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Understanding technologies, markets, and users

Addressing physical, digital, and service design requirements

Balancing benefits & costs, fit & timing, MVPs and platforms

Communicating in awareness, purchase/trial, and long-term use scenarios

Defining products, experiences, and brands people want

Engineering, prototyping, regulatory testing, packaging, IFUs, etc.

Delivering value (user, channel, shareholder, data, brand, etc.)

Design

Good design considers all these factors in the development of the 
right solution/experience.
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A mindset and set of methods/practices

1901 Abductive Reasoning: what-could-be-true logic - Charles Peirce

1953 Applied Imagination: “brainstorming”, creative thinking processes – Alex Osborn

1959 Creative Engineering: ”design thinking” coined - John E. Arnold 

1992 Design Thinking popularized: Rolfe Faste & David Kelley
It is:

User-centered 
“What if…? What might we…?” oriented
Option generating 
Prototype and experiential understanding driven

Ways to imagine, quickly prototype, and understand/experience new things

Design Thinking
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Level 1: Design as aesthetics 
form follows function - materials, color, finishes

Level 2: Design as usability 
user’s define form - safety, efficiency, physical and cognitive ability appropriate

Level 3: Design as process 
design thinking driven - innovation practices, cross-functional integration

Level 4: Design as vision 
imagining and embodying new ideas, positioning, storytelling, gaining support

Level 5: Design as strategy 
user-centered research, alternate future visions/analyses, informing growth and 
productivity strategies, building brand value

Design Value
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Level 1: Design as aesthetics
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Level 1: Design as aesthetics

E.B. C.
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Level 1: Design as aesthetics

In consult

In transit

Ready/Happy

Getting tired

Need to change

Color Modes
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Level 1: Design as aesthetics
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Level 2: Design as usability



ESSENTIAL   |  WWW.ESSENTIALDESIGN.COM  |   ALL RIGHTS RESERVED 

Level 2: Design as usability
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Level 2: Design as usability

01:15
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Level 2: Design as usability

error/concept existing A B C D
difficulty seeking release [exploration, assists] 11 15 11 8 2
difficulty with release [prototype, id] 8 12 2 11 0
difficulty removing water feature 9 6 2 4 0
difficulty filling clean water [finding, id, fill dirty] 14 1 0 0 7
difficulty gauging water level [overfill, verbal] 13 6 3 1 0
difficulty closing clean port 0 0 0 0 4
difficulty aligning/reinstalling water feature 15 7 0 8 10
difficulty seeking release [exploration, assists] 0 0 0 0 0
difficulty with release [prototype, affordance] 2 0 0 0 0
difficulty removing water feature 7 2 0 0 0
difficulty emptying dirty [clean port, latches] 2 5 0 15 7
difficulty emptying dirty water causing a mess 3 0 9 14 9
difficulty closing dirty port [flap] 0 2 0 4 8
difficulty closing dirty port [latches] 0 0 6 6 0
difficulty aligning tank/reinstalling water feature 4 5 2 3 8
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The color represents the number of counted errors 0-6 14-207-13
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Rotating tanks create install issues

Many participants struggled to properly orient tanks in Concept D

• The dynamic movement required to find water ports disoriented 
participants

• Lack of visual or tactile feedback in the casing, was  not helpful 
in determining replacement orientation
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Level 2: Design as usability
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Level 3: Design as process
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Level 3: Design as vision
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Level 4: Design as vision
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Level 4: Design as vision
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Level 4: Design as vision
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Level 4: Design as vision



ESSENTIAL   |  WWW.ESSENTIALDESIGN.COM  |   ALL RIGHTS RESERVED 

Level 5: Design as strategy

Sorry, not allowed to share
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Take-aways
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Really understand your user’s needs and goals
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Brainstorm and evaluate in a rich environment
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Identify all the possibilities

end user needs and wants 

technology possibilities market factors 

Who are all the possible users and what 
are all their possible needs/wants? 

What are all the possible 
technologies we could employ? 

What does our company care about, 
what’s happening competitively, what 
trends should we address? 

What kind of company are we 
trying to build, what qualities 
will build our reputation? 

What kinds of experiences 
can we create for users 
with these technologies? 

What kinds of product or service 
features can technology offer in 
service to our business needs? 

feature or  
product design 

experience 
design 

     brand  
design  
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Drive toward a complete concept

end user needs and wants 

technology possibilities market factors 

Who are all the possible users and what 
are all their possible needs/wants? 

What are all the possible 
technologies we could employ? 

What does our company care about, 
what’s happening competitively, what 
trends should we address? 

What kind of company are we 
trying to build, what qualities 
will build our reputation? 

What kinds of experiences 
can we create for users 
with these technologies? 

What kinds of product or service 
features can technology offer in 
service to our business needs? 

feature or  
product design 

experience 
design 

     brand  
design  

Ideal feature set
In the right form
At the right price

Delivers the brand/company promise
Moves the organization forward   

Builds brand equity

Extraordinary utility
Great usability

Memorable behavior
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Design the complete system / experienceEcosystem | Customer Journey

PURCHASE
channel driven 
merchandising &
packaging
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product, app, service
device configurations

+LEARN
out-of-box experience
sync & stage resources

Triggering Event SERVICE SOLUTION:
LEVEL  1

SERVICE SOLUTION:
LEVEL  2

SERVICE SOLUTION:
LEVEL  3

Triggering Event

 
 

  

 

 

Attract
Make a compelling 
service promise via 
an engaging point 
of sale story

General Retail

Specialty Retail

Membership Clubs

Pop-Up/Event Retail

Online (via partners or direct)

Other

Catalog

Health Records Management

Executive Health Appointment

Wellness Coaching

Nutrition Counseling

Pharmacy Services

Imaging Services

Telemedicine Consults

Other

Psychiatry

ACL Repair

Burn Care

Hip Replacement

Heart Surgery

Cancer Care

Other

MCPR

Break & Sprain

Burn

Cut & Puncture

Sting & Bite

Allergic Reaction

Other

Bad Break

Second Diagnosis

Recurring Condition

Cardiac Event

Cancer Scare

Other

Travel Risks

1
Kit Only

2
App Only

3
Kit + App

4
Kit + App + Service

5
Kit + App + Service + Device

Guided Assist

t�BVEJP�POMZ
t�BVEJP���WJEFP
t�TFMG�EJSFDUFE

Ask Mayo Clinic

t�OVSTF�IFMQ�MJOF
t�UBML�UP�BO�FYQFSU

EMT Link

t�TFDVSF�MPDBM�IFMQ
t�HVJEFE�&.5�SFRVFTUT

911 Call

t�TFDVSF�JNNFEJBUF�IFMQ
t�IPNF�FNFSHFODZ�QSFQ

Other

Preparedness

t�BUUFOE�B�.BZP�NFEJDBM
   readiness seminar or 
   webinar

Infographic Help (print)

Guided Support (app)

Infographic Help (print)
Guided Support (app)

Infographic Help (print)
Guided Support (app)
Consultation (voice)

Infographic Help (print)
Guided Support (app)
Consultation (voice)
First Response (device)

Assure
Reinforce the purchase 
decision with an 
innovative initial 
user experience

Activate
Encourage higher 
degree of interaction 
with kit resources

Engage
Create an initial medical 
service touchpoint 

Guided by urgency of 
medical need

Consult
Build relationships with 
memberships services  

t�UJFSFE�TUSVDUVSF
t�EFHSFFT�PG�BDDFTT

Serve
Provide premier elective 
healthcare experiences

Who
t�ZPVSTFMG
�GBNJMZ
�UFBN
  or group member

What:
t�NFEJDBM�FWFOU�SFMBUFE
��RVFTUJPOT

Who
t�ZPVSTFMG
�GBNJMZ
�UFBN
  or group member

What:
t�OFFET�BU�WBSJPVT�MFWFMT
  of severity/urgency
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Prototype and test
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Prototype and test
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Build platforms
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Define value
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Evaluate and refine
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Thank you

Scott Stropkay
scott@essentialdesign.com

Essential
143 South Street
Boston MA 02111
www.essentialdesign.com
617 338 6057


