
STOP TALKING.
START MAKING.
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A GUIDE TO DESIGN THINKING



WHY DESIGN THINKING?

Design thinking is a human-centred approach to 
innovation and idea creation. It is a process, that when 
applied, can transform difficult organisational 
challenges into opportunities. Companies such as 
Airbnb, IBM, Nike, Intuit, Marriott, LEGO, SAP and the 
Walt Disney Corporation all use design thinking to 
identify new product and service opportunities and 
deliver exceptional customer experiences. 



FORMER LEGO CEO
There’s the famous quote that if you 
want to understand how animals live, 
you don’t go to the zoo, you go to the 
jungle.

“Design thinking is about accelerating innovation to create 
better solutions to the challenges facing business and 
society. It starts with people - what we call human centered 
design - and applies the creative tools of design, like 
storytelling, prototyping and experimentation to deliver new 
breakthrough innovations.”

TIM BROWN
CEO, IDEO



EMBRACE AMBIGUITY
With Design Thinking you often start from 
the place of not knowing the answer to the 
problem that you are looking to solve. And 
though that’s not particularly comfortable, 
it allows us to open up creatively, to pursue 
lots of different ideas, and to arrive at 
unexpected solutions.

MINDSET FOR 
DESIGN THINKING

Design thinking requires are certain mindset to 
ensure successful application. Here are the 5 key 
characteristics required when applying design 
thinking:
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IT IS OKAY TO FAIL
Failure is an incredibly powerful tool 
for learning. All your ideas and 
prototypes are not going to work. As 
we aim to solve big problems, we’re 
bound to fail.

2
STOP TALKING 
AND START MAKING
Communicate your vision by using 
illustrative visuals and showcasing good 
stories.  Design Thinking has a strong focus 
on the power of tangibility - making an idea 
real is a fantastic way to think it through!
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HUMAN FOCUS
Step into other people’s shoes to 
understand their lives and start to solve 
problems from their perspectives. The 
people you’re designing for are your 
roadmap to innovative solutions.

4
TESTING AND ITERATING
Design Thinking takes an  iterative 
approach to solving problems. By 
continually iterating and refining your work, 
there is a greater probability of quickly 
generating successful solutions.
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WHERE DO WE START?
UNDERSTAND THE PEOPLE YOU ARE DESIGNING FOR

Design Thinking is a human-centered design process that 
develops solutions for the problems humans encounter. 
The process starts with the people you are designing for 
and ends with the solution designed for these people. 
Empathy is a key ingredient throughout the Design 
Thinking approach and insights from humans are what 
drives the outcomes and solutions being generated.

STOP TALKING. START MAKING.7



TRADITIONAL VS HUMAN-CENTERED

8 STOP TALKING. START MAKING.



DESIGN THINKING APPROACH

Snapshot based on Stanford D School’s Design Thinking Approach
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EMPATHISE

IDEATE

TESTPROTOTYPE

DEFINE

THERE ARE FIVE KEY STAGES OF DESIGN THINKING

STOP TALKING. START MAKING.



EMPATHISE
PHASE 1



FORMER LEGO CEO
There’s the famous quote that if you 
want to understand how animals live, 
you don’t go to the zoo, you go to the 
jungle.

“There’s the famous quote that if you want to understand 
how animals live, you don’t go to the zoo, you go to the 
jungle.”

JORGEN VIG KNUDSTORP
FORMER CEO, LEGO
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EMPATHISE
UNDERSTAND AND SHARE THE SAME FEELINGS AS OTHERS DO
The problems you are trying to solve within any 
organisation are rarely your own, they are those of a 
particular group of people. It is imperative to gain 
empathy for who they are and what is important to 
them.

The highest quality solutions come from valuable 
insights into human behaviour. However, learning to 
recognise those insights is harder than you think.

This stage of Design Thinking is all about directly 
engaging with people to better understand the way 
they think and the values they hold. More often than 
not, you will uncover important details about your 
customer group that may be otherwise overlooked.

STOP TALKING. START MAKING.
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HOW TO EMPATHISE
ENGAGE

Traditional interviews (one on one 
and focus groups) steer responses 
from customers and don’t allow us 
to uncover unanticipated insights. 
By using open-ended questions you 
can reveal more than the traditional 
focus interview. It is important to 
always ask ‘why' to uncover deeper 
meaning when having conversations 
with your customers.

OBSERVE

Observing what people do and how 
they interact with their environment 
gives you clues about what they 
think, feel and need. By watching 
people, you can uncover findings 
that would not be possible through 
conversations. 

IMMERSE

What better way to understand what 
your customers go through than 
actually experience their journey 
first hand? Go through the 
experience that they have to 
encounter and capture key aspects 
of this journey (e.g. what was 
expected, what was unexpected, 
how did they feel etc.).

STOP TALKING. START MAKING.



DEFINE
PHASE 2



FORMER LEGO CEO
There’s the famous quote that if you 
want to understand how animals live, 
you don’t go to the zoo, you go to the 
jungle.

“If I had an hour to solve a problem, I’d spend 55 minutes 
thinking about the problem and 5 minutes thinking about 
solutions.”

ALBERT EINSTEIN
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DEFINE
IDENTIFY THE MAIN PROBLEMS TO SOLVE

The Define stage allows you to tackle the right 
challenge based on your new understanding of your 
customer. It is also the stage where you endeavor to 
summarise  your findings from the empathy stage into 
powerful insights. Transposing insights into questions 
beginning with ‘How Might We’ provides the 
foundation to encourage input, suggestions and 
exploration. This stage focuses on three key areas:

HOW TO SYNTHESISE1

Have any patterns emerged? 
Is there a compelling insight you’ve heard over and over 
again? Is there a consistent problem faced by customers? 

Capture learnings (e.g. quotes, stories, sounds etc.) as 
you recount the different empathising techniques 
applied (engagement, observation and immersion).
Organise learnings in categories (e.g. repeated 
patterns and observations).
Define a theme for each category to help make sense 
of the information gathered and provides direction for 
areas to design around.

SYNTHESISE
INSIGHTS
‘HOW MIGHT WE’ STATEMENTS

1

2

3

STOP TALKING. START MAKING.
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HOW TO CRAFT INSIGHTS2

A good insight will shed light on what customers need/
want, be memorable and most importantly inspire you 
to do something.

HOW TO CRAFT THE ‘HOW MIGHT WE’ QUESTION?3

“How Might We” (HMW) questions provide a 
springboard to brainstorm innovative new solutions to 
problems identified:

1. Create questions that build off of the insights created. 
2. Start each statement with “How might we…?” 
3. Write them in a simple and concise language.

Learning: Adults spend a significant amount of time 
trying to find the right gift.
Theme: Time spent buying gifts
Insight: Time is an important consideration in the gift 
buying process
How Might We: How might we simplify the gift buying 
process?

END-TO-END EXAMPLE

STOP TALKING. START MAKING.



IDEATE
PHASE 3



FORMER LEGO CEO
There’s the famous quote that if you 
want to understand how animals live, 
you don’t go to the zoo, you go to the 
jungle.

WINSTON CHURCHILL

“No idea is so outlandish that it should not be considered.”
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IDEATE
GENERATE IDEAS

Ideation is your chance to start identifying solutions by 
combining your understanding of the problem space 
with your imagination.

HOW TO IDEATE

1 - SET THE SCENE

Prior to jumping into ideation, establish ground rules with 
your team. Here are a few non-negotiables:

• Timebox - Generally the session should go for 
between 15-25 minutes. Set a timer!

• Stand up - Creativity flows when there is energy 
within the group, so make sure you are out of your 
seats during the session.

• One idea per post-it note - Have plenty of post-it 
notes so that each team member can capture ideas 
during the session.

• Be visual - It’s often easier and better to show 
instead of tell. Draw your ideas where it makes 
sense to do so. Stick figures and sketches can 
sometimes say more than many words can.

STOP TALKING. START MAKING.
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HOW TO IDEATE
2 - KEEP YOUR EYE ON THE PRIZE

There should only be one conversation happening at a 
time. It is easy to get sidetracked during an ideation 
session and for multiple conversations to occur at the 
same time. Each person in the session should wait their 
turn to share and make sure the whole group is 
listening when they do.

3 - THE MORE THE BETTER

How on earth are we going to come up with ideas in 
such a short period of time? 

Team members new to ideation will doubt that it is 
possible to come up with a few let alone a lot of ideas 
during the session. Without a target you won’t know 
what to aim at. Setting an ambitious target will 
galvanize the team. For example, if your session is 
timeboxed for 15 minutes make sure you have a target 
of at least 30 ideas. The best way to generate a good 
idea is to come up with lots of ideas. 

STOP TALKING. START MAKING.
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HOW TO IDEATE The day before 
something is a 
breakthrough,

 it’s a crazy idea.

4 - ENCOURAGE CRAZY IDEAS

Remove all the limitations and boundaries that exist at 
your organisation. Pretend you have a blank canvas - 
worry about whether the idea will work later down the 
track. Even if an idea doesn’t seem realistic, it may 
spark a great idea for someone else. 

If for example, an idea is progressed and a barrier to 
implementation is a lack of available budget, then use it 
as an opportunity to generate ideas about how to 
implement the idea with a smaller budget. PETER DIAMANDIS 

FOUNDER OF THE X-PRIZE AND 
CO-FOUNDER OF SINGULARITY UNIVERSITY

STOP TALKING. START MAKING.
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5 - REMOVE JUDGEMENT

“That’s not possible!” 
“That will never work!”
“We tried this before, it didn’t work!” 

It is easy to fall into the trap of shutting down ideas when you 
first hear them. When you hear an idea from a team member, 
think “and...” rather than “but...” in order to maintain the 
momentum of the ideation session and to help generate as 
many ideas as possible.

Bad ideas do exist but they are encouraged as sometimes the 
bad ideas are the ones that lead to the breakthrough ideas.

If someone came up to you right now and asked you to 
come up with an idea to solve a problem they had - you 
would probably struggle to come up with ideas let alone 
any good ones. This is why ideation is so powerful, as it 
establishes a way to create focus and spark these ideas.

So what happens with all these ideas?
Give each team member the opportunity to vote for their 
top ideas directly after the session is finished while the 
ideas are still fresh in their minds. Consider the following 
when voting:

Inspirational - Is the idea easy to understand and exciting?
Relevant - Does the idea actually address the problem?

Once you have identified your top ideas it is time to 
prototype!

HOW TO IDEATE

STOP TALKING. START MAKING.



PROTOTYPE
PHASE 4



FORMER LEGO CEO
There’s the famous quote that if you 
want to understand how animals live, 
you don’t go to the zoo, you go to the 
jungle.

“I made 5,127 prototypes of my vacuum before I got it right. 
There were 5,126 failures. But I learned from each one. 
That’s how I came up with a solution. So I don’t mind failure.”

JAMES DYSON
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PROTOTYPE

LEGO MODEL

CREATE A SOLUTION TO THE PROBLEM

MOCKUP

ROLE PLAY DIAGRAM

TELL A STORY ADVERTISEMENT

A key mindset of Design Thinking is “Show, don’t 
tell”. A prototype allows you to have a 
conversation around a tangible piece made 
quickly and cheaply.

Spend a small amount of time and money to 
prototype. Fail early to succeed sooner: making 
things tangible allows many small, low-impact 
failures to occur early, resulting in faster learning 
about what does and does not work and why.

STOP TALKING. START MAKING.



TEST
PHASE 5



FORMER LEGO CEO
There’s the famous quote that if you 
want to understand how animals live, 
you don’t go to the zoo, you go to the 
jungle.

THOMAS EDISON

“I haven’t failed. I’ve just found ten thousand ways that do 
not work.”
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TEST
FOCUS ON SHOWING, NOT TELLING
You’re almost there. Use your prototype to get 
feedback.
 
Feedback is invaluable to developing an idea, 
but can also be quite confusing. It may be 
contradictory or may not align with your goals. 
Sort through the responses you receive and 
decide on what to integrate in your next iteration.

Iterating allows you to manage risk by repeatedly 
checking assumptions and refining the solution 
with the user.

STOP TALKING. START MAKING.
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WHY TEST
TIPS

• Make sure to introduce your prototype as a work 
in progress and when you present it do so in a 
neutral tone. 

• Avoid being defensive and listen to all feedback. 
Constructive critisicm is extremely valuable!

• Apply the techniques covered during the 
empathy stage.

EXPERIMENT YOUR WAY FORWARD 

Think of yourself as an experimenter. If at first you don’t 
succeed, you should probably keep at it. 

SAVE TIME IN THE LONG RUN 

When you iterate, you manage risk by repeatedly 
checking your assumptions and answering more 
refined questions.

STOP TALKING. START MAKING.
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NOT ONE SIZE FITS ALL
Design Thinking is a method to help accelerate 
innovation. It is also important to note that Design 
Thinking is a non-linear process. For instance:

You may move from TEST to IDEATE: 
Tests create new ideas for a project.

You may move from PROTOTYPE to IDEATE: 
Learn from prototypes to spark new ideas.

You may move from TEST to EMPATHISE: 
Learn about users through testing.

EMPATHISE

IDEATE

TESTPROTOTYPE

DEFINE

STOP TALKING. START MAKING.



RECOMMENDED READING
DESIGN THINKING FOR EDUCATORS
www.designthinkingforeducators.com

DESIGN KIT TOOLS
www.designkit.org

IDEO TOOLS
www.ideo.com/tools

IDEO RESOURCES
www.ideou.com/pages/design-thinking-resources

STANFORD D.SCHOOL RESOURCES
www.dschool.stanford.edu/resources

DESIGN THINKING RESOURCES FOR PRACTITIONERS
www.thisisdesignthinking.net/on-design-thinking/
design-thinking-resources

BOOKS
• The Art of Design, Tom Kelley
• Change by Design, Tim Brown
• Designing for Growth: A Design Thinking Tool Kit 

for Managers, Jeanne Liedtka and Tim Ogilvie

THE JOURNEY DOESN’T END HERE



FORMER LEGO CEO
There’s the famous quote that if you 
want to understand how animals live, 
you don’t go to the zoo, you go to the 
jungle.

“Design thinkers may be in short supply, but they exist inside 
every organisation. The trick is spotting them, nurturing 
them, and freeing them to do what they do best.”

TIM BROWN
CEO, IDEO



STOP TALKING, START MAKING.
Want to learn more about Design Thinking and how 
successful organisations are applying the approach? 
Get in touch!

Shay is the General Manager of Customer Strategy at Collective 

Campus. He has over 9 years of experience working across a wide 

range of projects focusing on customer experience, design 

thinking, innovation and digital transformation. He has gained his 

experience across several consulting firms including Ernst & Young, 

Capgemini and Accenture. Over the years, Shay has worked with 

and provided advice to leading Australian and Global organisations 

including NAB, Westpac, Qantas, Coca-Cola Amatil, Maddocks and 

BNP Paribas. 

Shay Namdarian
General Manager, Customer Strategy
Email: shay@collectivecamp.us

COLLECTIVECAMPUS.IO


