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What do we know?

What you know

Knowledge you have

What you know that
you don’t know

Set out to find this

What you don’t know
that you don’t know

How do we search for
information if you are
not aware of it's
existence?
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Hear?

Think & Feel?

Say & Do?

See?

Pain

Gain
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Empathy Map: Jumping Jamie

Says

IfI need to find
something or manage
my account, it should
be easy for me to do
it myself without
having to call

I don’t expect to
have to pull teeth
to get something
done

Does

Thinks

Says

Talks about possible ways
to change moving forward

“Thisis an
opportunity to work
differently, moving

“I'm not going to
cope seeing all of
those patients again”

Thinks

“Surely there has to
be another way?”

“We want to work
pragmatically and
proportionately”

“COVID has fast-
forwarded change”

beyond ‘box ticking””

“We want to work within
the evidence base”

X
“This is an opportunity
to make care more
patient-centred”

There's not
enough info on
the website
-|‘,§
() A
= Feels

NN/g

Does

Drafts plans for
changes to working

Nothing and denies that
a change is needed

Starts collecting and
reviewing data on CDM
groups, compliance etc.

Starts to look at
the available
evidence base

CovID

Starts to reach out to colleagues
and peers about what changes
would be appropriate

Starts to make changes to
how the practice
communicates with patients

o\ G

Staff engaged in
chronic disease post-

“It’s going to be so much
work catching up”

“This is an opportunity for
more patient choice which
is exciting /terrifying”

“Which patients am |
going to miss if we don’t
have annual recall?”

“Which of my patients

are going to be further
disadvantaged because
of this?”

“What services already
exist that we can utilise
for COM changes?”

Worried about their
vulnerable/high needs
patients

Excited about trying
something different

Worried/anxious that
they’ll be overwhelmed

Concerned about the
impacton continuity

Eager to make the most of
this opportunity for change

Feels

Worried about the
changes and whether
they’ll be consulted

Tired

source : NN/g



Meet Stephaney. She is 32 years old.
She combines studying and work.

She is studying fora BA in Business at a
university for a few years now.

She owns her own flat. She has a BF.




. Stephaney says...

- "It's very stressful to study when you are working"
"1 don't like the pressure before test”

-The studies give me more knowledge and power at
work.

-"l cram before the exam, | get a good grade - but am
not likely to remember the details”

- Talking about the material with BF and people at
school or if | say it out loud helps me remember what
I've learned.

, Stephaney thinks...

- Succeeding in school and work are important.
- She doesn’t have enough time for everything she
wants to do.
She is thinking of the future - getting married, having
children. Will she be able to live the life she wants?
She is ambitious.
- When she stops the ‘ratrace’ to think and look at
things in an overall look it really helps her get a
perspective.
- She is leaming to prioritize, and to let go of "being
perfect”.

. Stephaney says...

- You understand you have to do shortcuts. "Work
smarter - not harder". (example: | can't do summaries
anymore) You have to choose what's right for you.”

- The soft skill courses really helped me - like learning
how to give a presentation.

- Career centers are good, not helpful all the time.

‘ Stephaney feels...

- Succeeding in life is important to her. Succeeding in
work and having financial security.

- She's tired of the long years of study - but she is
willing to putin the work because she believes it will
help her future.

- She sees the importance of the study but wants to
"live" and enjoy life.

- She feels she needs to prove herself at work - she
feels insecure.

- She feels anxiety and stress and yet a sense of
accomplishment.




Fitness During COVID-19

Team Stay Fit

v ML EMERGENCY
2 S DESIGN
4 B® COLLECTIVE




I &L} (Persona)



i
09
?
OI-
l_o
>
Ofo
>
p=
o
o
rt
N
=
uju
|_
o
o
2
JiI
_|
lo
5l
I
>
I
Ul
1]
At
ot
rr
N
o
ol
o

Demographics (Age, occupation), Motivation & Goal, Attitude, Needs, Behavior, Personality

Use of technology
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height
weight
reach
torso
shoulders
chest
waist

hips

legs

low

average

S
-
-
-
-
-
-
-
-
-
-

high

=X : https://www.youtube.com/watch?v=4eBmyttcfU4
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Drew

Influencer

ABOUT

S1 Age 25-34
(® S$50K-75K

&3 High Tech Proficiency

EVENT ATTENDANCE ATTRIBUTES

Frequent event go-ers (monthly), tend to be
very early planners, and more likely to
travel regionally or nationally for an event,
tend to go to trending events only.

EVENT INFLUENCERS

Friends
Cultural
Adventure
Learning
Networking
Hype
Credibility

MOTIVATIONS

Motivated to find new things to do and
share them with network, having influence,
being the first to know about something
and getting tickets right away.

CORE NEEDS

Finding events on social media and being
able to easily share them. Being able to see
trending events that will up their klout. Also
getting notificatinos of on-sale so they can
be the first to get tickets.

PAIN POINTS

Finding the time to attend events and
staying on budget.

39% 12

Total Universe GTV Events per month




Name:

Sophia Lee

Occupation: Marketing Director at a
tech company

Location: New York, NY
MBTI: ENTJ

Quote:

“I work hard so that | can play hard.

Luxury travel is my reward for my hard work."

Goals Frustrations
» To experience luxurious and « Delays or disruptions during
indulgent travel experiences travel that affect her itinerary
« To stay at high-end hotels and « Uncomfortable or unsatisfactory
resorts accommodations or dining
 To enjoy fine dining and upscale experiences
shopping

Bio

Sophia Lee is a tech-savvy marketing director who lives in New York
City. She enjoys indulging in luxurious travel experiences, but due to
her busy work schedule, she rarely has the opportunity to travel. When
she does travel, she prefers to stay at high-end hotels and resorts,
dine at fine restaurants, and shop for luxury goods. She values comfort
and convenience in her travels and is willing to pay a premium for it.
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What defines a story are changes, significant moments and ending.
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Learning  Planning Starting Entering Ticketing Waiting Boarding Riding Arriving  Continuing



Why and When to Wear a “Mask”

A Public Health, Retail, & Consumer Design Project

clothFaceCoveringsOnFleek:
Claire Jacobson
Jade Wong

33



User Journey ero

User Journey for a general consumer

Steps
Doing
b Waiting (15x :;':stzgg Walking, Waiting in line Placing items Walking, R?m:ving PPE
Online longer than i driving, 6ft apart, in cart, driving, public in hot zone,
Ll G| Search 2-day P‘;‘ém:‘g;:g public disinfecting ~ searching for transitwith  pndiorr
shipping) 'a list transit grocery cart items, paying bags arararien.

The steps for purchasing and using a face cloth face covering for a typica

| user involve many actions and decisions that can be long and arduous.
The Emergency Design Collective © 2020 34



e CED CID C C C CD

A Cfl on Searching for Arriving at the Ordering food Eating and enjoying Uploading a Leaving the
restaurants online restaurant and drinks the ambiance photo of the meal restaurant
to Instagram
. Yelp, TripAdvisor Front desk, host/ Waitstaff Food, decor Instagram app Front desk, host/
TOUCh POl n+ hostess hostess

Excited to plan
out the perfect
dinner

Proud of the
experience and
eager to share it

c Nervous about :
4 e , the meal and the
-06 and whether'the Satisfied with | ;
e restaurant will e rent UXUI’IOU;
i : surroundings
w live up to her options and 9
expectations feeling indulgent
Anxious about the
bill and whether it
will be expensive
Allow for filtering by Provide clear dress Offer additional None None Clearly communicate
Im provemenf dietary restrictions, code guidelines, offer recommendations or prices or offer a payment
. show more photos a complimentary drink specials to enhance estimator beforehand to
(o] ppor‘ fun |1‘| es of the restaurant to help ease nerves the experience reduce anxiety.

and menu



Service Blueprint



Case : experience solutions(Gym Sign up) : &4 S8 0|8 Xt

Customer
Process
Internal
Process
I | I I
| Receptonist | : :
: o g e o e g Porm ssked a bt : I/ I
| Heve to sxploi agsin. | |
| Not Istening %o my neecs, m-m-::;:. | | PRI I
Experience | tvnatoselineesd dotumimnette | | ——
Expelience I questions | : Easy to fobow personal plan :
: R foit very conous | - Nice Bendy mstucior I Talored to my needs I
: Met & nice lady an e towr I \ /J:/ Alttie confuzing in places { :
| Nios place, and people are | \ o | Liked doing 1 with other people | |
I e I | OuintWee being watched by | I
| | | pecple inthe gym | |
Improvement

Key Learning

=X : http://www.experiencesolutions.co.uk/Customer Journey Map example.pc



http://www.experiencesolutions.co.uk/Customer_Journey_Map_example.pdf
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WARBY PARKER

eyewear



o
Doing good at work
From Mexico to Zimbabwe, Bangladesh to Sri Lanka, our impact has reached

50+ countries




WARBY PARKER

eyewear
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Problem Tree
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Symptoms

High Level Symptoms High Level Symptoms  High Level Symptoms = o R o
T \ / F8 N2 Qs
I— e
LEELH 2 4)
Direct Symptoms Direct Symptoms Direct Symptoms

Core Problem

Direct Cause Direct Cause
Contributing Cause Contributing Cause Contributing Cause Contributing Cause ca uses
= = 70
i / \ (‘T2 259
ol =
Underlying Cause  Underlying Cause Underlying Cause

Underlying Cause Underlying Cause









Force Field Analysis



Forces for Change

Forces Against Change

Available education resources:
Pathology Handbook, Updated

Position hierarchy influencing individual behavior
i.e. Attending influence Residents

Modeling informal work environment of Pathology
Across other service

Huddle roos as communal decision making space

Current behavior change intervention:
Pre-Test Probability

Decision Making Support Tool
Dashboard

Michigan Medicine academic culture leads to:
Transient Residents

Inability to look wrong

Less questions are asked

Using Learning as an excuse for over testing

Position hierarchy influencing individual behavior
l.e. Attending influence Residents

Lack of extensive knowledge regarding which test to choose and when
Varied perception of test appropriateness across all positions
Perception of lack of access to specialists knowledge for ordering support

Lack of formal and regular evaluation system to provide constructive feed
back regarding test utilization

Providers perception of patient expectations of good care

Michart issues:

Processing time

Functional and usability problems

Redundant system features

Lack of notification when test name/protocols are changed




Driving Forces

Restraining Forces

External
Competitors
Globalization
Product life cycle
Technology
Mamagement gurus
Internal

Economic survival

Customer expectations

Cost reduction

Employee motivation/morale
Dynamic, charismatic individuals
Strategic vision

Shareholders

Individual level
Fear of redundancy
Personal inconvenience
Loss of status, career prospects
Habit, Laziness
Fear of failure
Ilgnorance/lack of information

Organizational level
Bureaucracy
Lack of skills/training
Rigid structure
Lack of finance
Trade Union power
Undue caution
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