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Creativity comes from 
connections. 
Start with more idea 
elements. 

Push them together. 

Recognize. Capture.

You have the permission 
to change almost 
everything.

New things emerge from 
a culture of making.

Creative leadership is a 
performance.
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Lessons in Creativity:

“All children are artists. The problem is how to 
remain an artist once he grows up.“
Pablo Picasso

Reliability is not necessarily thinking outside of 
the box, but rather, drawing a better box.

Validity is being willing to explore outside of the 
box and discover new boxes.

Everyone is creative in some way. Creativity is a 
spectrum traveling from problem, research, and 
analysis to synthesis, re�nement, solution.

Cognitive controlled creativity = math
Affective controlled creativity = method acting
Cognitive automatic creativity = seeing beauty
Affective automatic = passions, emotions

It’s not possible to be creative 24/7. Remember 
the things that stick out, the things you tell your 
boyfriend, the things you star and underline in 
your moleskin. The things that are relevant to 
your project also stick out. You’ll start seeing them 
everywhere. Think about reframing your project 
question, see hidden relationships. 

Find connection. Use raw input, user observation, 
interviews, video, etc. Question the assumptions.

Notice your surroundings. Your experiences. 
Explore them systematically. Be ready to capture.

It’s ok to fail. 

If anything, remember the big 4 ways to be 
creative (see left). And, quantity leads to quality.

Wk 1



Wk 2

Linking Ideas:

“All slang is metaphor, and all metaphor is poetry.” 
Gilbert K. Chesterton 

Always be prepared to 
capture ideas. Bedside 
note pads, pens galore, 
stacks of stickies. 

Use a metaphor formula 
of x (original thing) is 
the y (metaphor) of z 
(domain/audience) to 
�nd ideas.

Rapid thinking can 
produce novel ideas. 
But beware, too much 
can be toxic.

Allow yourself to be 
distracted. You may �nd 
an answer when you’re 

mind if off the goal.

Get sleep. It can help 
you �nd connections. 
Consider it “idea 
incubation.” 

Wk 2

Creativity and 
imagination start 

with perception. 
Experience changes our 

perceptions. We need 
novel stimulus to jolt 

our thinking into new 
directions. 

Procrastination is not 
your friend. Acquiring 
elements and looking 

for links takes time. 

Psychology can 
describe the process 
of creating and 
discovering patterns. 
Desire > Preparation 
> Manipulation > 
Incubation > Intimation 
> Illumination > 
Veri�cation.

Expand your horizons 
by looking at the 
essential functions of a 
thing and �nding what 
else has them. 

Humor can give you a 
sudden metaphorical 
surprise. Use it. 

Tell stories. Connect 
your user to your 

discovery.  
Use the 5 senses. 
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Wk 3

“Artists should always think of themselves as cosmic instruments for storytelling.” 
Ted Lange

Stories make sense of our world. They help us envision what might be next. They 
pass on knowledge.

Innovation process:

Character matters. Think about the point of view and the motivation; both are 
crucial to the journey.

Hero >> Mentor >> Sidekicks >> Weapon >> Dragon >> Treasure >> Princess

Layer your story - this keeps it interesting and suspenseful. Build it around 
the person you are trying to in�uence: the user when creating solutions; the 
executive when selling solutions.

Keep it simple. People have short attention spans. Use existing archetypes to 
introduce characters brie�y. Represent something real. This is where you rely on 
your research.

Plot matters. Keep it simple. Avoid unnecessary tangents, but don’t be afraid to 
explore. Build the story around the experience you are trying to create.

Setting > Call to Action > Journey > Challenge > Success > Con�ict > Final Goal 

Storyboarding (next pg) is a collaborative story-building process. Focus the team, 
don’t get attached, justify what you’re drawing & saying, reveal clarity. 

Innovation stories...
used to understand, create, persuade.
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Wk 4

Building a culture and context for 
creativity...can be challenging.

“No culture can live if it attempts to be exclusive.” 
Mohandas Gandhi

Working with others can bring more creativity, but also more dif�culty 
in reigning in that creativity. Though you might have more perspectives, 
experiences, and reinforcement, you can also have divergent 
approaches, possibility for misunderstanding, and misaligned ideas.

Be ready for a culture shift. Innovation often requires it. But, you can 
design culture. 

New things emerge from a culture of making - and that culture can be 
made too. 

Culture is an experience, and experiences can be designed. 
 - Engage everyone
 - Manage important touch-points
 - Context shapes expectations

Ideas are vague but tangible. You can react to them, interact with them, 
and go beyond just talking about what you might/could/should do.

Culture of Making: Release >> Collaboration >> Ensemble >> Play 

Give and receive focus. 

Promote growth, provide guidance.

Think Theatre Director: set expectations, de�ne roles, reinforce with 
physical environment, lead in a collaborative way.

Empathy for your team may be more important than empathy for end 
users. You know these people, have a heart. 

Creativity �ourishes as you project the right kind of leadership.

If your job is anonymous, irrelevant, and immeasurable - get out!

Courage
No fear, no bad ideas, learn 
from failure (reward it)

Connect & 
Collaborate

Curiosity

Openness

Both in and outside of your 
company, cross-functional,  
in-house infrastructure

Look for patterns, ask why & 
why not?, metaphors!

Open to learn &listen. Establish 
goals, create open flow.



Wk 5

Cornelia Bailey (Emails to my imaginary team)
 
[D] Hi folks,
 
Here’s what’s going on.  Four senior level university staff need to provide official direction on 
the selection, preparation and delivery of iPhone applications at the University of Chicago.   
The folks in the trenches who have currently dealt with iPhone application delivery could make 
some tough decisions about app development (who does and doesn’t get approved, look and 
feel, etc).  But some point, someone isn’t going to like being told no, and having senior level 
feedback and decisions makes this simpler.
 
The participants include General Counsel, IT Services, University Communications (Marketing) 
and the CIO from the office of Tech Transfer.  Each participant brings a deep understanding of 
their area.  Rather than have four separate expert discussions, this meeting is meant to:
 

1. Foster an enduring group spirit about the production of mobile applications
2. Get some general, high level directions set about app deployment.
3. Ready them for decision making that will happen later.

 
However, it’s likely they don’t have a common understanding of apps at the university.  Here’s 
what I want you to do:
 

1. Have each of them pull up iTunes, and type in “university of chicago”.  Tell them this is 
how people perceive the University through the app stores available.

2. One of you starts three lists on the board: Just Fine, Maybe and No. 
3. 7 apps will return.  Ask each of them to choose an app, and give a 1-minute impression 

of what they see.  
4. For each person reviewing an app, have them specify if it’s Just Fine, Maybe or No.  

Then ask why.  
5. Another of you should write the reasons in a separate list.
6. After they’ve exhausted the app-reviewing, reveal that they’ve just compiled the first set 

of high level guidelines for app development of the university. 
7. Then reveal the process we’d like to use to review apps, by drawing out uMich’s process 

on the white board and then going back through and making substitutions.  Remind them 
that we essentially need them to go through the same thought process.  It’s simple and 
quick, and they have the authority to turn down what they want to.

 
This simulation should be fun and easy to get through in 30 minutes.  Let them know that as we 
have new requests for development, we’ll send them a brief that they need to respond to in the 
same way.  And that we thank them for their time!
 
Thanks!
Cornelia
[C] Hi team,
 
The medical center development office is very excited to augment their hardhat tour of the new 
medical center pavilion with interactive features.  Top level donors (in groups of 10) will be given 

Design an ideation session | Session 1 | Amir Hossein Arabkheradmand | Fostering creativity | Fall 2011 

 

 

 

Session 1 

Design a New Way to Distribute Gas and Fuels (New Gas Station) 

 

 

Format: Collection of outside stakeholders your client told you to include in the process; they have varied attitudes/skills 

 

Participants: 

• Mechanical engineers 
• Gas station operators 
• Truck drivers 
• Motorcycle riders 
• Everyday car commuters 

Tools: 

• Projectors 
• Modeling foams, cardboards and etc. 
• Heavy metal (or any other kind of) music  
• Papers, markers, and giant post-its 
• Plumbing tools 
• Computer w/ Internet connection 

Participants	  
A	  Team	  of	  creative	  professionals	  that	  I	  have	  worked	  with	  before,	  this	  team	  has	  likely	  
been	  exposed	  to	  my	  summary	  of	  the	  Hero’s	  Journey	  and	  will	  have	  some	  working	  
knowledge.	  
	  
Tasks	  	  
Participants	  are	  asked	  in	  advance	  In	  preparation	  for	  our	  workshop	  we	  would	  like	  
each	  of	  you	  to	  think	  of	  a	  relatively	  important	  decision	  that	  you	  will	  have	  to	  make	  in	  
the	  next	  year	  and	  write	  quick	  paragraph	  describing	  it.	  This	  can	  be	  a	  personal	  or	  
professional	  decision	  that	  you	  don't	  mind	  sharing	  with	  and	  should	  be	  sufficiently	  
large	  in	  scope	  or	  complexity	  that	  you	  feel	  requires	  considerable	  thought	  or	  
collaboration	  with	  others.	  Examples	  may	  include	  but	  are	  not	  limited	  to,	  buying	  a	  
house,	  accepting	  a	  new	  position/transfer	  or	  starting	  a	  family.	  What	  ever	  you	  decide	  
upon	  should	  be	  something	  that	  you	  are	  passionate	  about.	  
	  
Challenge	  	  
“Stories	  are	  forever	  but	  thoughts	  are	  for	  a	  moment,	  so	  they	  must	  be	  documented”	  
Our	  focus	  is	  how	  the	  “Hero’s	  journey”	  can	  be	  applied	  to	  making	  an	  important	  
decision.	  	  We	  are	  often	  faced	  with	  important	  decisions	  that	  require	  substantial	  
thought	  or	  collaboration	  but	  how	  we	  process	  these	  thoughts	  or	  try	  to	  convey	  them	  
within	  a	  team	  is	  typically	  unique	  to	  us	  as	  individuals.	  	  	  
	  
When	  making	  a	  substantial	  decision	  we	  try	  to	  weigh	  the	  pros	  and	  cons	  or	  the	  risks	  
and	  the	  rewards	  and	  rely	  upon	  our	  past	  experience	  to	  help	  us	  find	  a	  future	  outcome.	  
If	  asked	  to	  record	  this	  process	  or	  to	  chart	  it	  to	  be	  shared	  with	  a	  group	  we	  can	  easily	  
become	  overwhelmed.	  	  	  
	  
At	  ID	  we	  are	  taught	  powerful	  methods	  and	  tools	  for	  creating	  research	  based	  design	  
solutions,	  user	  journeys,	  service	  blue	  prints	  and	  personas	  are	  just	  a	  few.	  We	  often	  
create	  a	  great	  amount	  of	  data	  in	  our	  research,	  and	  then	  clustering	  the	  data	  into	  
digestible	  chunks	  before	  sorting	  in	  a	  systems	  approach.	  	  This	  leads	  us	  to	  ask,	  what	  if	  
we	  could	  take	  these	  findings	  and	  create	  a	  powerful	  yet	  succinct	  narrative	  to	  help	  us	  
decide	  where	  opportunities	  lie	  within	  the	  data.	  	  
	  	  
By	  mapping	  the	  elements	  of	  our	  problem	  to	  the	  structure	  of	  the	  “Heroes	  Journey”	  
we	  begin	  to	  create	  a	  narrative	  that	  can	  be	  assessed,	  further	  explored,	  shared	  or	  
saved	  to	  preserve	  the	  institutional	  knowledge	  that	  went	  into	  creating	  it.	  	  
	  
	  
Character	  Development	  	  
	  
-‐	  	  	  	  	  	  	  	  Can	  work	  independently	  of	  story	  
-‐	  	  	  	  	  	  	  	  Character	  is	  never	  a	  complete	  person	  
-‐	  	  	  	  	  	  	  	  Every	  character	  should	  have	  a	  flaw	  to	  build	  empathy	  
-‐	  	  	  	  	  	  	  	  No	  character	  operates	  alone	  
	  

Participants: 
Cross-functional working group within your company (and they know you, but you’re a peer); 
some know innovation, some don’t

Purpose: 
Brainstorming session to explore new product ideas and directions

Location: 
Making do with what we have- the meeting will take place in the 
most open meeting room with the most natural sunlight. Either
around a round table or with no table in the room. 

Tools:
Expressive, colorful prototyping tools- pipe cleaners, plasticine, popcicle sticks, felt, play-doh, etc.
Sharing ideas- post-its, half sheets of paper, markers, pens and pencils for sketching and writing
Keeping track of the ideas- white boards and markers, a designated notetaker
Voting for ideas- dot stickers in various colors

Ground rules:
borrowed in part from IDEO
- defer judgment   - encourage wild ideas   - build on other ideas   - stay on topic   - be visual 
- give everyone the chance to speak    - there are no bosses in this room    
- go for quantity (don’t get caught up on quality just yet)  
 - no technology (no computers, no phones, etc- remove all from room)

Flow:
- introduce the topic and the goal of the meeting
- introduce the rules and tools (conversational presentation, no projectors)
- make everyone build something silly and draw something silly (to get the nerves out of the way)
- discuss the topic 
- get to the idea making!

Keep it Fun

Diana Cheng  |  Fostering Creativity, F2011

Creating the context for a creative worksession

Scenario 1: Cross-functional team
The goal of this worksession is to come up with design principles for our 
company’s next big innovation, and begin conceptualization based on past 
research and relevant insights. 

People & Setting expectations & norms
The attendees include people of various backgrounds, such as the MBA 
grad manager, the Market Researcher, the Brand Manager, the Engineer, 
the Graphic Designer, and the Strategist (planning the workshop). In order 
to set proper expectations with everyone involved,  before the day of the 
session, we should send out the meeting notice with the agenda, goals, 
and deliverables. There may also be a simple pre-session exercise for each 
person to do to get them to start thinking about the problem at hand. For 
example, I may ask them to observe themselves or someone in their family 
while engaged in some related activity. I will make clear that while I may 
act as facilitator, to make sure we stay on schedule/on task, there is no 
leader during the session. Everyone is equally qualified and encouraged to 
contribute. 

Objects & Environments: Workspace & supplies
The space in which this session takes place should be open. There will be 
no large conference table with chairs surrounding it, as that just looks like a 
typical corporate meeting. Instead, we will have just 1 or 2 smaller tables in 
the middle of the room. There will be several cushy chairs available, but not 
near the tables or close to the working walls; they can be towards the back 
for people to use when they get tired. One wall will have pinned up photos 
and notes from the research. A second wall will be the “ Inspirations wall”  with 
pictures, quotes, other items that could inspire the attendees. The remaining 
2 walls will remain empty to start, or be covered with a surface that could 
be written on, such as whiteboards, or the whiteboard paint, or large pieces 
of paper. There may also be several large moveable whiteboards. Other 
drawing/writing surfaces include stacks of papers, post-its, half-sheets, 
etc.; we’ ll also have Sharpies, thick markers, highlighters, colored pencils, 
crayons, etc. I would prefer as many different types of visualization tools 
as possible, since everyone has different skill/comfort levels with things like 
drawing and diagramming. Some people might prefer to write, some might 
start doing small doodles; I can also see how some people, perhaps those 
with traditional design backgrounds, may even start rendering something. 
We should also prepare at least 2 working laptops and a projector, in case 
someone prefers to use software, or we need to check on files or on the 
internet.  In order not to stifle anyone’s creativity and to respect all opinions, 
the environment should enable different styles of working.   
There should also be water, coffee, tea and treats; because no one can think 
too well if they’re hungry. Depending on how things go, some of the treats 
may even serve as part of the incentives. 

Joe Fleischhacker    Fostering Creativity    9.22.11

CREATIVE WORKSESSION 1
As you know, __________ is a non-profit arts 
organization specifically focused on bringing film 
and  only film to everyone (their mission). We are 
going to conduct a workshop with key players at 
___________ in order to explore ways they might re-
imagine the organization, what they provides and to 
whom they provide it. How the organization brands 
and promotes itself will be a natural extension of this 
conversation. 

PARTICIPANTS
In addition to us, there will be the Executive Director, 
the Operations Manager, the Marketing manager,  
the Rental Manager, the Theater programmer, and 
perhaps a couple others that the Executive Director 
may ask to come along. Though this is an arts 
organization, and they are presumably accustomed 
to unorthodox approaches, to my knowledge, none 
of them have ever participated in or contributed to an 
innovation workshop. So we will need to make them 
comfortable with the process if we are to get anything 
out of them. Their situation is desperate and they 
are an open bunch, so they should be eager to work 
with us (the Executive Director told me they were all 
very excited about this workshop). We need to be 
sure they are giving us the get quantity and quality 
that we’re looking for, and that means making sure 
they are comfortable mentally, physically, emotionally. 
We’ll need lots of candy and beverages.

OBJECTIVE
By the end of the session, we should not expect to 
have an answer or solution, but we should have some 
strong concepts for the _______ team to go back and 
think about as we begin to flesh out the concepts. 
And we need them to be excited about these ideas, 
recognize them as powerful and understand, at least 
rudimentarily, the impact each would have on their 
organization.

SET UP
The workshop is meant to be a conversation and not 
a lecture by either us or them. We need to be sure 
that there is no hierarchy. I think we can establish 
this fairly easily, and follow through on it. But our 
guests may not be able to breakdown that particular 
barriers. There is a strong sense of hierarchy and a 
clear notion that “the boss” is “the boss” at _______. 
We need to be sure that other people are not holding 
back because the boss is present. We’ll play it 
by ear, but I may need to put him in a position of 
subservience during one of the exercises, ie, taking 
notes on the whiteboard. We’ll see if it’s necessary.

PARTICIPATION
I will do my best to explain that everyone’s 
contributions are valued so everyone needs 
to contribute. Please model this behavior by 
contributing yourself. As we brainstorm, I don’t want 
one of us taking down notes on Post-its for others. 
Even if our guests are forgetting to write things down, 
do not do it for them. I will ask them to contribute. It’s 
important that they don’t just sit back and shout stuff 
at us. They need to be doing the work as well. They 
need to feel ownership in this workshop – that it’s for 
them, not for us. 

We will have already reviewed the research and had 
some discussion on opportunities with them. But we 
haven’t really heard their feedback. The workshop 
will be a great opportunity to get their opinion of 
these elements. We’ll do this by integrating the 
opportunities into the conversation as it progresses. 
Leave that to me.

After introductions, we will start by asking everyone 
to describe, sketch, diagram what their vision for the 
future of _____ is. This will be done on their own for 
about 15 - 20 minutes. Then we’ll share our visions 
and critique each other and then reassess to see if 
anyone’s opinions have changed. If not, oh well, we’ll 
move on. If so, great – we’ve already established 
open-mindedness.

I want to make sure we hit certain opportunities 
we’ve already identified, including:

1. _______ as the Mecca of film
2. Re-conceptualizing the space to treat their 
collection as art
3. Venues and opportunities for film discussion 
groups
4. Methods for streamlining the mailing service
5. The parking issue (I know this is not a terribly sexy 
subject, but I think it’s important)

I’m envisioning the first three opportunities benefiting 
from some mood board creation. We might do that in 
pairs or individually, but we’ll need the usual materials 
for that. Number four may be some behavioral 
prototype and role playing. The parking issue may 
just be a discussion at this point.

Some other activities we’ll try include:

Sketching or building quick foam core models that 
demonstrate concepts to address current issues with 

1
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STORYTELLING SESSION - With Cross Functional Work Group

Mo	  Goltz	  –	  Creative	  Workshop	  –	  Fostering	  Creativity	  –	  9.21.11	  
	  

Workshop	  1	  
Description	  of	  Workshop	  
Cross-‐functional	  working	  group	  within	  your	  company	  (and	  they	  know	  you,	  but	  you’re	  a	  
peer);	  some	  know	  innovation,	  some	  don’t.	  
	  
What	  is	  the	  goal	  of	  this	  workshop?	  
To	  improve	  how	  the	  company	  works	  internally	  to	  provide	  a	  more	  positive	  experience	  for	  
employees	  and	  create	  an	  improved	  culture	  of	  creativity.	  
	  
How	  will	  expectations	  be	  managed?	  
State	  upfront	  that	  upper	  management	  and	  the	  owners	  are	  interested	  in	  this	  initiative,	  
and	  is	  also	  working	  on	  coming	  up	  with	  ideas.	  They	  can’t	  guarantee	  that	  they	  will	  use	  any	  
of	  our	  ideas,	  but	  will	  take	  every	  one	  into	  consideration.	  
	  
How	  will	  they	  know	  it	  was	  a	  good	  Workshop?	  
If	  there	  are	  at	  least	  2	  or	  3	  ideas	  that	  are	  compelling,	  impactful,	  and	  the	  group	  can	  come	  
to	  consensus	  on	  and	  feels	  are	  within	  a	  realistic	  scope	  to	  be	  considered	  for	  
implementation.	  If	  any	  of	  the	  ideas	  are	  used,	  the	  workshop	  was	  a	  huge	  success.	  
	  
Who	  will	  be	  at	  the	  session?	  	  
visual	  designers,	  interaction	  designers,	  members	  of	  HR,	  the	  receptionist,	  and	  members	  
of	  new	  business	  management.	  
	  
Who	  will	  not	  be	  there?	  
The	  owners	  of	  the	  company,	  upper	  management,	  and	  directors	  will	  not	  be	  there.	  
	  
How	  will	  the	  people	  there	  be	  organized?	  
People	  of	  seniority	  will	  be	  spread	  out	  so	  that	  they	  will	  work	  with	  junior	  designers	  from	  
another	  division.	  This	  will	  prevent	  awkward	  or	  unproductive	  power	  dynamics	  from	  
being	  established.	  Ideally	  there	  should	  be	  one	  person	  from	  each	  discipline	  and	  role,	  as	  
described	  in	  the	  ‘Who	  will	  be	  at	  the	  session’	  section.	  
	  
What	  behavioral/interaction	  norms	  do	  you	  want	  to	  establish?	  
Think	  of	  this	  exercise	  as	  if	  you	  were	  consulting	  for	  another	  company.	  Its	  strange	  how	  we	  
take	  care	  in	  crafting	  the	  experience	  of	  other	  institutions,	  but	  we	  rarely	  use	  our	  creative	  
powers	  to	  improve	  our	  own	  environment	  and	  day-‐to-‐day	  experience.	  Lets	  design	  for	  our	  
selves	  for	  a	  change!	  
	  
Where	  Will	  the	  Session	  Take	  Place?	  
To	  start	  off	  the	  two	  day	  long	  session,	  the	  first	  day	  will	  be	  about	  getting	  out	  of	  the	  office	  
to	  inspire	  a	  new	  perspective,	  and	  so	  the	  group	  will	  work	  at	  a	  casual	  shared	  office	  space	  
rental	  service.	  The	  second	  day	  will	  take	  place	  at	  the	  office	  to	  see	  the	  familiar	  in	  a	  
different	  light,	  and	  even	  prototype	  changes	  in	  the	  office.	  

Description: 
I am asked to gather a cross-sectional working group within my company to discuss the 
subject below, in order to increase efficiencies and innovation spirit across the company.

Subject: 
How to improve our mentorship culture to encourage personal improvement at job?

What behavioral/interaction norms do I want to establish?
I want to stay away from cynicism and possibility of people bringing their baggage’s and 
complains to the table. I want people to think constructively. I want their comments and 
opinions be complementing each other rather than contradicting. Avoid personal problem 
and focus on communal benefits and growth.

How do I want people to participate?

Activity 1 :: 15 min
Asking them to think about their professional goals before coming to the workshop. 
Participation is mainly conversational but to keep them engaged, I would write up or 
visualize their sayings on the board. Visual representation of what they are saying is 
projecting the workshop activity and that it is not just a conversation, since we want to 
come up with conclusion and a set of possible solutions for better foster mentorship and 
innovation atmosphere in the company.

Activity 2 :: 15 min
I would prompt question like: What resources do you think the company provides for 
us?What things excites people about their jobs? What motivates people to seek growth in 
their career? Is mentorship beneficial? Why? … Then I would ask them to write it on post it 
notes to put on the wall. While doing that I would try to put them in buckets.

Activity 3 :: 15 min
Describe the best mentor they ever had: “tell me an story about your favorite mentor that 
you’ll always remember”. I’ll ask them to re-tell their story by drawing and words after he/
she told the group their story and post them on the wall.

Activity 4 ::  15 min
Let’s say that you could pair yourself with anyone including the CEO within the company to 
work on your personal goals and skill to get better at what you want to achieve. Imagining 
that, what obstacle might prevent you to better interact with your mentor? listing the 
problems on the board.

Workshop A :: Fostering mentorship culture in our company
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C. Clients on a project everybody’s excited about (you’re the 
outside consultant they selected); few people have done ID-style 
innovation, but they think it’s cool.

Objective: 
To get everyone comfortable sketching and sharing in front of each 
other and understand the basics.

Supplies: 
Sharpie Markers (thin and regular point)
Primsa Gray Marker
Yellow Hi-lighter
11x17 Paper
Snacks

Ground Rules: 
To get everyone feeling comfortable with one another, I will explain 
the ground rules to keep in mind: 1) everyone must participate, 2) 
everyone must keep an open mind, 3) don’t take anything personal, 
4) do your best, and 5) provide useful comments to help people 
improve their work.

Activity: 
As everyone sits around the small table and introduces themselves, 
the first initial assignment is to have everyone start testing the 
different Sharpie markers on a piece of paper to test the line 
weights for 5 minutes. The next exercise is to have people take a 
thin Sharpie marker and make circles on a piece a paper for a 2 
minutes. Then everyone goes around and shows their circles off by 
holding up their piece of paper. It can be big or small then people 
must pass their paper to the person on their left. 

The next person now takes a thick Sharpie marker and outlines 
circles for 2 minutes. Again, everyone shows their work and sees the 
difference how thicker lines can make a difference. Then everyone 
passes the circles to the left and takes the Prisma gray marker and 
shades some circles for 2 minutes and share out. They pass the again 
to the left. Finally, everyone takes the yellow hi-lighter and highlights 
circles and share out.

The Outcomes:
Practice makes perfect and even if it’s not perfect the better. Sketching 
is suppose to be a quick way to get ideas out on the table. The 
different marker weights emphasize sketches or ideas we want to 
highlight against other images on the paper. Drawing basic shapes 
such as circles gets people to use their hand in a new motion, 
especially on the bigger paper. 

Sketching is a good way to convey a message or idea. Usually these 
sketches will go up on a wall and displayed for others to see and many 
times, we as designers, may not be there to explain the sketches. By 
honing in on how to use the basic tools to create call-outs, shadows 
and highlights helps the concept stand on itself own then just writing 
down ideas.

In addition, by passing the sketches around, we don’t get stuck on our 
own ideas. We share and have others build upon the sketches to make 
them better each time. This also builds upon collaboration. This type 
of exercise is a good warm-up to prepare people who will participate in 
other sessions that use the ID process, especially in brainstorming and 
concept development.

Creative Worksession 1
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PLANNING A WORKSHOP

SCENARIO 1: CLIENTS ON A PROJECT  

ENTICE: BUILDING “TEAM BUILDING”
In dealing with big corporations, it is not uncommon that some of 
the people invited at the workshop don’t know each other. This, 
sometimes, could end up being an obstacle to the team dynamic 
and therefore affect the outcome of the creative session.
In order to limit the negative impact, I think it would be nice if we 
could incorporate a team building activity, scheduled the evening 
before the session.
The activity I have in mind is a dinner, where each team is asked 
to be in charge of a specific course.
A week before the workshop, the workshop leader email all 
the participants unveiling the team composition (which is peer 
based) and the details about the activity they will be engaged 
in the evening before the workshop, such as the “theme” of the 
dinner; which course they are in charge of; the budget and time 
available; and the location, of course! 

ENTER: IT IS TIME TO MINGLE AND HAVE FUN
Many time, when it comes to a creative session, people are 
not the only “issue”. The environment itself plays a critical role: 
it is paramount that people feel at ease, relaxed, inspired and 
somehow away from the everyday routine. In light to this, the 
place where the creative session will happen is a pretty big 
farm in the countryside converted into a B&B: huge kitchen for 
prepping dinner; garden where to source some of the ingredients; 
big and open spaces for being productive! The day has come 
and once the group arrives at destination they find out a nice 
surprise: they won’t be left alone cooking as a chef is assignment 
to each team as a support figure. After checking in, it is time to 
hit the kitchen and start prepping.  

ENGAGE: READY, SET, GO!
So, the big day is here: yay! 
It is a good practice to start the day with an overview of the 
schedule; the brainstorming rules and the more general rules 
(e.g.: no smart phone/laptop/tablet at the table!).
The people are here to come up with ideas, build new ideas 
and this goal implies a positive attitude. In order for the client to 
understand the approach that is required from their side, we will 
play a game :”yes and/yes but”. 
It will be  a very intense day so it is important to carefully 
alternate moment of thinking with moment of decompression.
There will be four brainstorming sessions, each one lasting 20 
minutes. In between the second and the third, there will be a
  

Work session 1:  
Team of creative (design-thinking style)  
professionals you’ve worked with before 
 
Challenge: 
Understanding/finding the dragon and the treasure 

For the story of the work session, we have our heroes and sidekicks: 
namely, the creative professionals – all of them should be well-armed 
heroes waiting for the right quest. 
 
To put it another way, the task is to present the creative problem in a 
way that challenges the team, that defines the task and gives them 
something to win. They already have the mental tools, tricks and 
know-how to be creative. Any suggested route should be just that, 
suggested. It’s the start and end-points and any applicable milestones 
that may need definition. 
 

 
Approach: 
The 5 E’s can work for internal processes as well: 
 

Entice: Emails/notices/personal invitations should go out far enough 
ahead of time so that everyone who should be there can be there. 
These should include a description of the problem to be solved (give 
them a wanted poster for the dragon). If necessary, a reminder just 
before the work session should be sent as well. 
 
Enter: Make the space unique. If it can be, take it off site if needed. If 
not, consider how to upset the usual environment – for example: Add 
whiteboards. Take away some or all chairs. Put up art. Add 
background music. Move or remove tables. Run a slideshow of 
primary research images. All of this should immerse the team in a 
feeling of newness and novelty – heighten the senses and get away 
from wherever they were before they walked in. 
 
The start of the meeting is the call to action – give/remind the team of 
the problem to be solved, who we’re trying to solve it for and why it 
matters. The timeline (or simply end-time) for the session should be 
laid out at this point as well. 
 
Engage: This is the part where creative professionals should shine. 
As such too much structure imposed on them could hurt the process, 
but not enough could allow them to flounder.  
 
Parallelizing the task by breaking up into teams will give everyone a 
voice and help avoid getting stuck on one approach, overall. Teams 
should be small, 3-5 people at most. If there are cliques, try to 
randomly structure the team so people mix more than they might on 
their own. 
 
To keep things going, have a set of starters that teams can choose to 
use (or not use):  

Brainstorm Session 1: Cross Functional Working Group
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Sooji Lee

Keyword:
based on insights 
and solution spaces 
identified from 
research

Structure:
this should allow people who do not think they are not 
creative to feel comfortable and actively participate.

These words are listed 
to prevent people from 
dwelling too much on 
golf or the Wilson brand.

1

2

3
Facilitator draws a keyword 
for each group, and the 
groups brainstorm in the 
given structure for 15 
minutes. Each group will do 
this for 3 keywords.

Designers, marketing people, retail people, customer service 
people, engineers, and other employees from different 
departments of Wilson Sporting Goods will come together for an 
hour long brainstorming session for new ideas for the golf division. 

(past) (present) (future)

The groups think of the keyword in 
relation to the past and present and 
imagine what it can be in the future.

The groups will then bring all 
their ideas together for the last 
15 minutes to see what ideas 
can be connected to others to 
make a better system.

Brian Strawn
Fostering Creativity 598_017 / Fall 2011 / 09.29.11
Homework #5: Two creative work sessions

Familiar team looking at familiar project, upper management and internal consultancy

Meeting Objective

This meeting is to select design directions for advanced prototyping and testing. The team has been working long and 
hard on primary and secondary research and has just completed four separate Ideation Sessions for each of the main 
components of the project. The three most promising concepts from each project area have been fleshed out into more 
coherent and complete stories and have been represented in diagram, user scenarios and physical foamcore prototypes. 
Now it is time to walk all the stakeholders, that have been sharing in their creation all along, through all twelve ideas so 
they can make informed decisions as to which four ideas to move forward to the next phase.

Participants in attendance ( both in person and video conference )

Not all the regular stakeholders will be able to be in attendance for the meeting, so the teleconference equipment will 
need to be set up so that those parties off-site will be able to see both the slides and the live presentation. Team A will be 
in L.A. for a conference, but each of the four members from the other three departments will physically be in the room. 
Don’t forget the six of us from the Innovation Team will all need to be present as well. That 18 in the room and 4 on video.
 
Space and Supplies

The main conference room is the perfect size and has the best a.v. equipment so let’s set that space up. Let’s set up four 
separate stations in an arc in front of the video camera to keep everyone in the room moving and allow for the off-site 
team to see. 

Content and Delivery Method

This will be a slides and stations presentation. We need to design a five minute slide overview of the work down to date 
to get everyone updated and we need to set up four stations with foamcore models, mounted posters and iPads with 
animations at each.

We will start at the table with a five minute broad overview of the project, then get up and spend ten minutes at each 
four stations, then go back to the table for the last fifteen minutes to discuss the options and select the four concepts to 
move forward. 

Our team should decide on one person to present the intro and facilitate the final discussion, one person to walk through 
all four stations, as well as, select two people to capture notes and ideas on the whiteboards for the whole session. We 
should also make sure to have all twelve of the foamcore prototypes on the table for the final discussion. 

Timeline ( We only get everyone for an hour! )

Designing two creative work sessions with set up by co-workers.

Familiar: Creative (design-thinking style) professionals you’ve worked with before. 
New: Collection of outside stakeholders your client told you to include in the process.

Get settled in with coffee and tea. (Make sure to have that delivered and set up by 7:30.)
Slides Broad overview.
Station 1 Physical prototypes, diagrams and user scenario.
Station 2 Physical prototypes, diagrams and user scenario.
Station 3 Physical prototypes, diagrams and user scenario.
Station 4 Physical prototypes, diagrams and user scenario.
At the table Select four prototype directions.

7:45-8:00  
8:00-8:05
8:05-8:15   
8:15-8:25   
8:25-8:35  
8:35-8:45  
8:45-9:00

Fostering Creativity 
Creative Workshop 
9/22/11 
Jared Bryll 
 
Scenario 1 
 
Cross-functional working group within company 
The goal of the workshop is to bring together the group to develop design 
principles and concepts based on existing research and insights. 
 
People Present 
The people present will be a market researcher, brand manager, communications 
representative, engineer, graphic designer, and user experience representative. 
 
Objects and Environment 
The meeting will be held in an open space that properly fosters creativity and be 
the opposite of a typical conference room. Tables will be smaller to encourage 
and allow for clear team communication. Inspirational posters with pictures and 
research notes will surround the space. The research notes will include quotes 
from research, ideas, and experience flow charts. To sketch ideas down during 
the brainstorm, post-it notes of varying colors will be provided as well as half 
sheets of paper and an assortment of sharpie markers. 
 
Messages and Systems 
When people enter the workshop the research and key findings will be shared to 
bring everybody to more of an equal understanding. The goal of the meeting will 
be communicated and methods of attaining the goals such as frameworks and 
the “rules” of a brainstorm will be communicated. To keep the workshop flowing, 
posters will be present that explain the methods, rules, and frameworks. A 
workshop mentor will be preset to help and keep the workshop on track. Lunch 
and snacks will be served at the workshop along with free coffee. After the 
workshop there will be a debrief followed by a social event with drinks and Hors 
d'oeuvres. 
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Workshop planning

scenario
Collection of outside stakeholders my client told me to include in the process; they have varied 
attitudes and skills to bring to this creative worksession. 

participants
High ranking individuals who know what the project 
is about, but have had little exposure to the process are 
attending.  Session will include people from finance, 
engineering, marketing, the UI department, tech support 
and customer service. 12 total people plus 3 scribes 
and myself will be in the room. Objective is to generate 
concepts and include everyone.

environment/objects
• Held at my office in a big open space with at least (3) 

seating areas, open floor area (for pacing, ice-breaking 
intro), and lots of natural light. 

• Food. Trail mix and veggie/fruit platters. Keep 
it healthy but colorful; even inspirational. Little 
arrangements in each seating area.

• Drink. Various flavors of Vitamin Water (to inspire wit 
from their labels) and plain water on ice by door.

• Round tables (showing equality) with wheeled chairs 
(to keep you and your brain unconstrained) for group 
brainstorming and lounge seating with a coffee table 
between facing sofas/armchairs for a comfy change. 

• White-board walls and lots of colored markers to use 
on them.  Also a mobile white board or two. Other 
materials include stacks of stickies (at least 3 colors), 
stacks of half sheets, and large note pads to be located 
on each table surface. Crayons, sharpies, pens and 
pencils should also be scattered about the room.

• Silly putty and playdough scattered about for those 
who like a hands-on 3D model.   

ground rules
• Show up and be ready to participate (no cells)
• Create, don’t evaluate (there are no bad ideas and you 

have permission to change almost everything)
• No interruptions, be an active listener
• Support your peers (use “yes, and” not “no”)
• Build off of one another’s ideas

• Stick people and square cars are beautiful and 
descriptive - don’t be scared of drawing them

• Document all ideas on half-sheets or stickies; text and 
doodles alike 

agenda
1. Spend first 15-20 minutes getting acquainted. 

Members will receive a “I can teach you...” name tag 
over coffee and snacks. Session leader will help foster 
conversation and lead by example in asking people 
about their special skills. 

2. Ground rules will be listed on the whiteboard. 
3. Everyone takes a seat, introduction of project 

problem/status. 
4. Define the objective as a group, have someone 

volunteer to write it large on whiteboard. 
5. Break into (3) brainstorm groups by numbering off. 

A scribe will be assigned to each group to help draw 
and document conversations. Any idea is welcome. 
Just get the juices flowing. One hour allotted, 40 items 
per group required, stick up as you go. Session leader 
circulates to each group and keeps time.

6. Next, each group has a member share their 
brainstorm results. 

7. Break for lunch as a group, get fresh air, move. 
8. Reconvene and move from world of “we could do that” 

to “we should do this.” Cluster ideas, find common 
insights. Note the big ideas. 

9. Teams dismissed after they fill out a “What I learned...” 
guest book and receive goodie bag of post-its, sharpies, 
and “keep it fresh” mints. 

session overview 
Group should get comfortable with one another right 
away in the ice-breaking time allotted. Presence of scribes 
and time limit should encourage productive use of time 
and energy. Creative environment should also encourage 
wild ideas that lead to feasible directions. 
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Click on a classmate’s doc for 
worksession ideas:

We’re so smart! 

file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/assignmentfour_1.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/creativity_sessionsamir.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/creativityworkshop.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/cristina.cook.wk4.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/diana_creativeworksession.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/joe_creative_worksessions.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/jus_assignment_4a.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/mos_creative_work_sessions.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/msalimi_fostering_creativity_hw4.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/nguyen_worksession.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/passoni_creative_workshop.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/pollariworksessions.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/rokop_creativity_session_assign_4a.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/slee_assignment4_brainstormsession.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/strawn_hmwk5.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/workshop_jaredb.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/workshop%20ideas%20from%20classmates/workshop_planning_luis.pdf
file:/Users/SweetCaroline/Desktop/Fostering%20Creativity/Assignment%204/Assignment%204%20worksession.pdf


“I can’t belong to groups. I’ve tried. I behave normally, but people don’t look at me 
normally.”
Jeanne Moreau 

Set the stage >> De�ne the objective >> Warm up >> Start with individuals >> 
Generate ideas as a group >> Combine and cluster >> Highlight winners

7 +/- is a good size for groups

3 hours max sessions; safer with 2 hours

Think about how to align on and enforce brainstorming rules. Align on a goal. 
Build on each other’s thoughts. Capture every idea (even if it’s crazy). Defer 
evaluation. Express visually or tangibly. Focus on quantity, not quality. 

Be a coach. Give focus, encourage your team, probe and push for underlying 
insights, and synthesize several ideas into the larger idea. 

Know that there may be problems. Fight through it. 

Design the worksession to �t the context. Know your audience and also know 
that they will have different skills and aptitudes. Different kinds of people 
need different kinds of framing, guidance, and motivation. Assess the creative 
potential of the group before you start. Be ready to have people help with 
drawing, note taking, inspiration.

Try these: 
- Pass the Clap - get people moving and to open up
- Establish clear objectives
- Know what your goal is and whether or not you’re on the path to solving it
- Threaten rules...but in a humorous way

Actively manage the conversation. Make sure to keep everyone involved; watch 
your crowd closely. Facilitate stardom in others. You’re not there to run the show, 
you’re there to foster the creativity. Bookmark your ideas and deploy them to 
move the group along. Celebrate - but not crazily. 

Ask questions and listen to the answer. Care. Look deeper and build on the 
motivations and thought processes behind ideas. Capture your session smartly.

Creativity in groups - a few guidelines...

They Look to you. Wk 5
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Wk 6

“I have spent many years of my life in opposition, and I rather like the role.”
 Eleanor Roosevelt

Insights about change & innovation:  

• Use the innovation title carefully, 
evoke curiosity, and don’t abuse it. 

• If a partner in crime grants you 
more success, imagine what a 
community of partners bring. 

• Know your limits and your support 
system. 

• Take advantage of your time.
• Justify, con�rm, and back up your 

gut feelings with quantitative 
data, proven research, test groups,  
and whatever else it takes to sell 
your innovation.  

Bringing innovation in to your 
organization is tough. Be sure to 
encourage creativity within your 
team and defend it beyond.

Be a good listener. Set aside your 
agenda and be fully present. Center 
yourself. Repeat stuff in your head.

Design Planning applies structured 
creativity to frame and solve 
problems. Ask the right questions. 

Form > Norm > Storm > Perform
When forming a team, align around 
goals and processes. Frame the 
problem with care and be clear about 
what the project will look like. 

All groups go through a storming 
phase with push-back to norms. Don’t 
be oversensitive to this and try to 
continue aligning people to the goal 
and process. 

Remember to be user-centered about 
your client. Just like you, they have 
personal lives and other various 
internal/external issues. 

Position yourself and your ideas in 
ways that inspire con�dence. Watch 
your email language, consistency of 
deliverables, and services. 

Write a script for meetings, make it 
sound like you - can help the �ow. 

Opposition to creativity? 

Understand the 
network

Innovation Adoption Anatomy

Insight Options
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Listen to and 
Interact with the 
network

Blend around 
resistance

Recruit supporters 
and Allies

Learn what the 
network values

Get to know the adopting community’s structure, 
conceptual frameworks, and technologies. 

Discover what gets people to commit and what does not; 
discover strategies to induce change.

Translate between innovator’s natural optimism about 
bene�ts and adopter’s natural pessimism about costs.

Get opinion leaders to endorse you and speak on your 
behalf. 

Adapt the innovation story to re�ect what you are learning 
and address concerns in each interest group. 



“Innovation comes from people meeting up in the hallways or calling each 
other at 10:30 at night with a new idea, or because they realized something 
that shoots holes in how we’ve been thinking about a problem. It’s ad hoc 
meetings of six people called by someone who thinks he has �gured out the 
coolest new thing ever and who wants to know what other people think of 
his idea.

And it comes from saying no to 1,000 things to make sure we don’t get on 
the wrong track or try to do too much. We’re always thinking about new 
markets we could enter, but it’s only by saying no that you can concentrate 
on the things that are really important.”
Steve Jobs

Wk 7

“explore more, 
go wider.”

Cultivating Creative Judgment

There’s no shortcut to developing creative judgment. You will There’s no shortcut to developing creative judgment. You will There’s no shortcut to developing creative judgment. You will 
recognize patterns over time and be sure to learn from the experienced recognize patterns over time and be sure to learn from the experienced recognize patterns over time and be sure to learn from the experienced recognize patterns over time and be sure to learn from the experienced 
professionals that surround you. professionals that surround you. professionals that surround you. 

When you have to provide creative direction, focus on the intended When you have to provide creative direction, focus on the intended When you have to provide creative direction, focus on the intended When you have to provide creative direction, focus on the intended 
versus likely outcome. Continually remind yourself of the goal. versus likely outcome. Continually remind yourself of the goal. versus likely outcome. Continually remind yourself of the goal. versus likely outcome. Continually remind yourself of the goal. 

Watch your communication style. Good phrases:Watch your communication style. Good phrases:Watch your communication style. Good phrases:Watch your communication style. Good phrases:Watch your communication style. Good phrases:Watch your communication style. Good phrases:
- “I observed...”
- “It made me feel...”“It made me feel...”“It made me feel...”
- “In the future, I would suggest...”“In the future, I would suggest...”“In the future, I would suggest...”
- “Let’s get aligned...”t aligned...”t aligned...”

Focus on your objectives �nd balance if you have many. Clarify the jectives �nd balance if you have many. Clarify the jectives �nd balance if you have many. Clarify the jectives �nd balance if you have many. Clarify the 
objective, probe to truly understruly understruly understand. Talk it out. End onnd. Talk it out. End onnd. Talk it out. End on positive notes.

Have the right attitude. Separate yourself from your projects. Grow. Have the right attitude. Separate yourself from your projects. Grow. Have the right attitude. Separate yourself from your projects. Grow. Have the right attitude. Separate yourself from your projects. Grow. 
Learn. Become the best designer, and person, you can be. Remember, you Learn. Become the best designer, and person, you can be. Remember, you Learn. Become the best designer, and person, you can be. Remember, you Learn. Become the best designer, and person, you can be. Remember, you 
have the power to change almost anything. Don’t let that get away from have the power to change almost anything. Don’t let that get away from have the power to change almost anything. Don’t let that get away from have the power to change almost anything. Don’t let that get away from 
you. Keep struggling, keep loving what you do, keep designing - it’s what you. Keep struggling, keep loving what you do, keep designing - it’s what you. Keep struggling, keep loving what you do, keep designing - it’s what you. Keep struggling, keep loving what you do, keep designing - it’s what 
you love.

One last tidbit of advice:One last tidbit of advice:
“Your time is limited, so don’t waste it living someone else’s life. Don’t “Your time is limited, so don’t waste it living someone else’s life. Don’t “Your time is limited, so don’t waste it living someone else’s life. Don’t “Your time is limited, so don’t waste it living someone else’s life. Don’t 
be trapped by dogma -- which is living with the results of other people’s be trapped by dogma -- which is living with the results of other people’s be trapped by dogma -- which is living with the results of other people’s be trapped by dogma -- which is living with the results of other people’s 
thinking. Don’t let the noise of others’ opinions drown out your own inner thinking. Don’t let the noise of others’ opinions drown out your own inner thinking. Don’t let the noise of others’ opinions drown out your own inner thinking. Don’t let the noise of others’ opinions drown out your own inner 
voice.”
Steve JobsDavid McGaw


