Kelle Link et
Business Design, Service Design, Org Transformation
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Really enjoyed teaching as guest lecturer at Dublin Institute of Technology on
their Leadership module on the MBA program - design thinking methods for
strategic & tactical planning & execution - a spirited bunch! | asked t ...see more




Designing At Home - The Impact Of A
Pandemic On Leading User Experience
Designers

Published on May 28, 2020
Mark Campbell 8 articles _/ Following
o User Experience Consultant

There is little doubt that during times of hardship, uncertainty, and fear, community is more
important than ever. We rely on those around us and close to us for solidarity, support,
guidance, information, and empathy. Amongst one of the greatest challenges of the COVID-
19 pandemic is that in order to slow the spread of the virus we must practice social

distancing and forgo in-person community.

Kelle Link | Principle UX Designer, Verizon Connect

I see my teammates’ faces on
Hangouts (tiled, so I can see
everyone) more than anyone else
in my social life at the moment.
‘We have gotten to know them
better and we support each other
as humans, not just as colleagues
during these COVID times. We
have informal chats about "the
state of the nation". When we ask
each other "What did you do last

night?" or "How was the weekend?"



Design Thinking in
large organisations -
beyond UX

Parable:
The Tattooed Irishman




Speaking The Language
Adapting Design Thinking
Serving vs “Right Fighter”
Empowerment Over Control
Give it all away

Crafting narratives

Roadmap Delivery
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MATTEL, INC. AND SUBSIDIARIES

SUPPLEMENTAL FINANCIAL INFORMATION (Unaudited)'
RECONCILIATION OF GAAP AND NON-GAAP FINANCIAL MEASURES

Understand what you are designing -
(O milions scotpershars s prsetage. 20 TR MR B e Dec e businesses are all about numbers

Earnings Per Share
Net Income Per Common Share, As Reported 042 § 0.04
Adjustments:

Severance and Restructuring Expenses (0.01) 0.03

Inclined Sleeper Product Recalls 0.03 —
Sale of Assets’ = 0.02)

Changes to Deferred Tax Assets® (0.14) —
Loss on Liquidation of Argentina Subsidiary* — 0.13
Tax Effect of Adjustments® - 0.01
Net Income Per Common Share, As Adjusted 0.18

EBITDA and Adjusted EBITDA
Net Income, As Reported
Adjustments:

Interest Expense

(Benefit) Provision for Income Taxes

Depreciation

Amortization ;i
EBITDA

Adjustments:
Share-Based Compensation
Severance and Restructuring Expenses
Inclined Sleeper Product Recalls
Sale of Assets’
Loss on Liquidation of Argentina Subsidiary®
Adjusted EBITDA

Free Cash Flow
Net Cash Flows Provided by Operating Activities
Capital Expenditures

Free Cash Flow




Examples & Case studies today:
imaginary org & product, with HW & SW
hybrid offerings
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Count Changes Since Discontinuation of M3GAN Holiday

Line
592 Distributors
25,269 Dolls
MIDDLE
USA ASIA LATAM EAST EUROPE

N4 V 4 V V

516 Distributors 3 Distributors 59 Distributors 0 Distributors 14 Distributors
18,028 Dolls 490 Dolls 2,013 Dolls 1,306 Dolls 3,420 Units



ild Monitor Toy & Robots: M=ZGAN
istributors Count by Volume

Distributors Dolls

vsa o7 I -

.............. .A.?.'.a.\.......4..l.....................TotalVolumebySegmentS............‘ 1084.
e 995 Stores
LatAm 44 [} e 50917 Dolls 650 ]

curope 2] o775

Distributor/Doll (Unit) Reduction

usa 516 [ 18,028 [
.............. ft.\.s.'.a.‘.......3..|......................gountChangesSince 490'
iscontinuation
__________ Latam soffll %597 Stores R
S e 25,269 Dolls 1306.




tributor

Smyths

Amazon

Brown
Thomas

Walmart

Independent
Stores

Cost i Revenue

$1o_4ml-$42m

I $9m

$19m

$0.6m

$0.6m

$98m

$0.7m | $12m

Customers

148k

o
64k

85K

335k

o
95k




V Overall

> Furniture

V Office Supplies
Austria
Belgium
Denmark
Finland
France
Germany

Ireland

Trend Sales

0.7k
wnalalillaa
100.0

1.1m
279.2k
364.5k
10.2k
6.4k
0.9k
28.6
122.1k
66.0k

3.1K

1.0m
266.3k
362.8k
8.7k
6.7K
1.6k
93.5
115.3k
64.6k
3.7k
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Chart Suggestions—A Thought-Starter

www.ExtremePresentation.com
© 2009 A. Abela— a.vabela@gmail.com

Variable Width Table or Table with Bor Chart Column Chart Circular Area Chart Line Chart Column Chart Line Chart
Column Chart Embedded Charts =
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Hﬁ il ‘ | [ ,
ol dl —
1 ! | ! | 1
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Two Variables Many
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I Over Time
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[ Column Histogram
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The “purism” of your UX processes may
disintegrate as you mature

Adapting
Design
Thinking
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Whiteboard exercise: your org / team in 3 years time

How my
team

“elevates”

Systems

Outcomes
(KRs)

Post-it
Post-it
'Post-it
Post-it
Post-it
Post-it
| Post-it
Post-it
System 1 System 2
KR KR
KR KR

Post-it

Post-it

Post-it

'Post-it

Post-it

'Post-it

ost-it

'Post-it



M3GAN: your org / team in 3 years time M=GAN

Diagnostic e > Prescriptive e > Prediction
. >e
- All strategic decisions driven by
:
R e CACE TS data
WORKON : CUSTOMER
of e

1/ Deciding which

customers to sell to Available for all

Data for every point A5
2/ Better leads of Ul " decisions

Operating model 1

: Optimising for the Present

Operatin% model 2

- Building for the Future

Agile Team setup Skillset

o HW tribe . W Tribe Frameworks & Methodologies

. ata| it Bl D k
H OW my o Scientis Scientis - Newer ways of

: * building GAI
t Iﬂ'] . % Analyst] ﬁ Analyst: ' models

ea g J | nsights Insights| 2
(1] LI : ZARA
e I evates ppxbales Tribe Product Tribe
i Scientist S Dat? i
e
% A DatajlAnalyst:
g EngMinsights!
Certify our data for Self Service .

Syste ms attributes & metrics . Dashboard SFDC GAl Engine

Outcomes

Reduction of cost Automation % Tickets related to Reduction of cost

(KRs)

overhead

HW health

overhead

New Revenue
Streams or
Channels

Customer Loyalty

Manual processes
reduced by 70%



Beating them over the head with User
Research & UX activities

- Serving vs
7 Right-
—ay Fighting
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L Right-fighting as a designer at the
‘J Strategy Table or with stakeholders

¢ 4 “How’s that
| working for
you?”

- J
R XS




Examples

“But customers said so” &
NPS Verbatim

“Look at this Blueprint and set
of concept designs! We spent
3 days on them on-site with a
cross functional team. All the
solutions are there, customers
will love it!”



“it pays
sometimes to
be a little deaf”

... and learn what that situation means, ie. what is it
evidence of?




Give it all
away - make
them look
good




Competitor gro ACME Mon M3GAN

R&D spend $428m $370m $700m $400m

2024

Consolidation [46% 46% 13% 17%
platforms

Competitor gro ACME Mon M3GAN
2R(f‘23 spend $428m  $370m  $700m $400m

Consolidation

platforms

46%

46%

13%

17%




$428m

$370m

$700m

$400m

men

~GAN

46%
Single Platform

46% (2019)
Single Platform

)

13%

Single Platform

<

17%
Single Platform



Help your stakeholders articulate their
hypothesis

— — We believe that...

TEAN ~ will be achieved if...

\
!
% PLAYB attain...

’ == ~ with...
-



Help your stakeholders articulate their
hypothesis

We believe that " We believe that...

will be achieved if |
attain will be achieved if...

with
) attain...

~ with...



Examples

Even when you aren’t needed,
and you notice things they are
suffering from design-wise or
conceptually

Their processes, reports,
decks

Their North Star & roadmap
User Research, Surveys=



Politics is all about relationships,
which makes relationship building
& nurturing one of a fire chief's
most important functions.

Building & maintaining your
relationships constitute
a process, not a task or an event.

150

1873 - 2023 €&}

INTERNATIONAL ASSOCIATION OF FIRE CHIEFS % ¥

HONOR TRADITION EMBRACE INNOVATION

Though they require
ongoing attention,
the payoff is huge.




Build relationships early on and maintain them routinely. Don't

wait to get to know stakeholders until you need something

from them.

Do not try to sell yourself or your department; you won't be

successful. Instead, speak about your issues in terms of how

they serve the decision-makers' needs and wants.

Take the time to develop your staff so they can be fully

successful in their roles. Then allow them to shine by making

full use of their skills and talents. No fire chief can be

successful without the support of his or her team.

Develop a trusting and collaborative relationship with your

labor units. They have a very strong voice and can deliver

messages and otherwise influence elected officials in ways

that fire chiefs can't.

Make yourself easily and readily available to stakeholders.

The fire chief must be the face of the department and

embrace that responsibility.

Trusted staff will take care of

the operations and keep you .

informed. 1873 . 2023 €63
INTERNATIONAL ASSOCIATION OF FIRE CHIEFS .

-

HONOR TRADITION EMBRACE INNOVATION



The only way humans - which your work
colleagues & stakeholder are - remember
things is through stories

Crafting
Narratives

... o matter how dry or “boring” the
topic, it can be done




®

Plot Point 1
Midpoint

Plot Point 2
Pre-climax

Inciting Incident

o
ﬂs\‘\%

Act I: Set up Act II: Confrontation Act lll: Resolution

\

The Three Act Structure The Fichtean Curve

Climax 7. Resolution

2. Plot Point One 4. Midpoint

6. Plot Point
Two

Catastrophe

Exposition

1. The Hook 3. Pinch Point One 5. Pinch Point Two

Freytag's Pyramid Seven Point Structure



Plot Point 1

Midpoint

t Point 2
Pre-climax

Climax

Can you redesign my deck?

/\ Your order of information - WTH

The type of info - what the hell

Plo

Inciting Incident

\

Act I: Set up Act II: Confrontation Actlll

The Three Act Strut  voga class rhythm

Movie

Climax

Exposition

Freytag's Pyram



Whiteboard exercise - M=GAN

where you want to be in 1y time? 3y time?

GTM 6 months End of Q1 2025 End of Q3 2025 EOY 2028
@ o @

MVP 1.0 T 20 OF THE RING [N Two TowErs [ OF THE KING
Why: Why: Why: Why:

List our reason for List our reason for List our reason for List our reason for
this set of features this set of features this set of features B this set of features

THE LORD JR.R. TOLKIEN JRR. TOLKIEN JRR. TOLKIEN
OF THE RINGS THE |<rm;3 E RINGS THE INGS
Phase 1 MVPhd;Zc”pt'on goes Phase 3 description goes here Phase 3 description goes here Phase 4 description goes here
Feature Eontire

Dependencies

Dependency



Our Strategy: automate ecomm asap, towards Mgl AN

personalisation & device-agnostic upgrades

GTM 6 months End of Q1 2025 End of Q3 2025 EOY 2028
[ o o o
MVP 1.0 HOBBIT 2.0 el 3.0 Two TowErs [ERAY
Why: _—
1/ Current costs of Why: Why: Why:
ecomm are high, with 1/ Offering a 1/ Customers really N\ We want to be a major
many manual steps alorD consolidated market Get what they need, [FINERET software business JRR TOLKIEN
baCETELRINGS view within Mattel and as their needs Do
2/ Getting rid of the current change
“hacks”
Creating opportunity - . . .
9 opp ty Connecting up the rest Personalised lifecycle mgmt A HW free world
automated
Integration with SF/
I L systems: Double data
Easg;;?n‘f:ll in Integration with Upgrades Feedback on what Existing entry reduction Automated upsells -
Salesforce: I've already ordered .customers: have E— bundle suggestions
automation Device info saved already One place to buy
detector everything:
—— Marketplace within Di ts based
One place to buy Aftermarket S Info about benefits Competitive pricing Mattel OnehMatteI Onebllllllattel Isz‘:t:-? :at:se
everything: My L | teraaiig) Geti of Mattel gaming or bundling for _— S l
Account pur::l)l;iing environment while additional game
O purchasing purchases R Al to cre.ate_
Dependencies
Console identifier Customer Services APl ready at this IT: Order history &
MANUAL phones to check point pricing options

Serial no.



Features & the Bigger Picture

Programs

Initiatives

Epics

Aligned to:
1 year story
3 year story

Aligned to:
Business Cases & Program Managers

Aligned to: Engineering
Break down into features we are
developing

Fill this in

Programs

Initiatives




So you want to work on the “important
stuff’ as a designer?

| Roadmap
Delivery

... understand it, help to evolve the
process, & serve other teams to help
them define a Roadmap with your Design
Thinking skills. Then give it away.




Competitor Analysis of Offering levels
le. How will you differentiate?

Competitor A Competitor B

My Product

Must-haves

Must-have 1

Must-have 2

Must-have 3

Performance Benefits

Performance Benefit 1

Low

Performance Benefit 2

Performance Benefit 3

Low

Delighters

Delighter 1

Delighter 2




Competitor Analysis of Offering levels
le. How will you differentiate?

Competitor A Competitor B

My Product

Must-haves

Must-have 1

Must-have 2

Must-have 3

Performance Benefits

Performance Benefit 1

Low

Performance Benefit 2

Performance Benefit 3

Low

Delighters

Delighter 1

Delighter 2




Competitor Analysis of Offering levels
le. How will you differentiate?

My Product

Competitor A Competitor B
Must-haves
Must-have 1
Must-have 3

Performance Benefits

Performance Benefit 1 Low

Performance Benefit 2

Performance Benefit 3

Delighters

Delighter 1




MUST HAVE
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DELIGHTER

Benefit for parents

g\
o

M3

Quality of the evidence collected

Convenience of evidence retrieval

Intelligence in the analysis of events (Al)

Ease of the install

Ability to try before you by

Real time coaching to prevent accidents

Ways to lower insurance costs

Convenience of an integrated solution

Affordability

Ease in getting started and using

Quality of the hardware

Considerate of baby sitter privacy & trust

S S rs T x T = =

Empowering the babysitter




Benefit for parents

g\
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Quality of the evidence collected

Conveniegas

Intelligen %

MUST HAVE

Ease of tI
Ability to 1\
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Real time%
\

Ways to l¢

Convenie
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Project Hypothesis

We believe that [business outcome] with [solutions] = %’
- reduction in churn related to SW 1. Engine to identify issues of ="
upgrades issue robots

- reduction in HW replacements costs
& technician visit costs ($25.2ml/yr)
will be achieved if [target customer] 2. Data for consuming
- Walmart customers 5
- EU Smyths customers
attain [target customer benefits]
- EXTERNAL: reduction in no of g
times | need to call M3GAN Support
- INTERNAL: Reduce no. of 5
unidentified issues



The Actual Book - more details

“‘comprehensive guide for product managers
/// and entrepreneurs on how to apply lean

A startup principles to develop successful
products.

The book offers practical techniques and
frameworks for conducting customer research,
validating product ideas, and iterating on
product development to achieve market fit”

L FTTE e PO 7 TjeL NVISTC

At Verizon Connect
e \We've evolved how these methods &
templates can be applied.



For persuading your stakeholders...

3% Desirability

Will people buy it, or choose to use it?

Feasibility

Can we build it with the time, skills, and
technology we have?

Viability
Will this solution work for our business? Is the
market big enough?

All
other
groups




Speaking Their Language: resonate
with your collaborators

Adapting Design Thinking: to fit and
flourish within any business context

Serving Over “Right-Fighting”: a
service-oriented approach.

Give it all away...

Crafting narratives that captivate
stakeholders

Para u~\=_ I?/‘ AL Roadmap Delivery to resonate with
I¥ hman

The Tattooed decision-makers

™



