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Background: Hewlett Packard
Context for Following Philosophy, Strategies, Tactics and Examples

ÅNotebooks, Desktops, Servers, 

Storage, Printers, PDAôs, TVôs, 

Cameras, Scanners, Software, IT 

Services

ÅServe Consumer, SMB and

Enterprise Segments in Americas, 

EMEA, APJ

Å$113B+ Annual Revenues

Å15 divisions in 3 major business 

groups

Å310,000+ employees

ÅCorporate Design

Sponsor & Support Pan-HP Initiatives

Grow Design & Design Thinking Capability 

© 2008 Sato+Partners, LLC 2



Design & Design Thinking ïProduct
Easy to Use Data Storage for Small-Medium Business Customers Drives HP Sales

AiO Storage Manager and AiO 400 

Rackmount configuration

Simple Data Storage for Small-Medium 

Business (SMB) Customers ïThey can 

now meet their data storage needs with 

a simple, understandable solution that 

their own (part-time) IT manager can 

implement.

Results

In 2006, Storage Works was the most 

successful storage product in the SMB 

storage market.

2006 Best Hardware Innovation Award at 

the Midsize Enterprise Summit. Two major 

analysts encouraged anyone using non-

HP servers to switch to the HP system.
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Design & Design Thinking ïPortfolio
HP Universal Rack simplified customersô experience, reduced HPôs costs 

Life got simpler for Enterprise IT 

Managers- HP decreased their Total 

Cost of Ownership.

Results

The Universal Rack realized tens of 

million in supply chain cost reductions.

Millions of dollars in additional sales 

from cross-selling that was never before 

possible.
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Design & Design Thinking ïPlanning
Design Thinking Used for Merger & Acquisition Planning and Marketing

Results

Most all of Peregrine customers were 

retained. Customer communication 

guidelines have led to increase in 

customer loyalty, reducing risk of 

defection.

Revenue growth exceeded targets and 

license renewal was 5 times the industry 

average.

Customer priorities informed strategy, 

planning and restructuring.

Customers of merged company,

Peregrine, feel more informed and 

supported during the typically 

uncomfortable merger process.
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Applying Design Thinking Strategically 
An Approach Applicable to Many Situations, Provides Sustained Advantage

Styling

Features & 

Functions

Business

Issues

Framing

Design Thinking

used foré

iTunes Ecosystem

Digital Rights Mgmt.

Mergers, Universal Rack

iPod, Wheel,

SMB Storage

Apple Product Identity

Decades 

Years

Quarters

Months

Example

Competitive

Advantage
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Principles

Solutions

Frameworks

Discoveries

Know Make

Act

Reflect

Design Thinking
Systematic Approach Optimizes Value for Customers with Benefit to Company

Intent

Source: Charles Owen Design Process Newsletter, Institute of Design, 1993
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Benefits

ÂAddresses complex, dynamic 

challenges

ÂIntegrative, Multidisciplinary, 

Iterative, Collaborative

ÂAdaptable, Scalable

ÂBalances Value to Customer 

with Benefit to Company

ÂValue to customer: functional, 

emotional, social and cultural

ÂProven approach, MBA 

programs adopting it

Actions 

Reveal Motivation &

Meaning, Latent Needs

Inductive Reasoning

Integrates Customer,

Business & 

Technology

Needs

Value to Customer

and Benefit

to Company

Great Experience 

in Everyday Use Drives

Word-of-Mouth Sales

7

Design or Integrative Thinking



8

Principles

Solutions

Frameworks

Discoveries

Know Make

Act

Reflect

Conventional Thinking
Company as ñFast Food Clerkò

Intent

Symptoms

ÂSolutions Seeking Markets

ÂGadgets

ÂFeature Creep

ÂSKU Proliferation

ÂHedge by Betting on as Many 

Innovations as Possible

ÂValue to Customer ñLost in 

Translationò, especially in mature 

markets - functional needs have 

been met
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What Customers Say

Reveal Preferences &

Idealized Notions

Offerings Similar to Competitor

or Company Offers What it

Believes Customers Want 

No Integration of 

Customer, Company

and Technology 

Requirements

No Guidance to Ensure 

Value to Customer is 

balanced with Benefit to 

Company

8

Conventional Thinking



Design

(Applied Design)

Operations

Sales

Marketing

R&D

Finance

Conceive Develop Produce or

ñOperationalizeò
Market

Design 

Thinking

By Concept

Team

Benefit to Company 

Balanced with 

Value to Customer

When Only Concept Team Uses ñDesign Thinkingò
Value to Customers ñLost  in Translationò from Concept to Market

Decisions Biased Towards 

Benefit to Company 

B
e
n
e
fi
t 
to

 C
o
.

Value to Customer

B
e
n
e
fi
t 
to

 C
o
.

Value to Customer
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Design

(Applied Design)

Operations

Sales

Marketing

R&D

Finance

Conceive Develop Produce or

ñOperationalizeò
Market

Design Thinking  Adopted

by Value Chain Partners

Decisions Balance Benefit to Company 

with Value to Customer

When Value Chain Partners Adopt ñDesign Thinkingò
Decisions by Partners Balance Value to Customer with Benefit to Company

B
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n
e
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t 
to
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o
.

Value to Customer

B
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n
e
fi
t 
to
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o
.

Value to Customer
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Design Thinking to Innovate 
Shifts in Decision-making and Results

From

Offerings

To

Business Results

Insights, Ideas, 

and Decisions

B
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.

Value to Customer

B
e
n
e
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to
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.

Value to Customer

Time

S
a
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s

S
a
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s
Time

Technology

TechnologyBusiness

ñWord of MouthòñInitial Surgeò

Business

Customer
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Corporate Design Foundation Design Index: 

BusinessWeek & IDSA IDEA Award Winners
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US Standard Design Index

Dow Jones

Nasdaq

S&P 500

Source: Corporate Design Foundation

* Companies with multiple Business Week and IDSA IDEA Awards

Design & Design Thinking Lifts Stock Values
Creates A Premium Even in Times of Recession

---- US Std. Design Index*

---- Dow Jones

---- NASDAQ

---- S&P 500

2001

Recession
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Some Key Factors for Success
In Building Design & Design Thinking Capability While Delivering Results

ÅActive, involved executive champion and coalition

ÅDesign & Design Thinking metrics needed, including 

value to customer, show alignment with company 

strategy

ÅInfluence is often more important than authority

ÅStandardize on decision-flow & roles, not a standard 

process

ÅDemonstrate meaningful incremental results while 

modeling new roles, methods & tools

ÅParticipants become Design Thinking change agents 

within their organizations

ÅDesign Thinking is heuristic-based (expert-based), not 

formulaic
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HPôs Strategic Use of Design & Design Thinking
Accommodates Range of Existing Capabilities and Maturity of ñProductò Categories  

Design to Differentiate
Creates customer value and competitive advantages 

Extends life of existing technology investments

Increases brand value

Design to Innovate
Creates new opportunities

Opens new markets

Direction for new technology development
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Customers are willing to pay a premium

Iconic products that customer will wait for

Customers choose new ecosystems and  

product categories over legacy (sets of) 

offerings.

Design Practice
Increase skill and influence of design and design thinking approach

Infrastructure for more efficient, effective design work

Design used strategically on offerings

Consistent customer experience

Design to Simplify
Drives efficiency and reduces costs

Simplify technology experiences

Drives cross-sell rate

Design Thinking used for strategy & planning

© 2008 Sato+Partners, LLC 14

Source: HP Design

Common Parts and Components



Business Goals, Design and Metrics 
Accommodates a Range of HP Businessô Strategies

Sustained Capability Portfolio of Offerings Product/Service
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Efficient Design 

Processes

Process improvement 

and the efficient use of 

assets

Simplified 

Technology 

Experiences

Improving user interactions 

across a range of products

A User Aware 

Supply Chain

Optimizing the supply 

chain in a way that doesnôt 

sacrifice the customer 

experience

Anticipating 

Demand

Addressing unmet needs 

with compelling solutions

A Cohesive 

System   

Coordinating product 

portfolios to work better 

together

The Wow Factor

An emotional connection to 

HP offerings

Developing New 

Markets

Cultivating new growth 

prospects

Balanced 

Innovation 

Portfolio

Coordinated roadmaps 

lead to short and long term 

success

Build HP IP

Proprietary assets create a 

sustainable advantage
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Thank You
Questions?
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Steve Sato

Principal

steve@satopartners.com

360.335.3351 o

360.910.1530 m

www.satopartners.com


