outcome
Below are some common methods for prototyping.

¢ Storyboard

Present how users would interact with your solution
in a sequential story with drawings and text
* Model

A 3-dimensional representation of your solution

e Paper prototypes

For example, a mock-up of an app interface showing
the user navigation pathway

REBERHF—EERS X AHRENHES
Al > REESCRERE > EBITAIE - ROREBAE
ERMEZERTERFRFRE > BAKEE
SN MERSMFER - MEZ > MRALIEZ
HEAERBARF—ETEOHE -

MRPARB S FHELR > MASBEETUR—EERR
B REBEx—EBR - LA ZENEEZENE
RERFEFRNTE > RBMREBEEFMWETER
AILUHMER  MBERNEAREER -

SETBEHSEFNANIR » EERRRER
BMNES  EEARERM - EMTRIREAN
MEBEARKREER  RAHE -

FLR
UTREERRHHIER

- E

BEREREER > LESENXF
=)

o 1EE
DI B 2RI SE R

o HRARSHEY

BHlan > ST AR RIEFHERREANERRE
BRI BERE



Stage 4 - Deliver

O

— Role-playing
X7 BtiRE

If you are working in groups, role-playing would
be a fun thing to try. You will act out your solution
to others in a scenario, demonstrating how users
would interact while articulating the details. Build
makeshift props to help you communicate your
ideas or build the environment where your solution
would take place.

By acting out the scenario, the audience will
have a clear impression and may even have
questions regarding the solution. It shares your
vision to others and persuades them to buy into
your proposal. You may also use the previously
developed personas to make the story more
realistic and relevant.

Outcome

About 3-5 minute act-out story illustrating your
solution. Include characters that are relevant to the
situation.

Tips /it

To make your story’s narrative compelling, you

can follow this typical story arc.

Current situation

BRI EEIR

Something happened

RIRA IR

42

BERERBEAEBRSI » EETRBHENNE
E/ R o NMERERHMAEES REFNE

» REBERNARES > Bt R RMAE o )
EJLX%«ZT’F?E% BR > WEERARETHNEGER W

BHRRERS °

ERBREE  BREHARFERUER &
EERHBE - ERMIERSZEHE > SHERE
MAZFTFAE o MRINAI U ZAZERNARAY
AIERAR » BREBRENERRALR

FiR

—1fB% 3-5 DENBIREE > ERHFENERE
fE > WINAERIA R -

fRETA 2 E L T H AR BB RN
BIRREESIAAR !

We did this
KB RER



5B 4 BERR - 91T

O

Testing and Evaluating @
Al o B2 5 Ay

Share your concept or show your prototype to the
users. Capture their feedback systematically in a
grid to help us identify the strengths and poten-
tials. Try to give input in all four quadrants and
evaluate how well the concept performed in from
different angles.

Outcome

Collect user feedback and sort them in the evalua-

tion matrix below.

BARDZMOBIS R » BRERMFIERE - &
WEINERBELREL  BREMOPHEE
SHERREAEN - EREEREBERER 0 1
ZAENEHMS

FX5R
RREINARERBEUTHFESHRER ©

What didn’t work?
BLE SRR AR Th ?

What new ideas should we
develop or further improve?

WPLEHARA T B R BN E ?
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0

o Concept Poster @
BBk

Present your concept in a poster to help people
understand your key propositions at a glance. This
can help persuade people to buy into your idea.

Outcome

Finish a poster similar to the template below.

Concept title #E%T8

Description of the concept BE&7T4

Tagline 1Z%E

LUBRREZR MBS » BAK—B TR > EE
REVEEIRE - CAERBIIREBIEMIR S FRAVER:
AR ELAth A SRIAAEE o

R
BELTEE > STHBR °

The target users HIZAXR

Drawing or collage with an explanation of key components

FENBIRGE T AT EHMERR
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O

—_ Pitching @
X7 HBEE

Before your solution can be rolled out, you might
have to seek your seniors’ endorsement or com-
panions’ support. Alternatively, you might also
need to look for resources. Pitching is what you
need to do. Present your ideas engagingly and let
your listeners understand why your plan works, its
potential benefits, feasibility and viability, etc.

For example, innovators often do elevator pitch,
i.e. to capture the attention of the listeners or
potential investors within the time of an “elevator
ride”. You learn to summarise your ideas succinctly.
Pitching can also be supported by slideshow pre-
sentation, or a poster stating your main proposition.
The key point lies in the power of storytelling.

Outcome

A storytelling session with clear proposition of solution.

BRI > RAIERE SR LRI E LR
EHEHE > XRBREHIER - EEKRKE IR
BREMAEHLE - 1’]“%%Eﬂléliﬁiﬂlﬂ"27‘i

E>OBBERTHMAENEFLN  BEER &
Mo R A AT AT IS o
fIgn > RORIFREE G ELT TAEMIERE) o &

— A PR IRIZRIRE R > AR B E > I
SIEBRBRHEBEETREENIE - ERRIGRES
ERMGEEHRER M UERRTR B
WA R EROBIRIFHE) o HEHBIRINE
RERRERIT -

R R
AR LR E R IRE S R ERS o

( Your project’s title {REI75EER )

is the only ZM—H
that BE3H

for 5%
who A1,

so that &

Example filF

(what is it FEEH )
(what does it do HFREE)

e (who is your main audience BIEH R )
(what do they need BIEHSHNEE )
(what will they be able to achieve BRI REBSRAEEFIFBIR)

"RE/SOURCE" is the only app that lists out free secondhand products for locals who want to
exchange unused objects at home so that wastage can be reduced and money can be saved.

rS#) SH—EAER
KD RENBME S

i ST R BN _FYm

BAH A KA UK P L R

* You may realise that this statement corresponds to the design brief we have devised in the Define stage.

fRAI B BRI R RITE IERE ) FERPHIETRIR S A EARILRE?
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DESIGN is
the best way to DECIDE.
And it is an iterative process.

aene FYGE R RS 0 3 B8 SR SO R R

Congratulations! You have completed your design
thinking journey and come up with a new and in-
novative solution to your problem! Let's get your
solutionup and running soon! Keep in mindthe four
stages we have gone through - Discover, Define,
Develop and Deliver. The process is iterative and
you are advised to return to earlier stages again
to refine your solution after gaining new insights
from testing. You may also apply design thinking
in your upcoming tasks.

Thisguidebookisjustagenericstarterforeveryone
to get in touch with this creative problem-solving
method. We have provided an overview of the
stages and some common tools. For those who
are looking for more specific guides on applying
design thinking in their particular environment,
here is a suggested roadmap for you.

REMMTTRR T B MENRIE - R IREVRE B R A
BORB R | RAEMBRHARBRERHETE !
AREHRACERNTERE —RR - E&E B
BT - SEBEITUREEE - WAIEZRT
FASRPESERMAERRE » FRLOZREMRE
B REBUMRAE o KRR > (RIFA) USR5t B4
FEREIARIMEL -

EAFMRARBEBENRE > BARVTDHAEE
RIS TR o HPIIE N T B AR ERBIR
BMERAE - RUIREEF R BERBAEE
EITEHR > AUBZUTERRGE -

Suggested routes EHFIRE

e.g. to create a new product

e.g. to revamp a public facility

BIgn : BYERE m

Lotus Blossom

Prototyping

Draw It, Build It Concept Poster

o0 @ ERAHRM

Draw It, Build It Prototyping

Mini Storyboard Role-playing
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Tech Innovation Bl g#h
e.g. to create a new application BN e HERRER

Card Sort User Personas Cross-pollination Prototyping

User Journey Mapping [l Devising Design Brief Draw It, Build It Pitching

Healthcare RR {2 B &
e.g. to improve hospital services FHan - REB RS

User Journey Mapping "How might we..." Lotus Blossom Role-playing

Photo Safari Stakeholder Mapping Mini Storyboard Pitching

Education S ]
e.g. to help relieve teachers'’ stress BN : 4FEEEERE N

Interview / Shadowing [l Stakeholder Mapping Lotus Blossom

Role-playing

Card Sort Devising Design Brief Draw It, Build It

Concept Poster

Service Design BR#53% 5

e.g. to offer new services catering changing needs  filil : REESEE > I2HEIRF

User Journey Mapping User Personas

Cross-pollination Role-playing

Interview / Shadowing Jll Devising Design Brief

Mini Storyboard Pitching

Reference 2Z& ¥
(in alphabetical order ¥EXFRRFHET)

IDEO https://www.ideo.com/

NESTA https://www.nesta.org.uk/
Stanford d.school https://dschool.stanford.edu/

UK Design Council https://www.designcouncil.org.uk/

First print run in March 2020
© 2020 Hong Kong Design Centre &% stH iy | Allrights reserved RR#EFRE F1SEREN
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Hong Kong Design Centre continues to equip
different sectors with more design thinking
knowledge through workshops and publications.
Stay tuned!

About Hong Kong Design Centre

Hong Kong Design Centre (HKDC) is a non-gov-
ernmental organisation, and was founded in 2001
as a strategic partner of the HKSAR Government in
establishing Hong Kong as an international centre
of design excellence in Asia. Our public mission
is to promote wider and strategic use of design
and design thinking to create business value
and improve societal well-being, with the aim of
advancing Hong Kong as an international design

centre in Asia.

About Institute of Design Knowledge

To work towards HKDC's goal of advancing design
thinking in Hong Kong, the Institute of Design
Knowledge (IDK) serves as a learning platform
offering specialised training on the topics of innova-
tion, design management, and creative leadership.
IDK courses provide professional resources to help
executives and business leaders thrive in the dynamic
market by prompting them to explore, develop and

sustain innovative approaches in the workplace.

About DTBase

Initiated by the Institute of Design Knowledge, DTBase
is a social media platform of information and inspira-
tion on Design Thinking, Innovation & Creativity.

BEARSTPOREEREBIFHKRERE > &
TREHRESRTBHERNB - ARTEEY
!

B OR
af oy

R ERRE RO

ERR TP OB 2001 F/EIHIEEATIEE
RETBRIITHREKRFIRBMAMYE » LIESHE
ARADNEAZEZBRARNRFAZHBR/ER -2
HiegmBHEHHL T EREZMARBMEMEBERRS
kst B BERAEEERAEL TR
SEHEBERNSENERRIBRRET O

FAH? Institute of Design Knowledge

RN HBBREERUERANEETE - RIEE
BRI RABERAERAMEFZENEEE
> BEMEARSPORBEER BAERNRE
i ° IDK BITHA B KRB R BEMEHEREIIR
BiR > ZEthFIERS LRER - ERNFEET
BIMAE > RESEENTETREEZR -

BAHt DTBase

DTBase R MR A B BB LML ERT
8 NEXRBME - BFTRAIZHER -

Keep in touch {RiFHH4E

Don't forget to follow us on social media!

RIS B TR FIBIFLIRRS !

Hashtag #DTGetHandsOn
Share your design thinking product with us

RIEFID ZIREVREHBAERR

Institute of Design Knowledge

dt.base

www.idk-hkdc.org

~ J©

www.hkdesigncentre.org
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