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The Design Thinking Lab 
The Design Thinking Lab was developed by the Digital Tourism Think tank and brought 
together sixty-nine participants from seven different countries to learn about Design 
Thinking, in the context of sustainable business innovation. 

The participant countries included: 
• Croatia 
• Denmark 
• Estonia 
• Germany 
• Hungary 
• Netherlands 
• Spain 

The process took he following form: 
• Pre-workshop audit to establish: 

• Experience of Design Thinking 
• Expectations and needs 
• Key challenge faced by each business 

• Half-day introduction to design thinking 
• Why human centred design is important 
• The fundamentals of Design Thinking 
• A focus on what’s good for your users 
• Introducing the concept of ‘restless reinvention’ 
• Why diverse and empowered teams matter 
• Exercises to stretch creativity 

• Half-day workshop putting design thinking into practice: 
• 10 Teams battle out to identify solutions 
• Hands-on working with all five stages of design thinking 
• More than 50 challenges explored 
• More than 500 ideas and insights generated 
• 10 solutions written-up and presented 
• Prototype concepts presented and voted 

The following pages provide a complete report on the results and outcomes achieved. 

Page  of 2 43






Experience level with Design Thinking 
Prior to participating in the Design Thinking Lab, participants were asked to share their 
level of experience. More than half had no experience at all, whilst a quarter of 
respondents were familiar and had some sort of experience. 

The Design Thinking lab was therefore designed to be accessible and inspirational for 
all, regardless of their knowledge or experience of Design Thinking. It sought to re-
familiarise those who had some experience of Design Thinking through simple, 
engaging exercises, whilst presenting, exploring and experimenting with small 
exercises to help illustrate the key principles of Design Thinking for those with no 
experience. 

Furthermore, the second day workshop was designed in a way where those with 
experience could come forward as ‘Design Thinking Champions’ within their teams, 
contributing additional value for others whilst not taking away the overall value gained 
from such a participatory process - regardless of experience. 
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What participants sought in the Design Thinking Lab?  
We wanted to understand what businesses expect from the opportunity to meet and 
explore new methods in person. 

The responses received show a very clear focus on the value of in-person networking 
and the opportunity to make meaningful connections with others sharing similar 
needs, ideas and values from across Europe. Many also sought new ideas, inspiration 
and potential solutions, whilst unsurprisingly there was also widespread interest in the 
opportunity to learn and apply new design thinking methods which could offer value 
within their respective businesses. 

Here’s a summary of some of the responses received: 

“Grow our network. Find 
inspiration and new partners 
for future collaboration. Learn 
more about Design Thinking 
method, so we can apply them 
in our own practice and pass 
the knowledge on to our 
network partners” 

“We are hoping to better our 
process of thinking and 
developing new ideas/
products related to our 
business.” 

“Exchange and gaining of 
ideas in a European context." 

“Networking” 

“I'd like to hear how other 
consultants are approaching 
their clients. In addition, I 
would like to learn how 
companies are facing and 
addressing this issue.” 

“Get ideas, how to go to the 
right direction. Get to know 
people who have experience in 
this field" 

“Learn about other ways of 
working and how to deal with 
the same problems." 
"I hope I will get ideas, good 
practices to achieve our goal. 

“New ideas because of 
different perspectives” 

"I hope to meet other people 
for who the topic of 
sustainability is also very 
important.” 

“Understanding of co-design, 
concrete ideas and new 
perspectives to apply to the 
design of our social tour 
model.” 

“I hope to get a lot of ideas on 
how to improve our product 
and help others the same 
way” 

“New ideas and their point of 
view about how useful can be 
the product for their 
business.” 

“Networking, sharing ideas 
and experiences and finding 

new solutions/innovations 
together in longterm.” 

“To explore new ideas and find 
solutions to our project 
challenges.” 
“We hope to get new business 
partners and fresh ideas, how 
to develop our business.” 

“Inspiration, putting theory 
into practice, new perhaps 
meaningful connections.” 

“Ideas and new methodologies 
to practice with our 
companies.” 

“New ideas, learnings, 
solutions.... networking, new 
connections.” 

“Inspiration to design our 
methodology.” 

“Inspirations, new ideas and 
points of view, networking 
contacts  

“Inspiration and meet 
interesting other companies” 

“Connections and ideas. 
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“Meeting new colleagues and 
exchanging experiences and 
learning more about 
sustainability.” 

“I hope to get know 
knowledge, how to map ideas, 
how to pick relevant and 
important (significant and 
creating value) ideas and 
implement them 
successfully.” 

“Practical ideas. How to gather 
ideas, "sort" them and 
implement them. 
New ideas on ideation and 
communication of design.” 

“We'd like to find new ways 
and inspiration to solve our 
business challenges and 
broaden our network.” 

"Sharing experiences and 
think the best solution with 
others, that leads to different 
approaches from our own, 
thinking out of box.” 

“Getting new ideas of feasible 
actions for our SME in a 
European context. 
Share knowledge and 
Experiences with others 
participants.” 

“Getting a new methodology 
to develop ideas and projects.” 

“Learn, exchange ideas, make 
contacts.” 

"To discover new interesting 
projects, to generate synergies 
with other participants, to 
explore innovative ideas for 
my project, and to learn new 
working methods and 
resources." 

“Hands on and approach on 
how to get creative solutions 
to challenges i'm facing as a 
business owner.” 

“We hope to get better 
knowledge and understanding 
on how to use design thinking 
in solving our problems.” 

“Some practical knowledge to 
use in everyday work.” 

“Fresh ideas, exchange 
experiences and make new 
connections with other 
participants. Worky and 
friendly atmosphere :-)” 

“Ideas to implement in our 
save the water strategy.” 

“Meet like-minded people, 
exchange ideas, build 
networks, start cooperation - 
coopetition.” 

“Hope to gain new 
perspectives.” 

“Knowledge, Experience, 
Ideas, Techniques.” 

“Ideas and examples.” 

“Hear ideas how to succeed in 
my own project, and get to 
know more people who has 
similar businesses.” 

“Learning best practices and 
getting new ideas.” 

“Learning how to apply design 
thinking principles on 
practical daily operations.” 

“Being able to define the right 
actions to contact our 
clients.” 

“New knowledge how to be 
more sustainable, creative 
and visible on a tourist 
market that constantly 
changes while discussing the 
tourism challenges with other 
tourism professionals from 
EU.” 

“Ideas and inspiration from 
peers.” 
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Challenges 
We asked participants to share their challenges ahead of joining the Design Thinking 
Lab, from which a series of teams were created according to clusters with common 
challenges in common. The first stage of the Design Thinking Lab led participants to 
vote and then frame a ‘problem statement’ which everyone can align around. 

Internal / Operational Challenges  

Targeting Challenges  

How to more efficiently plan staff in hotels 
- during covid, guests book rooms in the 
last minute.

Staff engagement, internal 
communication, multilingual team 
members with different attitudes. 

Garbage recycling - increased quantities 
of garbage with guests ordering food 
online (cartons etc.)

How to train and engage employees and 
customers in successfully applying for a 
Green Key certificate. 

Measurement of food waste and the 
implementation of a process which 
involves the employees in the daily 
routine of compliance and improvement.

To reach people showing our value 
proposition, to attract them and turn 
them into users of our product.

Challenge for us is dispersion of tourists/
visitors from the Old Town of Dubrovnik to 
the other interesting locations of the city 
such as Port Gruž where museum is 
located. 

To inspire local organisations to take part 
in a project related to tourism, since it is a 
sector that is constantly facing complex 
challenges and is often seen as a threat to 
local stability.

Our challenge is to become financially 
sustainable and develop a solid business 
model/foundation

How to attract and reach USA market and 
customers with a very limited budget
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Partnership Challenges  

Strategy Challenges  

As a company focused on the cultural 
heritage, how can we make strong 
synergies and add value to other travel 
companies?

Integrated all the actors involved in the 
world of wine in a experiencial and 
tourism

The dependency on our partners in 
relation to the content of our experience 
& finding the balance between 
sustainability, sales and guest 
satisfaction. (Implementing theory).

How to build "Online Guerrilla" - a network 
of people passionate about sustainable 
travel? To promote and EARN from 
promoting destinations endangered by 
mass tourism and global OTA platforms?

how to establish a process (based on 
technology, scalabale by definiton) to 
provide experiences based on authentic 
local culture. (not scalabale by definition)

How to proceed? Tourism in Tallinn has 
decreased drastically +  war (no season 
ahead). Covid has left us without finances. 
How to survive? What we have: 
house+garden+terrace+ 3 plots (around 
Estonia).

If the guests would be willing to pay extra 
for a sustainable accommodation? How 
can we reach the audience for this 
market?

To define a suitable set of clear and 
measurable sustainable criteria for our 
featured partners.

The challenge is to inspire and raise 
awareness of circular economy among our 
customers. Short-term economic goals 
block the view of sustainable operations.

How can I commit my freelance tour 
guides more to my company with a view 
to short-term stability, medium-term 
change and long-term growth?

Sustainable trip planning during covid
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Sustainability (General) Challenges  

Sustainability Strategy Challenges  

Communicating Sustainability Challenges  

To move towards a regenerative system, 
allowing both the local community and 
tourism to flourish. How can we support 
and visualize this model, while also using 
it to measure our impact.

Our Challenge is mainly to be able to 
market the right customers and make 
sure they know our added value, taking 
Sustainable actions and caring about a 
Responsable Tourism. Win-win situation.

Save water

We rent wireless tour guide system 
devices. Our goal is to turn our operation 
green as much as possible. Over all of 
these, because we meet many tourists in 
Budapest we would like to collect and give

How to apply sustainable principles when 
organising tours

Biggest challenge is to break down and 
integrate the idea of sustainability in the 
daily routine and to motivate the 
SANDteam  to transfer it actively.

To implement sustainable changes in a 
big city apartment with the given 
circumstances

Growing a garden. How to make tours and experiences more 
sustainable, from a social, economic and 
environmental point of view

inspiration for the most sustainable 
accommodations, off grid, that we can 
build on our new nature island (1.5 
hectares) that we realized in the IJmeer

We are a sustainable TTOO with a 
certificate, our main client are travel 
agencies, B2B, we have the challenge to 
communicate and make visible our 
certifications and commitment for 
sustainability

How to communicate to our customers 
the environmental impact generated by 
cigarette litter to obtain their engagement 
and collaboration using the tool (portable 
ashtray with QR code) that we provide.

"It is a challenge for us to communicate 
the actions we carry out both internally 
and externally.
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Communication Challenges  

Digitalisation - Product Challenges  

Our main challenge at the moment is how 
to use marketing to promote our business 
as a suistanable and what would be the 
best way to use that fact to attract more 
customers.

How can we convince guests to use energy 
resources consciously during their 
vacation - without setting rules or 
pointing fingers at them

Explosive rise in cruise ships means 
increased pollution but under-utilized 
potential, since most cruise tourists only 
pass through Copenhagen. Tourism SMEs 
suffer due to dominating booking portals. 
COVID.

How do we manage to convince other 
hotels that this towel is a real alternative 
to the usual hotel towel.

The visibility of our company and the 
visibility of the location where our main 
product is

Our service is different from other 
companies however at first it may look 
the same. How to communicate this to 
our target groups in the most efficient 
way?

Get sustainable tourism certification for 
Jet Travel and take real actions to aim 
this.

Communicating design in remote teams. 
The processes.

Developing H&S risk assessment for each 
tour, documented Safety Management 
System to provide details of how potential 
hazards are identified. Implementation of 
the Booking Engine Software.

Develop reporting system in a user 
friendly way for clients to reach online to 
different kind of reports (e.g. CO2, miles 
etc) by themselves.

I want to know how to create an audio tour 
cotent that delights mind and touches 
the heart instead of  a dull, encyclopedic 
style tour since there is no real interaction 
with tourists.
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Digitalisation Challenges  

By additional investments in the 
operation mechanism of the castle 
complex, we would like to digitalize and 
optimize energy through the 
implementation of an energy 
management software.

How to overcome new clients fear of new 
digital solutions using digital audioguide 
on their own instead of tourguide. How to 
make digital solutions pleasing for people 
to see and discover new places.

Build an application where the visitors 
can be aware their carbon print during 
their visit

Green (electric) passenger transportation 
solutions fo couches ar too expensive
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The Design Thinking Process 
As the core focus of the workshop, participants were trained on Design Thinking so that 
they understand the basic principles and learn how to apply this in their day-to-day 
work, whatever challenges they face. This included: 

The Principles: 
• Focus on users 
• Restless reinvention 
• Diverse empowered teams 

The Keys: 
• Hills 
• Playbacks 
• Sponsored users 

The second day offered an opportunity for participants to put these learnings into 
practice. Ten different teams worked on a cluster of challenges, narrowing down to one 
problem statement they were able to frame and state clearly. From there, they spend 
half a day, rapidly working through a process of applying empathy and understanding, 
alongside rapid ideation - eventually leading to prototype solutions. 

This is how the five stages took form: 

A summary of the presented solutions, as well as the background work that took place 
over a four-hour sprint amongst each team, can be found in the following pages. 

Start Point… Frame that Challenge - Writing a Problem Statement 

Stage 1 Empathising: Empathy Mapping Your Users 

Stage 2 Defining: Drafting Hills Aligned with Goals 

Stage 3 Ideation: Rapid and Absurd Ideation Rounds 

Stage 4 Prototyping: The Experience Roadmap 

Stage 5 Testing: Pitching Prototype Solutions 
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Group 1 - Build an application where the visitors can be aware of their 
carbon footprint during their visit. 

Solution 
Eco-friendly bracelet or app that changes colours based on your eco-level in the 
facilities. It will monitor your carbon footprint, and eventually change colours of the 
bracelet or app, that will allow users to get discounts or charges based on their colour-
status.  
 
Users 
Visitors and suppliers from the tourism sector. 

What problem does it solve? 
Raises awareness about the carbon footprint during 
their whole journey.  

The big idea 
The bracelet, app and system.  

Expected failures 
Convince the users about using the solution.  

Needs to be prototyped 
App, bracelet, users reaction and suppliers offer 

Indicators 
• Carbon emissions  
• Downloads  
• Number of suppliers 
• Usage of bracelets 
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Group 2 

Solution 
To create tours with a variety of options  

Users 
Different stakeholders (service providers, visitors etc.)  

What problem does it solve? 
Sustainability, hassle free, more freedom for visitors etc.  

The big idea 
To provide tours through 
different technological 
solutions that will involve all 
your senses 

Expected failures 
Financial investments, 
technical issues, local 
authorities etc.  

Needs to be prototyped 
Different tours to test which 
works best. 

Indicators 
• Number of persons visiting 
• Income 
• CO2 reduction 
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Group 3 - Our users struggle to find our value  and our differences due to our 
inefficient communication 

Solution 
Low budget travellers with special needs, need a way to feel secure, informed , involved 
so that they have an unforgettable experience.  

Users 
Low budget users with special needs. 

What problem does it solve? 
Differentiation : standout of any other companies 

Building a community with strong and unique communication 

The company will solve any needs based on the user need - pre-arrival  

The big idea 
• A community driven game based on local “kidnapping” of users. 
• Users will follow locals around the city and solve puzzles (AR+physical things) using 

virtual “handcuffs” 
• The route and the tasks are new for the locals too every time so it is unpredictable 
• The Puzzle and game will also allow social media videos and other SOME stories 
• Big price here!: Meet the queen / prime minister / dictator and get a guided tour 
 
Expected failures 
• Organising the Queen could be hard 
• Legal Constraints (in some countries) 
• Initial Shock from users :-) 

Needs to be prototyped 
• Software for the “handcuff” app 
• We need locals / guide and some initial 

guests to test gamification 

Indicators 
• Feed back from users (satisfaction 

questionnaire) 
• Local feedback 
• Clicks on social media (engagements) 
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Group 4 - We struggle to identify the direct benefit to our clients 

Solution 
Create an interactive booking video to show mothers how her booking can contribute to 
a better world and make her a game-changer. By including the children with quizzes 
and games, the whole family will be happy.  

Users 
All the mothers in the world 

What problem does it solve? 
Mothers want to be stress free and solo time so they can make a 
decision to make everybody happy  

The big idea 
Showcase the positive impact each individual can make by booking with us and how 
they are a game-changer  

 

Expected failures 
The mothers never get to see the video 

Needs to be prototyped 
• Create a video, include a quiz and the standard booking process to make it 

interactive - Do they make the booking? Do mothers include their children? Do they 
feel like change-maker? 

• After testing and have the perfect storyline - we will ask Leonardo di Caprio to share 
the story 

Indicators 
• Number of videos watched  
• Number of bookings made 
• Happy mothers sharing their experiences 
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Group 5 - How to make tours and experiences more sustainable 

Solution 
Find a group of likeminded “SUSTAINABLE CRAZY MINDS” 
Motto: Boycott NORMAL, choose SUSTAINABLE  
Use all channels to find the right people, grow organically 

Users 
Local Service Providers: 
• Local tour operators 
• Restaurants 
• Accommodation 
• Transportation 
• Tour guides/experiences 

What problem does it 
solve? 
Build a network of local 
partners with the same 
vision of sustainable 
experiences. 

The big idea 
Creating a platform  
Start: Invite to several great 
events at natural locations 
→ BBB - Brainstorming and 
Beer in the forest with bees, 
in the Vineyards,...  

Start discuss about 
economic, social, ecologic 
aspects … 
… involve more stakeholders … 
… create great and sustainable products. 

Expected failures 
Different opinions, financial problems, big group of participants. 
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Group 6 - Eco-Go! 

Solution 
• Game with loyalty program 
• Community of like minded people 

What do you need to do to collect points? 
• Visit sustainable restaurants, hotels, etc.  
• Do good deeds 
• Choose eco-transportation options 

Users 
The decision makers - Corporate 
• Private 

What problem does it solve? 
Our users are not valuing sustainability as a main criteria 
in the decision making process 

The big idea 
Our decision makers become rewarded so they can become 
heroes and role models and influence other. 

Expected failures 
• Not enough users 
• Selection failure (business are not sustainable) 
• Poor game design 
• Crashes 
• Pokémon Go might sue us 
•
Needs to be prototyped 
• Functionality 
• Storyline of the game 
• Reward system 
• Customer experience 

Indicators 
• Amount of community members 
• Variety of activity and experience 
• High Engagement  
• Five star reviews 
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Group 7 - Company owner needs a way to improve communication and 
inspire freelancers so that they feel like a part of a community and share 
the vision of the company. 

Solution 
Our solution is to co-create a tour together with the guides in order to build a sense of 
ownership and build a stronger connection between guides and the company. 
In the long term, we aim to be the name on everyone’s lips so that everyone wants to be 
a part of the brand.  

Users 
The owner of Inside Rotterdam and the team of tour guides.   

What problem does it solve? 
The company struggles to communicate and inspire tour guides due to lack of 
commitment and resources.  

The big idea 
By communicating our company’s values and 
helping the team to internalise them, in so we 
create loyalty, a stronger community and 
better experiences.  

Expected failures 
• Lack of interest from guides 
• Lack of time from both users 
• Lack of finances from the company  
• Lack of passion  

Needs to be prototyped 
Testing a new tour contributed by tour guides - based on the expertise of the guides 
with the goal of connecting them.  

Indicators 
• Number and quality of reviews 
• Returning guests asking for specific guides 
• Active participation from guests towards company 
• Guest referrals 
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Group 8 - TOUR-Bnb - Glocal platform 

Solution 
Partnering up local tour-operators which guarantee a high quality local, authentic 
experience to users 

Users 
• Travellers interested in authentic experiences 
• Small scale tour operators / providers of experiences 
 
What problem does it solve? 
• Reduce Negotiation power of big platforms. 
• Visibility of small operators, local providers, 

local initiatives no global visibility 
• Quality offerings for travellers from trusted 

providers 
• Not authentic experiences 

The big idea 
Partnering up of the local SME over different 
local chapters, via a very qualified qualification process 
- be part of a cluster 

Shared Platforms allows small operators use fancy tech 
services that they could not afford alone (AR / VR 
preview of experiences etc.) - Offer until May 2022: ECO-
go free download on sign-up 

Expected failures 
• Not gaining sufficient visibility 
• Not user friendly 
• Critical mass 

Needs to be prototyped 
• Starting with pilot areas within Tourban Area. 
• Are users actually interested in those offerings, 
• Is the platform sufficiently user friendly 

Indicators 
• Users 
• Margin per operator 
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Group 9 - Local Buddy 

Solution 
Creating a system/platform/network to enable meaningful interactions between locals 
and visitors. 

Users 
• Second and third time solo travellers 

What problem does it solve? 
• Tourists visiting overcrowded places and not having meaningful experiences.  

Expected failures 
• Local residents not willing to receive tourists. 
• Local residents not wanting to join the network. 
• Tourists finding it difficult to use the platform. 
• Security issues. Not trusting tourists. 

Needs to be prototyped 
• The final platform and the labels/marks 

Indicators 
• The platform engagement. 
• Number of users. 
• Users satisfaction / reviews. 
• Number of people visiting non conventional places. 
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Group 10 - Restaurant team & zero waste goals 

Solution 
To have a restaurant with the concept Menu - There is no Menu! 

Users 
Kitchen staff, guests 

What problem does it solve? 
• Food waste 
• Decrease and re-using packaging 
• Optimising resources 
• Maximising profitability 
• Unique selling point comes out clearly - 

great to market!  

The big idea 
Welcome to the restaurant -  
There is No Menu!  

The idea is to define The Menu Of Day! based 
on available ingredients.  Leftovers to go 
(guests and staff) or compost(staff). 

Expected failures 
• Guests not open minded 
• Staff is not motivated 
• Kitchen team lacks of creativity 

Needs to be prototyped 
The reaction of test customers 

The capability of kitchen chef to create menus from available ingredients - that they 
would be attractive 

Indicators 
• Waste cost 
• Revenue generated from the restaurant guests 
• Guests satisfaction  
• Staff engagement and motivation (survey) 
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What did the participants say? 
The overwhelming response to the Design Thinking Lab was extremely positive, with 
participants reporting considerable appreciation for the process and the opportunity to 
participate. 
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