Good Evening, ATD!

Innovating through
Human-Centered Design / Design Thinking.




Workshop Structure
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What Can ATD members do with Human-Centered Design?

1. Improve effectiveness
of your trainings/
services.

2. Provide new tools to
departments within
organizations.

3. Cultivate a culture of
innovation.




Our working definition of Innovation

Creation Delivery Value Success
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Innovation is the creation of new solutions that deliver
value to people.




But, it isn’t easy...

...it involves risk and hurdles along the entire
innovation path.

Creation Delivery Value Success
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So, how can we achieve better results for customers
and business while minimizing risks?













Definition of Human-Centered Design (HCD)

HCD is the practice of creating solutions that
are driven by the needs, desires and context
of the people for whom those solutions
impact.
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“Go Slow to Go Fast”
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Early and more frequent

CONCEPTION IMPLEMENTATION RELEASE

100x

10x

COST TO REVIS

HCD-DRIVEN
STAKEHOLDER
TOUCH POINTS
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“Front loading” of the proces:

Source : TOM GILB SOFTWARE ENGINEER AUTHOR OF “PRINCIPLES OF SOFTWARE ENGINEERING MANAGEMENT



How does Human-Centered Design support innovation?

Human-Centered
Design

DESIRABILITY
Do people need
or want it?

% EMOTIONAL
: INNOVATION

FUNCTIONAL
INNOVATION

FEASIBILITY A

Can we do it? VIABILITY

Should we do it?
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ORGANIZATIONAL
+ PROCESS
INNOVATION INNOVATION!
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Why does it matter to organizations?
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Increasing value of human
capital

Mitigates risk, while increasing
impact

Improves innovation outcomes
Increases brand and service
value

Creates differentiation and
effectiveness

Potential to reduce or avoid

unnecessary costs
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Human-
Centered
Design
Business

Impact
Wheel

SUSTAINABLE

Mitigate risk
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HCD Tools Drive
Cultural Shift

HCD Culture
Supports
Business
Strategy



Design-driven companies outperform the market

DESIGN VALUE INDEX 2005-2015

DESIGN-CENTRIC
COMPANIES: 945000
APPLE

COCA-COLA

FORD
HERMAN-MILLER
IBM

INTUIT

NIKE

PROCTER & GAMBLE
SAP

STARBUCKS
STARWOOD
STANLEY BLACK &
DECKER
STEELCASE

TARGET

WALT DISNEY
WHIRLPOOL

06/2005 06/06 06/07 06/08 06/09 06710 06/11 06/12 06/13 06/14 06/15




... Human-Centered Design is enabled by skillsets

DISCOVER

Understand
the context
and human
behavior /

motivations

Analyze the
ecosystem of
stakeholders.

|deate and
prototype
your insights

Generate

insights and
filter
opportunities

DELIVER SO

Communicate
your results in
a way that
business and
key
stakeholders/
users can
understand




: DISCOVER CONNECT | CONCEIVE : DELIVER
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FOUNDATION RESEARCH CONCEIVE FILTER PROTOTYPE DELIVER DEVELOP

i ® Storyboard ® Feedback Internally
: Assumphgns e Prototype e Share Your Concept
. Hy.pot.he3|ze e Key Stakeholders o Wireframe o Business Case
e Criteria e Journey
® Opportunities
® |nsights
e Define Root Cause
® Gather Feedback Develop product
. Ounliaiive o Ideate o Refine Concept process or service
e Co-create e Repeat As Necessary

e Quantitative

e Test Assumptions
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CONNECT

Ecosystem

Journey Mapping

A way to document and visualize the
steps and key touchpoints of a
stakeholder's journey through an
entire product, software, or service

experience.




Journey Map (+POPs)

Pain :
Point Opportunity
) )

ATD Member Deciding/ 1-6 6mos.-| 2-5 5+ vrs
Journey Contacting mos. 2 yrs. yrs. yrs.
Actions
Thoughts
Emotions

Opportunities




CONCEI

Generate

A method t

and desired

exploration and ideation.




Stimuli: Ask yourselves...

» What if cost wasn’t an issue?

Do we have ideas that could be combined to create a bigger/
better idea?

Do we have ideas that open other opportunities if implemented
(leads to new ideas)?

Do we have an idea that could be a game changer?
 What other industries can we look at for inspiration?

 Which ideas are we most excited about?



CONNECT

Assess / Filter

Select the Hits

A tool for identifying and

sharing strengths,
weaknesses, and

opportunities.




concept or solution.
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