Building Strong Brands with
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CONSIDER WHERE DESIGN
DECISIONS ARE BEING MADE?
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WHAT IS CREATIVITY?
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WHAT IS CREATIVITY?
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SUPERIOR EXPERIENCE MEANS
IDENTIFYING UNSPOKEN NEEDS!
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"QUALITY NEVER GOES OUT OF
SIYLE”
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THIS IS NUDIE JEANS

"OUALITY IS RELATIVE”
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MAKE AND SELL PRODUCTS AS IT
S NOW. IT |5 THEREFOR MORE
DIFFICULT TO FIND UNIQUE
MARKET SPOTS.
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COST FOR A GREAT
- XPERIENCE
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ARE WE SPEAKING THE SAME LANGUAGE?
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() 362 cOMPANIES
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"CLOSING THE DELIVERY GAP” BY BAIN & COMPANY



() 362 cOMPANIES

95% SAY THEY ARE
"CUSTOMER FOCUSED”
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() 362 cOMPANIES

95% SAY THEY ARE
"CUSTOMER FOCUSED”

80% SAY THEY
DELIVER A
"SUPERIOR EXPERIENCE”

"CLOSING THE DELIVERY GAP” BY BAIN & COMPANY
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() 362 cOMPANIES

95% SAY THEY ARE
"CUSTOMER FOCUSED”

80% SAY THEY
DELIVER A
"SUPERIOR EXPERIENCE”

CUSTOMERS WHO
AGREED THEY
RECIEVED A SUPERIOR
EXPERIENCE?

"CLOSING THE DELIVERY GAP” BY BAIN & COMPANY






“IF | WOULD HAVE ASKED MY CUSTOMERS WHAT THEY WOULD
WANT, THEY WOULD HAVE SAID FASTER HORSES™

HENRY FORD



NEEDS. EMOTIONS

AND DESIRES ARE
OYNAMIC AND
COMPLEX
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BASED ON THE KANO-MODEL
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BASED ON THE KANO-MODEL
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BASED ON THE KANO-MODEL
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BASED ON THE KANO-MODEL




HOW TO REPEAT VALUE

INNOVATION

VALUE INNOVATION



HOW TO REPEAT VALUE

INNOVATION

1. INSIGHT DRIVEN INNOVATION
2. CROSS BREEDING KNOWLEDGE
3. ASKING THE RIGHT QUESTIONS
4. THINK MULTI SENSORY

5. CONSENSUS AND A COMMON
VALUE INNOVATION VISION



















3. ASK THE RIGHT QUESTIONS
4. THINK MULTI SENSORY




WHAT [F Wk COULD DESTIGMATIZE THE
END USER?
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DANGER THROUGH VIBRATION




WHAT IF WE.
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EXEPTIONAL
FUNCTION
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DOMINO BY SHIFT
FOR BELLMAN & SYMFON

A PRODUCT THAT MAKES YOUR HEARING AS
EXEPTIONAL AS POSSIBLE.
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VISIT BY SHIFT
FOR BELLMAN & SYMFON

A PRODUCT THAT WILL ALERT YOU THROUGH VIBRATION
WHEN IT SMELLS SMOKE AND GUIDE YOU THROUGH THE
DARKNESS WHEN YOU CAN'T FIND YOUR WAY BACK.

THESE PRODUCTS ARE MADE FOR THE HEARING IMPARED
AND POSITIONED TOWARDS THE DESIGN CONSCIOUS.

- Qr
‘L.
o

Ao



o. CONSENSUS AND A COMMON
VISION
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WHAT KIND OF DESIGN DECISION
S TAKEN BY WHOM?

100%
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ENGINEERING CEO MARKETING EXTERNAL
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COMMON VISION MEANS FOCUS
ON THE RIGHT THINGS

100% 100%
2222082088



WHY
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APPLE'S GOLDEN CIRCLE.

WHY

EVERYTHING WE DO, Wk BELIEVE IN
CHALLENGING THE STATUS QUO, WE
BELIEVE IN THINKING DIFFERENTLY,

HOW
WE MAKE PRODUCTS THAT ARE BEAUTIFUL
DESIGNED AND USER FRIENDLY

WHAT
WE JUST HAPPEN TO MAKE GREAT
COMPUTERS- WANNA BUY ONE?




IN ORDER TO WORK STRATEGICALLY
WITH DESIGN THINKING, WE NEED
GUIDELINES AND TOOLS TO BASE
OUR RETHORICAL ARGUMENTS
DURING THE DESIGN PROCESS.

DESIGN
STRATEGY




O cue ...

COMPANY BRAND DNA, PRODUCT LINE DEFINITION, TRENDS, MARKET ANALYSIS,
CORPORATE CULTURE....

USER DESCRIPTION, BEHAVIOURS, ATTITUDES, ENVIRONMENTS, FUNCTIONAL NEEDS,
EMOTIONAL NEEDS....

EXPRESSION A DISTILLATE OF THE COMPANY AND USER PARTS. THE OUTCOME (CREATIVE

TOOLBOX) VARIES DEPENDING ON THE PURPOSE OF CUE. IT MUST ALWAYS BE THE SIMPLEST,
MOST PRAGMATIC WAY OF COMMUNICATING BRAND AND PRODUCT VALUES.



THE SHIFT DESIGN PROCESS

¢ Y

ANALYSIS IDEATION CONCEPTUAL DESIGN DEFINITION ENGINEERING =
DESIGN TRANSFER PRODUCTION

CONCEPT DESIGN EVALUATION PRODUCT

DEBRIEF

ANALYZING/CUE CREATING DEFINING IMPLEMENTING LEARNING



THE SHIFT DESIGN PROCESS




THE SHIFT DESIGN PROCESS




THE SHIFT DESIGN PROCESS

¢ Y

ANALYSIS IDEATION _ CONCEPTUAL DESIGN DEFINITION ENGINEERING =
DESIGN TRANSFER PRODUCTION

CONCEPT DESIGN EVALUATION PRODUCT

DEBRIEF

ANALYZING/CUE CREATING DEFINING IMPLEMENTING LEARNING




THE RESULT OF DESIGN THINKING
IN B2B PRODUCT DEVELOPMENT
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- RESULT OF DESIGN THINKIN I
IN B2B PRODUCT DEVELOPMENT




INNOVATION IS NOT ABOUT SAYING YES TO EVERY THING.
T 1S5 ABOUT SAYING NO TO ALL BUT THE MOST CRUCIAL

FEATUREST
STEVE JOBS



INNOVATION IS NOT ABOUT SAYING YES TO EVERY THING.
T 1S ABOUT SAYING NO TO ALL BUT THE MOST CRUCIAL

FEATURES”

STEVE JOBS

 PIN-POINTING THESE FEATURES SETS UP FOR A STRONG
PRODUCT-DNA. .

e |T MUST, ROW EVER, BE RELEVANT TO THE BRAND AND TO
THE END USER..

e _AND STRIVE TO DELIVER UNIOUE BENEFITS AND
EXPERIENCES

THIS IS GREAT DESIGN THINKING
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Design is for us, a process to develope user benefits in a pragmatic and innovative way, where
G O A LS | N — :2 M 8 O I: functional, environmental and easthetic requisites are based on user needs (internal as external).
L Design is implemented in developing our products, services, internal processes, values and

environments.

3 ES | G N —|_ I_I N /< | N G Our design statement is “make it simple, make it exeptional”. It stands for the essence in our

deliverance.

Design must be an active part and used as a strategic tool throughout our entire organisation.

The quality in our work with design is secured thronek ~ =
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Thermotech is the effective link between installers, hougg
landlords, home owners. Thermotech takes 2
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OUR PRODUCT EXPRESSIONS

MODULARITY

CLEVER

ECO-EFFICIERS
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