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TODAY
• Continue building skills of design 

thinking to apply in building audiences 
for organizations

• Meet organizations where they are, to 
give them a choice of multiple paths to 
work on in the session and pursue after
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REDESIGN THE GIFT GIVING 
EXPERIENCE

An Introduction to Design Thinking



design thinking
Design thinking, at its core, is a systematic way to identify and 
solve a problem in a human centered way, and is used by 
organizations near & far to attack the world’s messiest problems.

Design Thinking combines creative and analytical approaches, and 
requires collaboration across disciplines. This process draws on 
methods from engineering and design, and combines them with 
ideas from the arts, tools from the social sciences, and insights 
from the real world.  And, at the heart of this collaborative and 
team-based approach are humans and human values.

Design Thinkers start in the field, where they develop empathy for 
people they design for, uncovering real human needs they want to 
address, which they define. They then ideate to develop an 
unexpected range of possible solutions, and create rough 
prototypes to take back out into the field and test with real 
people. Each iterative cycle brings stronger insights and more 
unexpected solutions. There is a bias toward action, followed by 
reflection on personal discoveries about process and mindsets.

Design thinking has its roots in product design, but has been 
applied to everything from new company products and solutions 
to healthcare experiences to K-12 school challenges and 
everything in between.

www.innovatorsatlanta.org
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Hear a good story
Interview your partner about his/her experiences in giving a gift to someone else

Your goal is to hear (at least) one good story from your partner

1 Create a quick interview 
guide (with open ended questions!)

2 min

10min2 Interview your partner
(just have a conversation!)

A Be human; build rapport.
Introduce yourself. “How are you today?”
“Nice to meet you. Tell me about where you live.”

B Seek stories
“Could you tell me story about a time you…

(…gave a gift to someone else”)
(…had a surprising experience when giving a gift”)

_____________________________________________?”

“What would I find surprising  about how you…
(…decided what gift to give?”)

(…felt when they were opening the gift”)
_____________________________________________?”

[write more of your own]
_____________________________________________?”

C Talk about feelings. Dig deeper by following up
“Why do you say that?...Tell me more.”
“How did you feel at that moment, when ____ happened??”

[write more of your own questions]
_____________________________________________?”

3min each

4min each

Interview notes

Go deeper into one story: remember to ask “Why?”



What does it mean?
Gain insights by thinking of what might be the deeper meaning behind what you heard. 

Have fun with it.  Your goal is to take an extreme, inspired stance
3 Imagine the meaning
(notice something, then infer the meaning)

3 min

A Select one “hunch” from 3B that gives you 
the most unique and exciting perspective.

_________________________________________________

_________________________________________________

_________________________________________________

_________________________________________________
(Example: be reminded of family when they’re not around)

4 min

B Next, rewrite your “hunch” as a question 
to brainstorm against.
(in other words, frame a question to which the answer            
could help you capitalize on your unique inference)

How might we:

________________________________________

________________________________________

________________________________________?
(Example: How might we help John be reminded of his family when 

they’re not around?)

4 Define a need for your user
(pick one insight from Step 3)

Synthesize learnings…

A What was surprising? Interesting? Telling?

________________________________________

________________________________________

________________________________________

B What seemed most important to your 
partner?
(write a couple of hunches…don’t be afraid to take a leap!)

________________________________________

________________________________________

________________________________________



New ideas!
Generate a diverse set of concepts in response to your brainstorming question. 

5 Sketch at least 4 radical solutions to meet your partner’s need

5 min

Copy your statement from Step 4B:____________________________________________________________________?How might we…



Get feedback
Show your partner your ideas and write down her feedback

6 Test your ideas with your partner to learn more about her
(don’t sell your idea!  Your job is to find out what’s good, what’s not, and, most importantly, to learn more!)

5 min each

What did your partner like? What did your partner not like? What did you learn about your partner 
(forget the ideas you showed)?

[take notes] [take notes] [take notes]



What really matters
Think back on what you just learned about your partner. 

What matters most to her, based on your work? Is it different than what you thought?
7 Bring it all together

4 min

A Summarize what you did
I met…_______________________________________

[your partner’s name with a few adjectives about her]

My hunch about their needs was…
[copy your one hunch from Step 4A]

___________________________________________________

___________________________________________________

So I created…
[briefly describe your best idea from Step 5]

___________________________________________________

___________________________________________________

B Extrapolate to what really matters

But, it’s really about…
[now that you know your partner better, what matters most to her?]

___________________________________________________

8 Share it

1 min each

Share the summary of your work from Step 7 with 
your partner
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Who – What – How Exercise
Drive clarity on who you’re solving for (the user), what their needs are, and how you’ll solve their needs.
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Superusers who love 
MODA, come a lot, might 
come more, but need to 
feel included and know 

more about what’s going 
on

Belonging

Knowledge of 
Upcoming Events

Convenience

Communications Strategy & 
Timeline with:

F2F Communication
Phone Calls

Personalized Emails
Tailored Recommendations 

about Upcoming Events
Language that Conveys their 

Impact on MODA 
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Where are you? What do you want to work on today?

Audience 
not well 
defined?

Needs not 
as clear as 
could be?

Not solving 
needs well?

who
you’re 
solving 
for

what
their 
needs 
are

how
you’ll 
solve 
them

Path 1: Crystallize your desired 
audience, then prepare for 
empathy work to confirm

Path 2: Unpack empathy learnings 
you’ve had, look for themes, and 
prioritize needs of your audience

Path 3: Quickly write needs, then 
Ideate, Select, Prototype, and 
Prepare for Test with audience



What’s next?

Audience 
not well 
defined?

Needs not 
as clear as 
could be?

Not solving 
needs well?

who
you’re 
solving 
for

what
their 
needs 
are

how
you’ll 
solve 
them

Path 1: Go gain empathy with 
your audience to understand 
them deeply

Path 2: Go talk to your audience 
to validate/invalidate your 
hypotheses of needs

Path 3: Test your prototype(s) 
with your audience and get I 
Like-I Wish Feedback
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SMALL BEHAVIORS

BIG CHANGE



re-framing

storytelling

empathy

prototyping

lower resolution

SMALL BEHAVIORS



gain empathy for a user



show someone what you’re thinking 
(instead of telling them)



tell a human centered story






