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I have always found Design Thinking an inspiring approach to solving 
problems with user-relevant solutions. Throughout my career, 

I have developed a range of tool sets that have helped me pinpoint 
relevant trends, create actionable insights and develop strategies to 

act. As every project has its own unique inputs and goals, each of these 
tools is adapted to every project to suit its requirements. And like any 

good design thinker, I am always asking “how might we” to help inspire 
new ways of thinking.

 
While much of my work is confidential, the following pages demonstrate 

some of the tools I’ve used to champion the Design Thinking process.
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TREND 
ANALYSIS
From high level global shifts 2-3 years down 
the road, to regional or industry-specific 
findings, I find critical changes that affect 
consumer attitudes, design and technology, 
and provide direction to act upon these trends.

My research is conducted through media 
scans, expert interviews, trade show visits, and 
collaborations with trend research partners. 

After finding the connections between various 
weak signals, I strive to determine the “why” 
(the driver behind the trends) as well as the 
implications (what can be done with them). 
These trend reports have help shaped design 
strategies, innovation areas of focus, and 
concept development for both hardware  
and software. 
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Scanning a diverse range of media sources 
is essential to finding weak signals that 

define trends

An in-progress mind map for a macro trends 
report, which links different weak signals to 

find higher level themes

The mind map is synthesised into a report 
that is distributed to key stakeholders 

throughout the company
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RESEARCH
TRIANGULATION
As a member of a multidisciplinary design 
research group, I often assist my colleagues in 
conducting a range of user research activities. 
In keeping with this close collaboration, I have 
also led numerous research triangulation 
activities.   

Aggregating trend, ethnographic, and usability 
research findings into a collective “point of 
view”, these triangulation activities highlight 
the key insights and strategies that could be 
taken for a variety of topics. These findings 
give the user a voice, and are often used as the 
primary input for innovation activities.
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Working with my usability and ethnographic 
research colleagues, we find links between 

our research and create frameworks to 
communicate these user insights 

These user insights are synthesised into a 
deck of “truths”, which form the basis for 

innovation exercises
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WORKSHOP
FACILITATION
When faced with a specific innovation ask, 
such as defining our concept portfolio or 
solving a challenging problem, I step in to 
facilitate a workshop. These workshops may 
span an hour to several days, involve a couple 
or dozens of people, with friendly faces or 
newly met colleagues. I commonly give 
exercises that promote gaining inspiration 
from insights, reframing and defining 
problems, finding collective themes and 
values, generating preliminary ideation, and 
determining next steps. 

My workshops are known for being exciting, 
creative, and optimistic, and are essential for 
thinking laterally and bringing consensus 
among group members.
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I am in my element facilitating workshops, 
acting as an encouraging and approachable 

leader throughout the session

The design of my workshops is deeply 
considered; they are always engaging and 

creative and each activity is carefully designed 
to build on the previous one

Common outcomes of my workshops are a list 
of themes, a range of possible solutions which 
are filtered based on pre-determined criteria, 

and a set of directions to pursue next. 
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Acting out potential use scenarios with props  
help generate user-centred ideas 

Taking time for individual and group ideation 
is essential to ensuring that solutions are 

thoroughly  considered

Developing scripts and storyboards help to 
communicate concept ideas

INNOVATION
SPRINTS
Workshops aren’t always the best venue to 
create truly innovative ideas. They are great at 
finding direction and internalising research, 
but sometimes challenging problems need a 
bit of time to be considered thoroughly. In this 
case, I often will turn to Innovation Sprints. In 
these, smaller, targeted groups are asked to 
create a vision and ideas for a specific focus 
area (often first agreed upon in a group 
workshop), over the span of a few days or 
weeks. These sprints blend individual desk 
work – where participants can think through 
ideas thoroughly – and regular group meetings 
to discuss and build on each other’s ideas. 

As facilitator, I guide teams through the 
process, building on ideas, providing activities 
when necessary, and helping them solidify the 
ideas into a cohesive vision. These visions are 
then synthesised into a few concepts that are 
then put into development. 
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VALUES
DEFINITIONS
One of my favourite books is Simon Sinek’s 
“Start With Why”, which shows that great 
companies are driven by “why” they do 
something, rather than “what” they build. 
Inspired by this framework, I have worked to 
define BlackBerry’s product values. Until very 
recently, there was no single consistent set of 
values that the company followed. However, 
while every group had their own set of values, 
they were in fact quite similar. After surveying 
groups throughout the company, and linking 
the drivers behind each group’s value set, my 
colleagues and I defined our product values. 

These values are currently being rolled out 
across the company – from product 
development groups to HR – so that we are all 
motivated by one consistent “why”.  
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Values were defined from a top-down and 
bottom up perspective

Mapping the connections between the 
various values sets helped determine the 

final value set

The final deck communicated the purpose of 
having product values, introduced the new 

values and their definitions, and closed with 
case studies of how we use them
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COMMUNICATIONS
TOOLS
Great research is ineffective if its story isn’t told 
well. Every piece of my research is developed 
with a communication strategy in mind to 
make the strongest impact possible. I love 
presenting to groups big or small. Sharing my 
research with colleagues, and watching them 
become inspired to create, is a deeply 
rewarding experience. 

Because I can’t always present in person, or 
simply to boost a presentation I’m giving, I 
create additional artifacts, such as websites, 
decks of cards, posters, books, immersive 
spaces, and of course, lots of mind maps. 
Whatever the form may be, I strive to make 
these tools informative, engaging, and 
actionable. 
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Mood boards such as this beautifully 
illustrate the inspiration behind our annual 

colour palettes

This white board illustration of statistics and 
user insights were part of an immersive loft 

space that described a target market

Much of my work day is spent presenting to 
groups, which are known for being dynamic 

and engaging
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IMPACT

Provided the framework that formed the 
foundation for the BlackBerry Passport

Built relationships between teams across 
functional groups

Led insights and facilitated workshops 
that are driving exciting future products  

Developed popular colours and patterns 
that were used on millions of devices
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