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Abstract. This case study describes the process of curating creative methods for
several types of audiences. Within the case you can find two creative examples
to help designers applying an unknown method to go from a problem to a solution
by using a ‘design doing’ approach (the original publication consisted of 17
cases). Focussing not so much on thinking like a designer, but especially doing.
Because designing is about empathizing, sketching, making, trying and learning
while creating. In addition some social interventions were tested via workshops
and organised events to see whether it’s important to bring people together in-
volved in these using creative methods for optimal transfer of knowledge.
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1 Preface

This result of this research contains a collection of 17 cases, in the form of openly
shared learning materials. The collection is intended for teachers, students and profes-
sionals who work on — often complex — issues within higher education (and beyond),
according to the design thinking methodology. The idea is that the examples can help
them to arrive at (more) creative solutions together.

The working title of this project was ‘Design Open Research Platform’, abbreviated
to DORP, which means village in Dutch, signifying the communal purpose of using
methods on a personal level and low key way of interaction.

The Dutch version of the total collection including all the cases and materials can be
found on Edusources as e-book [1].
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2 Introduction

Design thinking teaches students and professionals to think like a designer. This is very
necessary: the challenges they encounter require not only investigative skills, but also
design skills and social interaction. However, not every professional or student (or
teacher who has to supervise the students) automatically feels creative.

This casestudy debates the use of creative methods and how these methods can op-
timally be used in daily life by different types of people; e.g. teachers, students, profes-
sionals and researchers. The selected 17 methods in the DORP publication were curated
to supply a useful collection to help beginners and professionals in the design field.
These methods were deliberately written down in such a way to be concise and offer
clear step by step instructions for undertaking activities that can help to go further than
just sticking post-its. This approach should provide the tools to take creative action,
without necessarily knowing in advance what the end result would be. In chapter 6 and
7 the testing of these alterations are explained and discussed.

An important motto that arrived during this entire process was: design thinking be-
yond post-its. Because sticking post-its is a good start, but how do you get (even) fur-
ther? The DORP research was focussed on providing an answer. This casestudy elabo-
rates on the actual efficiency and practical use of the DORP results as an ongoing pro-
cess to find the most optimal way to facilitate creative processes.

[2] “Although it might seem as though frittering away valuable time on sketches and
models and simulations will slow work down, prototyping generates results faster”. —
Brown (2020)

3 Challenge

The challenge of this case study is to reflect on the preliminary results from the DORP
research. Two main questions that should be answered are:

(1.) Is collecting examples and distributing them via an electronical platform
(Edusources) useful and would the content actually be easily accessible for academic
and professional use?

(2.) Was the curation process, filtering of methods based on metadata en testing them
in several settings other than online beneficial to transfering this knowledge to intended
users?

The first challenge has been an ongoing process of about 2 years in which 17 design
methods were scouted, documented, edited multiple times and moderated for optimal
use. The second challenge has been done during several workshops and events to dis-
cuss and test the materials.

Chapter 4 explains the division of all collected materials.

Chapter 5 shows two cases as example to indicate the layout of digital and printed
versions, and why it was decided to create them in this way.

Chapter 6 explains briefly in what setting the scouted and moderated materials were
iterated through several interventions related to optimal use in a social setting.
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4 Division of methods

The DORP collection has been divided into three categories with concrete examples of
application of creative methods that help you determine how, where and when you can
do design thinking. The description below is copied from the DORP publication. On
the next page a VENN diagram shows the relation of these 3 categories and 17 cases:

4.1 Empathize

You usually design for others. So, it is important to be able to empathize. By putting
yourself'in someone else's shoes (literally or not), you understand their needs and chal-
lenges better. You gain better insight into what the problem is, for example by observing
it, experiencing it yourself or reenacting it. This also gives you a better idea of what
kind of solution you can best design and what criteria they must meet. So come out of
your bubble!

4.2  Make it tangible

A designer makes things and learns from them. That is why it is important to take the
time and... come up with solutions, by making them. Making creative ideas tangible
through sketches, lo-, medium- and hi-fidelity prototypes makes it easier to develop
concepts, receive feedback and make adjustments together. It makes the abstract con-
crete and helps you refine your design. Go beyond post-its!

43 Tryitout

Trying and learning by doing are important principles in design thinking and doing.
Every design you make is usually full of assumptions. About what is good, about what
works. So don't wait too long to test your assumptions! Because people tend to avoid
mistakes - that's ingrained in us. But it's precisely by being open, honest and curious
that we discover what does or doesn't work in practice. That's impossible from behind
your laptop, so: go outside!
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Fig. 1. Venn diagram showing the three categorisations, with mapping of the 17 cases.

5 Selection of 2 cases

Explaining all cases in detail would make this case study very lengthy, therefore only
2 are selected to show the approach of how methods were curated, processed and im-
proved for use in the way we intended, using a step-by-step exemplary description. The
two case numbers correspond with the numbers in the above shown Venn diagram.

5.1  Case no. 2: Making a future vision

At the start of a new project or design challenge, it can be difficult to immediately
identify what you really value and communicate this in the right way. While rational
thinking usually leads to logical and obvious solutions, it is important to also pay atten-
tion to the deeper, latent desires and needs.

Challenge: You want to make a start with your team so that you understand each other
and the subject better. The trick is not to go into depth right away, but to map out with
each other what is possible. It is obvious to simply discuss all this. At the same time, it
can take a lot of time and e ort to brie y and concisely explain to each other what you
mean at this stage. In addition, you may not immediately know what you really find
important. Moreover: if you only think rationally, you usually come up with logical and
obvious solutions, while you would rather bring out the deeper wishes and needs. Be-
cause that is, after all, what really affects people (latent needs).



Design Thinking Beyond Post-its 5

Solution: Then it is a good idea to start working together creatively on creating future
scenarios. An activity that can be classified under the term ‘generative design’; making
something, arousing curiosity, looking for solutions and telling stories. Creating visions
of the future may seem difficult, but with some simple tools you can get started very
quickly. In this case, a group of participants chose images that inspired them from a
number of cards that were spread across the table. They each placed these on a large
sheet to tell their own story. Here they could write, draw and/or tell what their ideal
future scenario entailed. [3][4][5][6][7]. Watch the video on YouTube to understand
how this works [8].

Step 1: Decide in advance what you want the group to think about. Present this, and
check during the session whether you have come up with a good direction. If necessary,
adjust the focus a bit, based on an initial conversation or discussion.

Step 2: Give everyone 20 minutes to create their own vision ‘collage’, using the cards
and craft supplies spread across the table. Walk around to answer any questions or am-
biguities, and provide support where needed.

Step 3: Let everyone present their own vision of the future. Then start a conversation,
with a link back to the previously formulated main question.

Everyone
presents b
or her own vision
of the future.

Catagory:
empathire, maks it
tangitie

Activity:
making cellages,
drawing, dscussing,
anvisioning. storyteting

Cejective
visualizing thoughts,
starting a conversation

Ouration:
1t 2 hours (enly ashort
pregaration nesded)

Tags

latent reeds. storyteting,
making cellages, vision
of the future

Fig. 2. Visual of participants making a future vision with more details of the method on the left.
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Variation: Give the assignment a creative twist and allow participants to create their
own unique card set by cutting out their favourite images from magazines.

Tips: Capture your creative moments! Take a picture of your work or collage as soon
as it is finished. This creates the opportunity to reflect on it later, or even build on it.
Also ask around if it is okay to share the results later anonymously.

Success factor: “By choosing a clear topic in advance, laying out all the materials, the
participants can work independently and let their creativity run wild. A simple way to
organize co-creation. It always works” — Ruben Logjes

Fig. 3. Steps of the process; initial focus, making the collage, and discussing future visions.

SHOWCASE: TOEKOMSTVISIE MAKEN Stappen & tips voor ‘goede visies en verhalen’

Stap 1. Stap 2. Stap 3.
CATEGORIE: ENVISIONING, STORYTELLING ACTIVITEIT: COLLAGES
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VOORBEREIDINGEN) TAGS: LATENTE BEHOEFTES, VERHALEN
VERTELLEN, COLLAGES MAKEN, TOEKOMSTVISIE
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.
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Fig. 4. Visual of printed version (double sided A4), and same layout of the digital variant.
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5.2 Case no. 5: Need Based Profiles

Your target group probably consists of several different types of users who, on average,
may seem quite similar, but can still differ considerably. Need Based Profiles are a great
tool for this purpose. The most important (and difficult) thing is to come up with a good
name for a certain segment.

Challenge: The challenge is to process the insights from your user research
or interviews in an easy to understand summary and make the profiles visually attrac-
tive, so that others understand who it concerns and what they experience.

Solution: By looking at similarities from your research, you can determine several
‘profiles’. The Need Based Profile may seem like a Persona, but it is slightly different.
The nice thing is that you focus more on needs and special character traits, rather than
trying to create a profile with demographics (age, gender, profession, income). These
are often very generic and less useful. These types of profiles help you to bring out the
‘nice’ and unique characteristics, needs and wishes. You can also display the profiles
very well schematically next to each other, so that you can clearly see how they are
positioned in relation to each other and how large those segments are. [9][10][11][12]
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Discussion about:
Creation of, and choosing,
ametaverse platform for
AUAS, via need-based
profiles.

Category:
try it out

Activity:

envisioning, prototyping
field resoarch, analyze,
visualize

Objective:

map target groups
and show experience
target group: teachers

Duration:
1-4 weeks

Tags:

users, segments, profiles,
target groups, analyze,
categorize

Fig. 5. Visual of Need Based Profile characteristics and more details of the method on the left.

Step 1: Do research; observations, interviews, or use existing results. Brainstorm with
your team (or alone) to group the most important insights. Divide the insights so that
you can make a realistic assessment of the type of people you are dealing with.

Step 2: Choose a good and funny name for the profiles (no first name + last name or
other standard demographics!).

Step 3: Focus on the needs, and describe them clearly. You can visually show character
traits or behavioural characteristics by indicating extremes with a scale. This will
quickly show you how profiles differ. Brainstorm these characteristics first, and do not
copy a standard list.

Success factor: “Be critical of the elaboration of the profiles. If it is done too generally,
then it is not much of use and it takes a lot of time. In addition, it can be difficult to
work everything out visually, but this helps best to explain the insights and conclusions
to others in the form of profiles.” — Ruben Logjes
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SHOWCASE: NEED BASED PROFILES Stappen voor need based profiles

CATEGORIE: ENVISIONING, PROTOTYPING ACTIVITEIT: FIELD oon
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Fig. 6. Visual of printed version (double sided A4), and same layout of the digital variant.

6 Additional ways of using the cases

One of the main challenges in this project was to find out whether other ways of inter-
acting with methods by possible end users like teachers, students, researchers, and pro-
fessionals would be feasible and preferable. Our approach was to test different settings
in which people could get involved in a more social and interactive manner, thus acti-
vating the content itself in a ‘practice what you preach’ way. Related to the physical
interaction also we realised that filtering and curating the content is needed to help
people understand how cases should be applied and provide an overview ‘in a glance’.

During this project, at so called ‘DORP days’, we invited fellow teachers from dif-
ferent applied science universities in the Netherlands and professionals from all kinds
of backgrounds. During these sessions we tried to convey the purpose of the cases, and
trigger participants to respond to our ideas of curating the content and the intended use
of the material. The first two DORP days were more traditional in setup to ‘Show and
Share’ content. After these two gatherings it was decided to go on step further, to iterate
on the gathered feedback and become creative ourselves.

Parallel to the DORP days several workshops were facilitated with small groups of
design professionals who guided us to use a more creative way of presenting our curated
set of cases and warned us to not merely share ‘yet another toolbox online’, because
that would probably not do the trick. This confirmed our own assumptions to try a dif-
ferent approach. Some of the comments and feedback from these workshops were:
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“people are tired of receiving lots of digital content, you need specific moments to reach
your audience” and “why isn’t DORP more physical itself”, or “how do you filter all
the content when looking for a method with a specific goal — filtering is usually the
issue”.

This resulted in two new directions for curating, namely the need for a practical
filtering of methods and a more physical way of presenting the cases.

The iteration for the filtering was done by creating a hierarchy of the 17 cases and
finding out whether subsets of methods could be created via variables to indicate how
difficult or easy a method is, simple or complex, if it would take a long time to prepare
or execute, and if the outcome would be of low or high resolution. See image below
where plotting of all the cases on 5 levels was done, after which it was decided to go
for only 4 variables to make it more compact and understandable.

Need Based
Profiles

5. Lofi - L =

— Hifi
vowatcey PSS (oviceny .

Fig. 7. Iteration of variables for the cases and filtering examples of the two mentioned methods
from chapter 4, and what this would look like in the printed version or online.

The second iteration was related to involve participants in our study in a more inter-
active way. Therefore, at ‘DORP day three’ an exhibition was created of all materials
letting participants give feedback, and use dot voting to indicate whether they liked the
cases itself or not, and more importantly determine whether they liked the presentation
of actual case materials and printed versions of cases in different sizes. Some of the
important feedback of this event was the following (quotes and summaries from re-
sponses of the target audience like teachers, researchers and design professionals):

e Filtering of the variables wasn’t always clear and mentioned by several target
groups.

e Participants were doubting whether curating more cases would be possible and how
to do this on a bigger scale and how people would be able to access all the content.
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e A suggestion was to involve students to help curate the content. In that way they
learn about the methods simultaneously and make the digital and physical content
‘ready to be used’ by others at the same time.

e “Who is the owner of this collection, or which key stakeholders will take this a step
further?”

e “It’s a great way [The exhibition] to discuss with others, be inspired by the materials,
and understand each other on deeper levels than you would normally do (this would
not happen with digital content).”

e Some people liked the variables and visualisation style, others not.

o The step-by-step guide was appreciated a lot.

e “It’s very nice to have a moment to reflect together.”

m “ nm GEEF JOUW MENING

%f”
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Fig. 8. One of the feedback forms with dot-voting and comments during DORP day 3.

As can be seen in Figure 9 several types of prints were tested of the before shown
templates of materials and methods. All of them were printed on A4 size, but also on
bigger foamboard panels, including the actual materials used. This way the setting be-
came more like an exhibition.

Besides receiving both positive feedback and comments, the vibrant atmosphere was
most positive of people sharing insights and bringing new ideas to the table themselves.

The setup of this exhibition was created in such a way that it could easily fit in one
car and therefore be transported to different locations if faculties or companies would
be interested to host one of these ‘show and share’ events for internal or external use.
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Fig. 9. Exhibition of materials with printed versions (double sided A4), large foamboards, and
an ‘introductory’ panel to explain the general purpose of the exhibition. QR codes on the printed
version of the cases could be used to direct people to the digital versions.

7 Discussion

As with most online toolkits, whether it be a representation of creative methods online,
as small cards or in other forms, generally the makers expect people to be experienced
designers and know how to use them.

During the DORP project the intention was to move away from this approach and
experiment with several ways of visualising, promoting and curating collected methods
and materials, based on assumptions that the current way is not always inspiring or
sufficiently continuing the effects of this knowledge in a cyclical way.

Through many iterations and discussions, the final solution is a hybrid approach with
both the online catalogue and the printed materials for use in private or group settings,
and an exhibition format on larger poster size prints and cardboard for showcasing and
serving as conversation starter. These non-digital types of presentation have been used
in a few workshop settings with the target audience (designers, teachers and research-
ers, but not with students). Scaling up of the catalogue and knowing if this hybrid ap-
proach will be successful might also depend on departments within education willing
to use these methods, or even companies that would be interested to host these kind of
exhibitions for instance in their offices or exhibitions spaces.

At the moment it can not be concluded yet if the content of the DORP cases can
work as ‘standalone’ database or prints for professionals, lecturers, researchers or es-
pecially students. During all kinds of workshop settings, no students were present. All



Design Thinking Beyond Post-its 13

the cases have been scouted however based on the efficiency and ease of use in class-
rooms or workshops. This was the curation based on the knowledge of involved re-
searcher related to their own ‘best practices’ developed through years of experience.
The most positive response was the fact that experienced participants have shown their
interest and supplied us with many tips and suggestions for improvement

Also finding more ways of activating people to contribute to the database and curat-
ing the content is an important aspect to take in consideration. A nice way could be to
involve students to help with this process and make it part of some courses in universi-
ties or other educational institutions.

8 Conclusion

The activating way of curating the methods and materials have proven to be successful.
Participants of the ‘DORP days’ were enthusiastic and took printed versions with them
and scanned the QR codes for later use in their professional work as teacher or designer.

Discussing and sharing information, preferably in a live setting improves and pro-
motes the most important aspect of these methods, namely transferring knowledge, try-
ing out different approaches and asking others for help.

However, curating all the content seems to be one of the most mentioned bottlenecks,
but perhaps including students in this process can make it more integrated and dynamic,
involving educational institutions in many ways (students, teachers, researchers), espe-
cially when combining such a collection like DORP in real-life project together with
professionals and design challenges.

In a digital age, with an overkill of content and toolkits, people are looking for ways
to step away from their laptop and socially interact with like-minded people.

In other situations, if people are not acquainted with these types of materials, the
simple instructions should be sufficient to apply them, and filtering with variables
should make it clear what the purpose of each method is. Additionally, if methods are
proposed by someone that is more skilled, and who knows of the existence of this con-
tent, then others would be greatly helped by this approach if forwarded or stumbled
upon.

Final consideration is always the start of such a movement and how both people and
content can stay activated. There is enough reason to believe that this direction is very
promising to be further developed.
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