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Presentation Dry Run & Edit Mentoring

Presentation Dry Run with Florian on Wednesday

You'll be presenting to one other team and the lecturers.

presenting active feedback
09:00 Team «Caterpillar» Team «Dandelion»
09:20 Team «Dandelion» Team «Caterpillar»
09:40 Team «A» Team «Brewski»

10:00 Team «Brewski» Team «A»

«Edit» Mentoring with Nicole on Wednesday

This mentoring is to review the rough cut of your video. Upload |atest version of your video until 11:30 on Wednesday the 8th of April to the Upload folder on Sharepont.

Schedule:
e 12:00 Team «Dandelion»
e 12:35 Team «Caterpillar»
e 13:10: Team «Brewski»
e 13:45 Team «A»



Final Presentation



Deliverables

e Service concept in the form of video scenarios
e [estable prototype
* Action plan & recommendations

e Summarized service concept handout complemented with
visual explanations

e Service documentation



On Matters of Business

Is your idea viable?

The Business Model Canvas

Key Partners

Vho are our Key Partners?
0 are our key suppliers?
/hich Key Resources are we acquiring from partners?
ctivities do partners perform?

HIPS:

ces and activities

Key Activities

t Key Activities do our Value Propositions require?

Our Distribution Channels?
mer Relationships?
venue streams?

Designed for:

1at value do we deliver to the customer?
ch one of our customer's prob!
hat bundles of products and serv

Key Resources

Vhat Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?

Designed by:

Customer Relationship

hat type of relationship does each of our Customer
helping to solve? gments expect us to establish and maintain with them?

s are we offering to each Customer Segment? hich ones have we established?

ith the rest of our business model?

Communities
Co-creation

On:

Iteration:

Customer Segments

om are we creating value?

5 Ve

are our most important customers?

ided Platform

Channels

which Channels do our Customer Se
be reached?
eact 1 No!
re our Channels integrated?
ich ones work best?
hich ones are most cost-efficient?
How are we integrating them with customer routines?

CHANNEL PHASES:
1A

Cost Structure

at are the most important costs inherent in our business model?
/hich Key Resources are most expensive?
i ctivities are most expensive?
roposition, maximum automation, extensive outsourcing)
alue proposition)

CHARACTERISTICS:
(salaries, rents, utilities)

www.businessmodelgeneration.com

https://www.strategyzer.com/

Revenue Streams

vhat value are our customers really willing to pay?
do they currently pay?
y currently paying?
would they prefer to pay?
/ much does each Revenue Stream contribute to overall revent

Asset sale

lent  Real-ti

This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License.
To view a copy of this license, visit http://creativecommons.org/licenses/by-sa/3.0/

or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.



https://www.strategyzer.com/

Articulating Design Decisions



Design does not sell itself

...It needs to be communicated well
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Image: Coen, J. (Director), & Coen, E. (Director). (1994). The Hudsucker Proxy [Film]. Warner Bros. 1
e ———————




Every designer needs to
know how to make a good
argument for their design!

i




Understanding your Audience



Understand your Audience

Stakeholders are humans beings

- Understanding personal motivations behind
stakeholder decisions

- Building rapport through empathy and active
listening i

- Recognizing and addressing underlying
concerns and fears

- Creating psychological safety in design
discussions
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"Articulating Design Decisions" by Tom Greever, Chapter 4 1 The Stakeholder Map to visualize Relations and Motivations 1



Understand your Audience

How to get people on board T ey
get peop e Circle \
y of decision makers .
_/"/ g eXtende\d\\\ \
/~ circle of experts |
/ and influencers

- ldentify decision makers and / * T~

influencers / / /
- Build alliances , [ small core
- Include your potentially biggest critics team
- Gradually expand the circle of involved ‘

parties
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Preparing for Design
Presentations
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Preparing for Design Presentations = : 04 AL Z‘}
Gather and organize your thoughts '

- Creating a presentation outline
(early enough!)

- Collecting relevant data and research
- Organizing design artifacts




Preparing for Design Presentations

Anticipating questions and concerns

- Prepare responses to common objections
- ldenty potential areas of resistance
- Have backup data ready

Pitch presentation with backup by dreipol 1




Preparing for Design Presentations

Prepare supporting materials

- Prototypes and mockups - never present without them
- User research and findings
- Competitive analysis




Effective Communication



— LHow to Speak
Effective Communication D E S i G N ER

Talk your Stakeholders Language

ﬁ

28 Design Terms Small Business Marketers Should Know

THE LOGCK

- Avoid «design jargon» - the mission is to be
understood, not to appear smart

- Use terms common to the domain of your audience -
build an internal glossary

- Use metaphors and analogies

Image by pagemodo — AaAaAa
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Effective Communication

Own the room

- Stand up
- Speak up
- Exude confidence




Effective Communication

Set the Stage

Wo stehen wir?

- What is the reason and goal of this
presentation?

- Where In the process are we?

- What kind of feedback and / or decisions are
we aiming to get? T

Recherche Konzeption

Unkonkrete Konkrete Frage /

Fragestellung Vision

Image by dreipol T




Effective Communication

Tell a story

This is the { | This is the | | Thisishowwe | | This is the | | Thisis whatwe |
purpose of this | | problemweset | | workedouta i solutionandits | | do next if you give |
presentation | | out to solve | solution P benefits | | usthe money!




Effective Communication

Tell a story

- Title Page / Concept Name
-+ Overview / Purpose / HMW
-+ User Description

- Storyboard of user experience / short enactment
(video scenario)

- Features / functionality

- Justification for design / rationale behind design
decisions

-+ Shortcomings of design / limitations
- Expansion — what else is possible

-+ Next steps in the design process

- Summary

Conceptual Designs / Fogg

Conceptual Designs:
The fastest way to capture and share your idea

by BJ Fogg, Ph.D.
bjfogg@stanford.edu, www.bjfogg.com
Persuasive Technology Lab, Stanford University

Published chapter in Design Research: Methods and Perspectives (M.1.T. Press, 2004)

Brainstorming is not enough

Brainstorming can be pure pleasure. With a good creative team, the new ideas can keep
rolling in like fresh waves to a shore, one right after the other, offering endless variations
on a theme. Being in the creative flow and having so many ideas wash over you can be
invigorating. But like the billions of waves that dissipate on the beach each hour, the
energy of simple ideas — even excellent ideas — usually gets lost after the brainstorm is
over.

There’s a problem in the process of invention: Designers lack an efficient method for
capturing and communicating the power of their best ideas.

In this chapter I hope to solve that problem. In the pages ahead you’ll learn how to create
what I call a “conceptual design.” The process I describe can help you develop your idea,
transforming it from a simple concept to something that seems on the verge of reality.

What’s more, the process of creating a conceptual design is simple and fast. In less than
three hours you can crank out a first draft. Once you have a conceptual design in hand--
even a first draft--you can share it with your target users, your colleagues, or your boss.

Conceptual designs let you share and improve your idea

Sharing ideas early and often is one key to success for designers of end-user products and
services. When you share with target users, you get feedback to help you improve your
concept. When you share with your colleagues, you can make sure everyone on the team
has a similar vision. When you share with your boss, you can enlist her support and
feedback early. Or if your boss hates the concept, she can let you know right away, so
you can scrap the idea and work on something else that has more potential for your
organization.

If you don’t have a method for taking an idea from a brainstorm and moving it toward an
actionable plan, such as a prototype or user research, you will lose time, momentum, and
perhaps support.

I’ve been developing the format for conceptual designs since 1996 when I worked at
Interval Research. Since then I’ve taken the method with me to my professional work,

BJ Fogg — bjfogg@stanford.edu Page 1
Version 1 — May 2003




«If a client hates your idea,
you can go back to the most
fun part of the process -
coming up with new ideas!’»

by Hartmut Esslinger T ‘




Thank you!

Florian Wille
florian.wille@zhdk.ch
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