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DESIGN THINKING IS EQUAL PARTS 
MINDSET, STRATEGY, AND TACTICAL 
APPROACH, THAT WHEN ADOPTED 
AND APPLIED CONSISTENTLY, 
CAN DELIVER TRANSFORMATIVE 
BUSINESS RESULTS. 

http://www.motivatedesign.com/
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This customer-centric methodology has 
been on the rise, aiming to solve business 
challenges and stoke innovation, and 
it’s not surprising to see it’s continued 
adoption.  Over the years, we have seen 
these principles help a wide variety of 
organizations approach their customers 
with empathy and understanding to deliver 
products and services that provide the 
best results for both sides. The Design 
Management Institute (DMI) explains: 
“design thinking and co-creation isn’t a fad, 
but rather a new way for all problem solvers 
to put the user at the center of a problem to 
develop solutions from the outside in rather 
than the inside out.”  

And it’s paying off in a big way. In 2003, 
DMI joined forces with Motiv Strategies, 
and received funding from Microsoft 
Corporation, to observe and analyze US 
companies over a 10-year period who 
promoted design thinking as an integral 

part of their internal processes and 
business strategy. To do so, they developed 
the Design Value Index (DVI) with a 
stringent criterion for assessment. Now 
in its third year of delivering insight on 
the top design-centric companies in the 
US – ranging from Apple to Whirlpool, and 
Nike in between – the results speak for 
themselves. The DMIs 2015 DVI, “shows a 
211% return over the S&P 500,” resulting 
in the third straight year results have been 
above 200% over the S&P. That’s a result 
that’s impossible to ignore.

Although design thinking may appear 
difficult to measure, the numbers don’t 
lie. And while Customer Experience (CX)  
professionals have known its value for 
some time, we still see push back from 
some organizations who are reluctant to 
adopt the principles into their internal and 
core processes.

At Motivate Design, we know that 
customer experiences matter. We work 
with organizations to not only provide 
an exceptional experience that delivers 
business impact, but one that also provides 
powerful customer insights and experience 
design to improve the customer experience. 
To do so, we apply the not-so-secret sauce 
of design thinking.

If creativity is a muscle, then design 
thinking is the gym. It’s a way for you to 
foster creativity, innovation and problem 
solving, with others who share your 
common goal, and with the proper process 
and support to do so.

The DMIs 2015 DVI, “shows a 211% return over the S&P 500,” 
resulting in the third straight year results have been above 200% 
over the S&P. That’s a result that’s impossible to ignore.

http://www.motivatedesign.com/
https://www.dmi.org/page/2015DVIandOTW?
https://www.dmi.org/page/2015DVIandOTW?
https://www.dmi.org/page/2015DVIandOTW?
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Empathize

To begin, it is important to connect and 
empathize, targeting customers as well as 
stakeholders and capturing their needs, 
expectations, and frustrations. Outreach 
to explore the customer experience 
may include observations, focus groups, 
interviews, ethnography or additional 
unique discovery methods such as Insider 
Insight™ or Friendship Groups™.

By understanding the motivations 
of individuals and cultivating a deep 
consideration of needs, one can better 
define the problem. 

DEFINE THE PROBLEM   

(OR OPPORTUNITY)

After data collection and observation, 
consider the identified problem you wish to 
design for. By exploring and documenting 
all angles you can truly begin to understand 
the problem or situation and work to define 
the goal space. Consider whether additional 
research is needed, what requirements 
are necessary and which key performance 
indicators will be measured, and use this to 
craft an actionable problem statement.  

And while it is true that many times design 
will focus on resolving an issue or problem, 
keep in mind it doesn’t have to. It could 
simply be a reflection of a current state in 
which you find opportunity areas to make 
things better (e.g. How might we solidify 
even greater customer loyalty?). 

IDEATION AND SOLUTION 

DEVELOPMENT

Once user needs are defined, observations 
have been analyzed, and a problem or 
opportunity space has been defined it’s 
time to start generating actionable ideas for 
tangible solutions.

This is the time to reserve judgement 
and think outside the box. Ask what if ? 
Push beyond your comfort zone and each 
time you think you’re out of ideas, push 
yourself to deliver more. By dreaming of 
what is possible through open-ended idea 
generation, we can begin to challenge 
assumptions and create innovative 
solutions. The ideas provided may fall on 
a spectrum of possibility, so funneling 
them collectively to a handful of the best, 
most practical ideas will keep the process 
moving in an actionable direction.

http://www.motivatedesign.com/
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PROTOTYPE

By taking the ideas generated through 
ideation, the design team can then create 
prototypes to build ideas into actionable 
and practical solutions. These can then 
be broadly executed through scaled-down 
versions that allow for additional iteration. 

During this time, solutions are still 
concepts beginning to form but not yet 
tested with customers. By keeping this in 
mind you can avoid getting too attached 
to something that is ultimately not well 
received or doesn’t quite provide the 
needed solution you are designing for.  

TEST

Concepts must stand up to testing through 
target stakeholders and customers. This 
process will either validate or invalidate 

a concept solution, and repeated iteration 
may be needed throughout the process. 
Additionally, one or more problems may be 
redefined, looping back through the design 
thinking process while ultimately moving 
closer to the ideal solution for the customer.   

This process can be applied both rapidly 
or over an extended period of time and 
is useful as an exercise in reframing 
existing mindsets to arrive at rough ideas 
or concepts to consider what’s possible. 
But design thinking has benefits beyond 
the customer’s experience with your 
organization, product, or service. 

Design thinking can help reveal 
emerging and future trends and allow 
you to anticipate what’s next within your 
industry, or give you insight into what your 
competition is up to. When you begin to 
explore design thinking and fully embrace 
and infuse it as part of your organization’s 

culture and strategic approach (think Apple 
and Starbucks), it can lead to powerful 
innovative design that challenges itself 
by deviating from the status quo. And this 
method, although dynamic, is inherently 
ROI friendly, in its consideration of core 
business goals in conjunction with end user 
benefits. 

Whether you want to maintain your edge or 
climb higher, applying design thinking as a 
structured philosophy and putting the end 
user first in developing human-centered 
solutions is the key to getting you there. 
Design thinking can help organizations, 
as well as individuals, achieve results that 
provide exceptional outcomes, enhance 
experiences, and take existing systems to 
the next level. 

http://www.motivatedesign.com/
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MOTIVATE DESIGN IS A CUSTOMER 
EXPERIENCE (CX) RESEARCH AND 
DESIGN FIRM LOCATED IN NEW 
YORK CITY. 

Our clients include Facebook, Capital One, PayPal, Nike and BlackRock 
among many others. You can find out more about our company at 
motivatedesign.com. 

See more of Motivate’s thinking at:
www.motivatedesign.com/resources

http://www.motivatedesign.com/
https://www.motivatedesign.com
http://www.motivatedesign.com/resources

