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Revised 5-Step
Design Thinking Model

Test

Empathy

Outcome

Validation &
Evaluation

Prototype

The 5 phases in the Design Thinking
process (Empathy, Define, Ideate,
Prototype, Test) is a structured, step-
by-step approach in the design process
that helps designers to gain insight on
users, challenge assumptions, redefine
problems and create innovative solutions
to problems through prototyping and
user testing.

This process is important as design
managers can gain perspectives of users
by putting themselves in the shoes of
the users, allowing us to make informed
decisions about product or service
design which truly addresses the needs
of the user.

However, this is not a linear process as
these stages could often overlap as we
discover new insights and develop new
ideas. This allows us to keep improving
on the solution as we align them to user
needs.

Reframing

Scoping
Down

Connecting
The Dots

Idea Taking Shape

As such, | reframed the 5-step Design
Thinking Model into 5 overlapping
spheres, forming a “flower pattern.”

This is because | believe that the
stages of the design process are
interconnected, regardless of the
specific stage that we find ourselves in.

The stages should not be seen as
separate steps, but components that
influence each other.

Inspired by this, | integrated it into my
final major project, and included the
overlapping components that symbolise
the connections between each stage
which guided my decisions throughout.
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Project Overview

| think it is
better for you to
study finance or
medicine.

My Story

As someone born and raised in
Singapore, this is something that |
have grown up hearing - One should
be a doctor, lawyer, engineer or be in
the finance industry to have a future.
Just anything, but the creative
industry. This ideology has been
ingrained in me and | have grown up
feeling pressured to live up to these
expectations.

But what if we don’t want to fit into
this box? Why do we face doubt when
choosing to pursue a creative career?
Why aren’t creatives supported the
way other professions are?

This then inspired my final major
project. It focuses on shifting
perceptions and challenging
stereotypes in order to reshape the
misconceptions about creatives in
Singapore.

It will do so through themes such
as cultural beliefs and community
building.

This project explores why such
stereotypes exist, identify the gaps
and challenges faced by current
creatives in the industry, and
examines how we can better support
future generations of Singaporean
creatives.

This project also aims to convey that
creatives can be valued like any other
professions.

It hopes to inspire future Singaporean
creatives to pursue their passions
with confidence and provide the
necessary support so that they can
become whoever and whatever they
aspire to be.
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Project Overview

Design-Led

Expert
Mindset

"Users” seen as
subjects
(reactive informers)

Participatory
Mindset

"Users" seen as
partners
{active co-creators)

Research-Led

Desigh Research Map

The design research map is structured
around two intersecting dimensions:
approach and mindset.

This research project primarily falls
within a design-led approach with a
participatory mindset, as users were at
the core of the process through the use
of participatory design.

Participatory design actively involves
the intended users in the design
process to ensure that the resulting
product or service aligns with their
needs and values.

A range of research methods and
frameworks were applied to build
empathy and understand users.
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| also maintained consistent
engagement with my user groups
throughout the development process.

Their input shaped the direction of the
research and development, positioning
them as co-creators rather than mere
participants, as they contributed

their perspectives through co-design
workshops, simulated collaboration, and
the sharing of their personal stories.

By embedding their stories, insights,
and feedback into the process, it
ensured that the final design outcome
met their needs, aligned with their
values, and was grounded in their lived
experiences.



Secondary Research

After deciding on my research topic about the misconceptions surrounding
art and design students, | conducted an extensive search for relevant
resources and came across several that stood out offered valuable insights.

“Singapore is still struggling to reckon with its
creative population.”

McDougall, A. (2021) Singaporean creatives open up about what it takes to follow a different path,
Vogue Singapore.

Is an art career ‘pointless’? TODAY readers
weigh in on comment by photographer, 19,
who aced subject in A-Levels

Discussion on TODAY, Singapore’s national online newspaper as readers
cheered for her success but there were also a handful who think her
career choice as an artist is risky.

Essential, I:etSunday Ttimes;?lfs iomg 1.030 respondents whi;hlare':he jobs ThIS InfographIC WaS publlShed dur'ng
or not? rgicﬁfﬁfihé;“ﬁ?ﬁ pay ?&:é!?en'?i‘::fé’e”r'i.é‘é’s'”s% that workers in the pandemic by Singapore’s The
the sector may get a wage boost. . .
— — : Sunday Times based on a public
Top 5 essential jobs Top 5 non-essential jobs Jobs that | don't want to do . .
A -~ ., survey of essential and non-essential
R Lt Construction Worker 44% 0
( ‘, [ o clawer o jobs where 71% of 1000 respondents
) 5 g — = f:onsidered artists as a non-essential
: e — job.
% ) Jame | (@)3imme | e .
" @ R | 2% It generated a heated public debate
University professor 20% . .
J)as | Q)4 | - ;;: and received negative feedback
55% ngineer . . . .
- — | as many in the creative industry in
)55 (@ o e Singapore felt unappreciated and
‘.:) B | ! ) )
. | . " disheartened especially during the
pempe Lo, Stops, pandemic and itis very valid that
o amount Upto 0% more SN 7| aking p any of hese creatives were not happy that they

Up to 30% more [ 10%
Up to 40% more [| 3%
Up to 50% more ] 3%
51% and above || 2%

: No

to essential

workers such  22%
as cleaners
and security
guards?

were not considered “essential”.

If s0, how much more?

Up to 10% more. [ 53+
Up to 20% more [N 34%
Up to 30% more [l 8%
Up to 40% more || 2%
Up to 50% more || 2%
51% and above | 1%

Would I
pay more
for home
renovation

if the extra No

Yes
amount
would 44% £ -5
90 to the
workers?

NOTE: Done with nationally representative Source: MILIEU INSIGH!
sampling across age, gender and income groups: STRAITS TIMES GRAPHIC

Infographic by Singapore’s The Sunday Times

These resources shows how pursuing a creative career is often frowned upon in
Singapore, highlighting both the social stigma and the significance of this issue.

It fueled my passion and determination to explore this topic further and strengthened
my resolve to contribute to positive change within the creative economy by finding
ways to support local creatives and gradually shifting public perceptions.

This way, Singaporean artists and designers can be seen with the same respect as any
other profession and feel supported pursuing their passions in their homeland.
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Research Groups

| acknowledge the complexity and depth of my chosen project topic which
can make the research process feel overwhelming and difficult to navigate if
not organised and structured.

Therefore, | began to identify 3 main research groups that are most relevant

in my research. This laid the foundation for my research, allowing me to take
a more strategic approach and identify the right target group to focus on later.

Students Current

(Future Creatives) Creatives

Bias & Assumptions

Had to take a leap of faith to
venture into something
unconventional

Won't be
supportive of
child's decisions

Worried about
child's career
prospects

Don't feel seen
enough

Artists Parents

Bias & Assumptions

Stereotype
affect passion
and motivation

Many have to put
up a fight to gain
parent's approval

Students Unfamiliar with creative
industry - don't understand
why child wants to take a

risk

Need to take a
lot of effort to
gain recognition
for craft

Sees themselves
differently

Drawing from my secondary research, | developed unconscious biases toward the 3
target groups. Unconscious bias refers to the automatic associations and judgments
formed outside of conscious awareness which often influence decision-making
processes.

These initial assumptions were crucial in guiding my thinking and applying targeted

research methods to examine each research group critically, and justify my final choice
based on evidence rather than assumptions.
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A total of 73 responses were recorded and the survey results from
parents indicate an toward their children
pursuing a creative education.

recognise that there are associated
with art/design careers

cost of education,
concerns over s

However,

were were supportive but
of their child’s decision

They were because:

believed that their child could make their own judgement

recognised their talents and/or passions

believe that there are growth and advancement
opportunities in an art/design career

Amongst those who did not have children pursuing
a higher education in art/design,

think that there’s a for reckon that students with
art and design graduates in the an art/design background
job market. are

Initially, my assumptions about parents While | initially intended for parents

were that they: to be the primary research group,
and didn’t survey results revealed that they were

understand why their child would take more supportive than anticipated,

the risk,

to pursue higher education in Therefore, | decided to
art/design. to the other research
groups: students (future creatives)
and current creatives instead
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A total of responses recorded from the survey conducted with
revealed that they faced
regarding their decision to pursue higher education in art/design.

Despite this, they to follow their passions.

believe that perceptions towards art/design
students have changed overtime

However,

think that art/design were supportive but
students are perceived

The that students in
art/design school are that they are:
of stability

as students in other disciplines
associated with being

have received judgement on their desire to attend art/design school such as:

Mocking the choice Less valuable or less

Doubts about of an art school over ) tant i it
career stability a more academic or important In society
traditional route because it is “easy
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In spite of all these negative judgements,

were to pursue
arts/design as a career, that these
stereotypes negatively impact the passion and drive of
art/design students.

that they have after
graduating from art/design school are:

Stiff competition in the job market
Financial Stability

From these insights gathered, it These challenges thus

, and ensure that

in pursuing their creative
While students are driven to follow careers.
their creative passions, they
This survey was helpful in helping me
determine their role in the research
process, allowing me to
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Current Creatives

| adopted a different approach with
current creatives by conducting an
interview and engaging them in a collage
activity.

| wanted to connect with them on a
deeper level and uncover their stories
which is something that | am unable to
achieve merely through a survey.

| wanted to find out the current gaps in the
industry, what they’re lacking, how they’ve
grown in their creative disciples and what

are the factors that impacted their creative
career (eg. people, societal).

| reached out to 9 Singaporean creatives

from a variety of disciplines which include
photography, illustration, nail art, graphic

design, ceramic design, music, and visual

art, providing me with a diverse range of

perspectives.

Despite their differences, it revealed
common themes in their motivations,
ideals, and aspirations.

Based on the research conducted and insights gathered
across all 3 groups,

| decided to position students (future creatives) and
current creatives at the core of my research scope.
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| conducted an experiment in London
and Singapore to

The of this experiment was to

between the UK and
Singapore by observing which
countries participants associated the
artworks with.

To ensure fairness in the experiment,

| kept the selection of artworks
consistent across both locations with
the only variable being the country in
which the experiment was conducted.
The names of artists were also not
included in the process.

Participants were notified that

their pictures would be taken for
documentation purposes and consent
was given.

These were the works done by local
Singaporean artists that were shown
to participants during the experiment
where they put a location pin on
where they think these artworks
originated from.
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Experiment conducted in UK during the
Work-In-Progress exhibition held in December 2024

This experiment provided valuable
insights.

Only a few people
mentioned Southeast Asian countries
like Vietnam.

Even in Singapore, only one or two
participants were able to identify
these local artworks but remained
doubtful.

It is understandable that people in
the UK may not recognise works from
Singapore but it raises an important
question:
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Experiment conducted in a mall
in Singapore in Jan 2025

This therefore

Although this experiment was
successful, there’s always room for
improvement.

If | were to conduct a similar study in
the future, | would ensure

, minimising
discrepancies. This would ensure that
data collected is accurate, as the

in later stages of the
research and concept development
process.



After conducting interviews with 9 This process has helped me to draw

creatives, meaningful conclusions from the data.
| engaged the help of a few Year 2
Design Management students in this
process to gain fresh perspectives

This allowed me to gain a deeper and minimize any potential biases.
understanding of their similarities such

as common needs and goals across Having worked on this project for an
their practices. extended period,

Given the extensive information

from the interviews, | conducted a

deep analysis by breaking down the By involving others, important
information gathered into themes. insights would not be missed and that

By categorising the insights, it enables
me to clarify my thoughts, streamlining
my navigation.
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Through card sorting, | developed appears to be a
a deeper understanding of current significant factor that
creatives. | identified the

This was crucial for my concept
development, as the aim of my project
should not only to

For instance, having a

emerged as a crucial driving

force in their creative journey, with

many drawing inspiration from their

social circles, family, or role models.

- Value growth and creative freedom - Difference in parental support:

« Motivated and inspired by others Parents are more likely to be
around them supportive if they are in the industry
+ Strong sense of community - Different outlook in life

« Easily burnt out when passion
becomes their job

- Financial stability: Would like more support

+ Need their own workspace

- Personal struggles: Finding ways to be stay motivated,
Family relationships & meeting expectations

These insights were extremely Even though they came from different
valuable, as they allowed me to dig backgrounds and disciplines, they
deep into the concerns, motivations, still

and struggles faced by current

creatives.

and it was my duty to
figure out what those are and I'm glad
as the interviews that | managed to do so during this
had to be transcribed before a deep process.
analysis on each interview could be
conducted, It was worth it because | started
uncovering their stories and
As | interviewed creatives across
different disciplines, | had to be
thorough when identifying true
similarities and differences, ensuring
that no assumptions were made based
on their backgrounds and that | fully
understood their journeys.
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Gradual change in
size of images

Symbolism of their desire
to grow and evolve in their
respective fields

Incorporated
symbols of their
practice

Eg. camera - photographer
Reflects how deeply their

Moreover, by creating or expanding
stronger financial support systems,

| made a conscious decision to

from initially aiming As increased opportunities help ease
to challenge negative perceptions concerns around financial instability,
of art and design students to creatives are able to pursue their

passions more freely.

I made this change as

This is especially
important given how influential human
connection is in sustaining their
motivation.
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An empathy map is a tool that allows us to empathise, synthesise observations
from the research and draw useful insights about users’ needs. It summarises our
learning from the engagement with our target research group (Dam & Siang, 2025)

Empathy Map Canvas

Current Creatives
Value growth and community
Highly motivated by people around the:

WHO are we empathizing with?

GOAL

What do they need to DO?

Need to constantly be motivated
Force themselves to do
something even if they dont fee)
like it sometimes

What do they THINK and FEEL?

Making things that are politically correc
= It's okay to be uncomfortable

People mainly following trends on social

PAINS
"oh you know you'll be se poor and unhappy?

you have no money and then your life is gonna
be very sad"

Lack of motivation due
to personal struggles

Scared of the design
community due to
exclusivity &
competition

What do they HEAR?
Wt il F ¥ hers san
What ar F

C

hand High rental cost of spaces

Dont really have a label - a designer,
illustrator, artist all in one

Passion turning into job

Closure of cultural spaces
"Are you sure you want to be an artist?"
What other tF
“can you really survive like this"
“it's not a good career
path because there's no
career progression”

creative direction

Going against social norms and pursue
passion

Learned to not push motivation

Connect with others to make something
together

Want to feel heard more than seen

Feel valued for their works - own

What do they DO?

media - value of the work by artist goes down.

GAINS ) i A
T AP pApre—— Time - Singapore evolving at a
P What do ghey SEE? slower pace. Needs time for
Space 40 thiry See in the marketplace? PErception to change
Funding to create these b e
spaces
Flexibility

Need more supportive
environments

Why are we caring so much about
money? - Content with what they have
right now

What do they SAY?

Value collaberation, freedom, Growth

“I don't want to paint

within the boxes"

ate the )

“Community and people around keeps

me motivated” s o4 rning from the community taught
me how my passion could lead me to
people that are like-minded and that
helped me to form better connection
with the people”

Didn't care about what perception of
others - pursued a creative career
because they wanted to

Lant updited on 16 July 2017. Downdsad & copy of tha camvan ot hip// gamentsrming com smpathy map/

The empathy map was created based
on the insights and themes gathered
from primary research with current
creatives,

By focusing on the different
categories of what current creatives
hear, do, see, say, think and feel, |
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started to form a clearer picture of
their lived experiences.

Their struggles, motivations, and
aspirations became s
and | realised the importance

of constantly returning to their
perspective in order to develop a
solution that truly resonates with
them.




Venn Diagram

| used the empathy map as a foundation to create a venn diagram to explore
whether future creatives shared similar concerns and values with current creatives.

The group of future Singaporean creatives came from a range of disciplines
which include: graphic branding and identity, product and industrial design,
photojournalism, ceramic design, jewellery design, and graphic design.

Value:
- Collaboration, Growth, Flexibility

- Own creative direction
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Concerns:

of the design dueto
exclusivity and competition
- Closure of creative spaces

Want:
- Collaboration opportunities

- More connections with others in industry

- Supportive environment

Value:
- Collaboration, Growth, Flexibility
- Own creative direction

Concerns:
- Intimidated of the design community due to
exclusivity and competition
- Closure of creative spaces

Want:

L - Collabration opportunities

Collaboration, Growth, Flexibility
Own creative direction

- Supportive environment

Overall, a common pattern that
emerged across the venn diagrams was
that

This reinforces that their

are
strongly interconnected.
Additionally, participants emphasised
the importance of collaborative

Based on the theme analysis from card
sorting with current creatives and after
using the venn diagram to understand
future creatives,
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- More connections with others in industry

Concerns:
- Intimidated of the design community due to
exclusivity and competition
- Closure of creative spaces

Value:
Collaboration, Growth, Flexibility
Own creative direction

Want:
- Collaboration opportunities
- More connections with others in industry
- Supportive environment

opportunities in relation to their growth
and aspirations by

This therefore highlights how closely
their values and desires are intertwined.

Despite being at ;

they are deeply concerned about the

exclusivity and competitiveness within
the creative community, as well as the
closure of vital creative spaces.




After identifying the themes with current creatives, | led a design sprint
workshop with the class, where | presented the themes and had them develop
potential solutions based on the identified themes. They were tasked to
develop as many solutions as they could that fit these themes under a time
limit.

- solutions
that genuinely meet the needs of
those involved can only be developed

However, the session go as through deep understanding.
intended. Many participants struggled

to understand the context due to Without prior knowledge, we could risk
limited knowledge of Singapore and its  creating superficial outcomes that fail
creative scene. to address the root issues.

for them to conceptualise
meaningful solutions due to the lack of
understanding of culture and they were
unable to relate to the situation.
This experience

As current creatives are living through the needs of the
creative industry in Singapore now, we will focus on

creating a solution for them and future creatives will be
able to benefit from the change/solution implemented

In a group, use insights gathered from artists now as a
basis to develop as many solutions as you can for future
creatives for 7 minutes.

Share your ideas with the class and everyone can vote
for up to 2 favourite ideas.

Restrictions: You‘'re not allowed to vote for ideas from
own groups

You may use a mindmap to share concept, draw or use
keywords etc.
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« Is there access to government support?

«  Why is the culture like this?

+  How could it be grounded more?

+  What is the scale? - Will it be rotating spaces or stay rooted in one place

+  How do you make this specific to Singaporean cultures?

+  Would you want to leverage on social issue?

« Are creative spaces expensive & limited causing artists to be pushed out?

- Is it finding a physical creative space or gaining exposure?

- If Singapore is a young nation, how can artistic spaces contribute to forming a
sense of cultural identity? Is there a strong sense of culture?

+  Engagements at void decks in the neighbourhoods
- Studio space for collaboration: Inspired by Creators House in Camden
«  Benchmark places where creatives are supported & feel comfortable pursuing
creative careers
+  What are the differences
What is being solved:
« Community (knowledge on art industry), Opportunities, Mental Health
« Potential initiatives:
« Informative platform - Local creative LinkedIn
« Advertisement - Local artists display work on billboards
« Education - Invite young artists to give talks in schools
« Social Media - Building a community on existing social media platforms
« Collaboration with local business owners: Store imagery, Store design, Store

Marketing
It suggested how much more | needed
to uncover and
| was able to get valuable feedback | then decided to develop a system
from my peers on things to note map to better understand the
and elements that | can potentially components that shape Singapore’s
incorporate into my concept after. creative economy.
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| developed a system map to

as
it helped me to connect different
factors that influence the ecosystem.
Through would help me to uncover
an opportunity and move my
project forward. | identified

: the built
environment, social sector, education,
cultural institutions, non-profit
organisations, government bodies, and
industry & business.

As | was developing the system map,

Ministry of Education

Urban Redevelopment
Authority

Dwempmem /
Singapore Land Authority

Law & Enforcement
Policies
Mlmstry of Culture,
Community & Youth

IMDA (CENSORSHIP)

National Arts
Councll

Funding
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This led me to

and it is more insightful. For instance,
| realised how influential the National
Arts Council is - it connects to Arts
House Limited which is a non-profit
organisation and an art-focused
preschool under the education
category. Most importantly, it

across the creative economy.

After recognising the strong influence
the National Arts Council has within the
creative economy, | acknowledge that
the into
my developed concept.

" Non-profit
organisation

Arts Outreach Singapore i T "
G Arts Association
1| ofSingapore

The Institutum Arts House Limited

Political / A
Government |

y ; N / Factors influencing Singa
Bodies / i " ' -

Many initiatives to
promote arts and
culture

creative | mediaand
agencies 3,

local and ‘
international
brands ‘

press outlets



community spaces getting torn
down eg. Peace Centre

'\ environment

meritocracy
New creative enclave

(eg. New Bahru)

art venues (eg. SINGAPORE
ART MUSEUM, The Arts
House, Esplanade etc)

"pressure to follow path laid out"

Sociocultural

freedom of expression

Singapore's creative community

perception that artists are
financially unstable

stiff competition to get a
job

Art specialised high
schools
| News agencies - TheStraitsTimes,
Channel News Asia N

Art Universities

Polytechnics

Art-focused pre-school
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Now that | have created the system map, | realised that it

It did not explain the reasons, histories, or stories behind these
connections.

Therefore, | had to dive deeper into the system map to
| adapted the

to have a
comprehensive understanding of the broader ecosystem.

The PESTLE audit
that influence the creative economy and shape societal perceptions

SOCIAL

- "Keenly felt by artists in Singapore is the pressure to follow a path laid out for
them by the government, well-trod by generations of Singaporeans before them."
(McDougall, 2021)

- Concept of creative and multimedia design has had little discussion in the public
domain

+ Asian values:

+ Asian values that were frequently cited were discipline, hard work, frugality,
educational achievement, balancing individual and societal needs

+ Responsible for the region’s significant economic growth; that economic
development must be prioritised in societies that are climbing out of poverty

- OB-markers created a culture for people to err on the 'safe side' of the non-
political®

- Psychological barriers prevent people from ‘pushing the limits' for fear of
being incarcerated or 'blacklisted' due to the laws, codes and rules which
create a climate of fear and excessive caution

- Singaporeans dis-incentivised from 'thinking outside the box', a
common element of creativity and remain in secure boundaries

- 2019 Population Survey of the Arts: Positive trends in Singaporeans’ appreciation of
arts and culture.

+ Affirm the good quality content and artistic excellence that our artists
continue to pursue, and how Singaporeans recognise that the arts play an
important role in bringing communities together and fostering a sense of
pride for Singaporeans.

ECONOMICAL

+ As the country has very few natural resources, it relies heavily on trade and
imports including cultural and creative products
+ Economic preference for imported content reduces opportunities for local
talent to develop and showcase work
- Restricted physical spaces (such as funding and venues) & conceptual
freedom (such as public interest and support) needed for artistic growth
+ In a country where 'economic growth is the anchor without which all issues become
irrelevant’, the meanings behind nurturing a creative, enlightened and
appreciative society have been rendered secondary to maintaining the
economic bottom line

POLITICAL

Lack of political openness, steering of people away from political
discussion

Singapore's reputation as a’no-nonsense’ authoritarian
regime, with its political leaders ultra-sensitive to political
criticisms and its citizens highly subservient and docile
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LEGAL

+ Media censorship by Infocomm Media Development
Authority

» "OB-markers"; (short for "Out of Bounds markers") refer
to unspoken or officially defined limits on acceptable
discourse in Singapore, particularly in politics, media, and
public discussions. These markers indicate topics or
opinions that are considered too sensitive or
inappropriate for public debate, often related to issues
like race, religion, and government policies.

+ Internal Security Act (ISA) and applicable defamation laws

have allowed the government to 'restrict individual liberties
and impede mass political organisation' through harsh
punishments that are meant to deter others

TECHNOLOGY

Increase in prevalence of digital platforms, arts sector also saw arts activities and
digital avenues grow to captivate larger audiences online
Digital consumption via digital / online media of the arts saw a 14% point
increase to 75% in 2019 across several art forms including music, theatre and
literary arts.
+ Increase in digital consumption of the arts presents opportunities for artists
to reach out to more people through digital platforms and cultivate a larger
group of arts-embracing audience,
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The purpose of this timeline is This also highlights the social and

to illustrate Singapore’s rapid economic aspects of the PESTLE
transformation from a small fishing framework, showing how prioritising
port to a first-world country, economic stability led to the creative

sector taking a backseat, with

While the nation’s swift progress is
remarkable, the

Declared
independence from
Britain & become
part of Malaysia

1963

Image Source: britishmuseum.org

Singapore was founded by
Sir Stamford Raffles and
became a British colony

1819

1945

End of British rule &
the Start of Merdeka
(mer-the-ca)

In Malay: Indepedent
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Singapore reinvents itself as
a ‘global city’
Recording the world’s highest rate of

annual economic growth towards the
end of the 1980s

Recognised as the world’s busiest port

1980-2000s

1965

Singapore emerged as an
independent & sovereign state

Begin of Singapore’s transformation from
a small fishing port to a global financial
hub & a world leader in shipping and
transport

Source: A history of Singapore: A timeline of events (2019) The Telegraph.

Toaay

A technologically
advanced,

culturally-rich,
green metropolis

Available at: https://www.telegraph.co.uk/travel/discover-singapore/history-timeline/
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Based on the research and analysis conducted, | decided to

1) create a space for the creative community, allowing them to
explore beyond established norms and 2) build a community
where they can seek support from each other.

Idea 1: Creating A Space

Due to the lack of space in Singapore, | understand the
challenges of creating a brand new area to build a community.
Therefore, | decided to focus on establishing a community
within an existing developed area or compound.

| have identified 10 creative spaces (both independent &
government-run) to compare and determine the ideal space for
building a community.

All logos were taken from respective Instagram pages.

dblspc

(pronounced as double space)
is an independent space and
incubator for artistic practice,
discourse, & creative kinship.

FIELD STUDIES

An independent art space
housed in an industrial
building, initiated by artists
Robert Zhao, Ang Song Nian
& Marvin Tang, all of whom
work with the photographic
medium.

195 PHT

a commercial &
experimental arts cluster,
fueled by entrepreneurial
neighbourliness and
community spirit.

starch.sg

Housed in an industrial complex, Starch is
an independent artist-run space started
by artist Moses Tan as a platform for
himself and other artists to experiment
and create exhibitions.

The space is also given over for creative
programming as well as artist residencies.
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CODA CULTURE

CODA CULTURE

Since its inception in January 2018 at
Golden Mile Complex, this independent
art space founded by Singapore artist
Seelan Palay aims to provide a space
where home-grown artists can practice
with freedom and autonomy.

The Substation

The Substation nurtures independent
creative practitioners in collaborative
community through the multi-disciplinary
curation of contemporary arts practices
from theatre and dance to film, music,

literary arts, performance art, visual arts,

and related fields.

Gillman Barracks

A contemporary arts cluster in
Singapore that is home to
11 international art galleries.

STAMFORD

Stamford Arts Centrcliaaihii:

A multidisciplinary arts centre
focus on traditional arts. It servé
an arts space that is dedicated to the
development of traditional arts content
and artistic collaborations, bringing
traditional arts closer to the community.

GOODMAN
| ARTS CENTRE

Goodman Arts Centre
Since its establishment in 2011, the

centre serves as a place to bring
artists, enthusiasts and neighbouring
communities together to experience
the arts in a warm and intimate manner.

ALIWAL

ARTS CENTRE

Aliwal Arts Centre

A multidisciplinary arts centre managed
by Arts House Limited with a strong
focus on performing arts. It offers a
conducive environment to support

the artistic development of both
contemporary and traditional arts
groups, drawing inspiration from the
rich cultural heritage in the area.

ve lifestyle destination,
home to over 40 independent,
made-in-Singapore brands.

New Bahru (Bahru meaning “New” in
Malay) reflects the hope of bringing
together a new creative community.
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Benchmarking

Initially, | struggled to find an effective way to
compare different creative spaces.

| first considered writing detailed paragraphs, but
realised that large blocks of text would make it
difficult to evaluate the spaces.

To address this issue, | adopted a benchmarking
approach to organise and compare the spaces
systematically.

This enabled me to clearly evaluate each space
based on specific criterias - whether they are
independently operated or government-run,

and the range of offerings they provide such

as exhibition spaces, creative studios, artist
residencies, collaboration platforms, and meeting
areas for creatives.

The benchmarking revealed that government-run
creative spaces appear to be less aligned with
the needs of creatives.

Based on this insight, | decided not to develop
the government-run creative spaces further and
shifted my focus to independent spaces, such as
Pearl’s Hill Terrace, which offer more opportunities

KEY

Present . Absent .

Independent Government  Exhibition Space Creative Studio
Space
Field Studies
dblspce
CODA CULTURE

Pearl's Hill Terrace

starch.sg

The Substation

New Bahru

Stamford Arts Centre

Goodman Arts Centre

Aliwal Arts Centre

Gillman Barracks
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for creative interaction and community building.

From the benchmarking matrix, Pearl’s Hill
Terrace stands out among independent spaces as
the one that best meets the needs of creatives. It
supports both studio work and collaboration while
cultivating a strong sense of community.

However, this vibrant creative hub will be shut in
2026 for housing, displacing its community. This
emphasises the urgency to establish a new space
to support these creatives.

Field Studies is another independent space that
offers the most opportunities and benefits
for creatives.

However, it needs to be further
evaluated before making a decision.

Remarks

y G ation
Opportunities

g Space
for Creatives

Others (specify)

Library & archive for
artist books

Mentorship, Public
programming

Last physical
exhibition: 2020

Was set to shut in March 2025
for housing development but
lease extended to 31 Mar 2026

Event & workshops

Performances and
screenings

Physical space permanently
closed in July 2021

Mainly retail space for local
brands, F&B
place between retail owners

Facilities for hire: Events,
Co-working space, Studios

Co-working space: hot-desking,
no actual studio space

Facilities for hire: Event
space, Studios

Co-working space: hot-desking,
no actual studio space

Facilities for hire: multi-
purpose hall, music studio,
co-share office

Galleries, F&B, Retail

Neither artist nor government run.
Owned by hospitality firm: Lo & Behold
Group. Culture of collaboration already in



Low Awareness on

Instagram

Positioning Matrix

Although the benchmarking matrix offered clarity by comparing spaces across
various criteria, it wasn’t enough to identify the most suitable option as many
spaces shared similar features.

To dive deeper, | developed a positioning matrix with more focused criterias
by mapping out each space based on their visibility on Instagram and whether
they are artist-led or government-led.

The positioning matrix indicates that Field Studies has the lowest awareness,
prompting me to reconsider whether this space is the right choice for my
concept.

| believe that higher awareness will enhance the community’s public exposure

and accelerate the process of building its reputation compared to a space
with relatively lower awareness.

Visualisation of Positioning Matrix

Artist-led

G T ——
(2035)

18 The Substation

(9,021)

|
GOODMAN _ LIWAL
| ARTS CENTRE |

ARTS CENTRE
(1507 (4271) (4710)

‘Government t-led

Images were taken from respective Instagram pages

To communicate the level of awareness of the different spaces more
effectively, each circle was sized proportionally to their level of public
awareness on Instagram.

The larger the circle, the higher the number of Instagram followers
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SWOT Analysis

SWOT analysis is a strategic planning
technique that guides organisations
towards developing successful
strategies.

Using both the benchmarking and
positioning matrices, | have decided
to develop the community space for
creatives in New Bahru as its culture
and purpose align with the needs and
values of creatives.

| used the SWOT framework to
explore the feasibility of creating

the community space in New Bahru,
identifying its potential opportunities
and threats.

[ STRENGTH J

+ High awareness on Instagram (26k followers)

+ Newly developed space

- Prime location located in central of Singapore (Close to
other creative enclaves)

+ An environment and culture that actively fosters
collaboration, where even businesses are forming
partnerships with one another

» Reduced competition. Able to explore practices from

other creatives
+ "Home of creatives" - Develop a sense of belonging in
community

The SWOT Analysis on New Bahru shows
that there are more pros than cons of
using New Bahru as a build a creative
community as:

- It has the highest awareness level
- Secondary research indicates that
a collaborative culture already

exists in New Bahru, with businesses
actively working together

« Prime Location: Close to many
creative enclaves

«  New Opportunity: Establish a
creative studio and meeting space
where creatives can connect,
collaborate, and engage in
spontaneous interactions.

S

+ High awareness and reach but low engagement on
Instagram - What is missing?

[ OPPORTUNITIES ]

- Creating a co-working and meeting space for creatives
+ Regular and short-term exhibitions for resident creatives,
with a focus on showcasing collaborative works
- Artists can collaborate with local business owners
+ Expand network beyond their own industry
- Eg. store imagery, store design, murals

- New Bahru has many local brands which means that its
priority is retail, developing an independent creative hub
within the space might not be priority

- Might incur high rental cost as it is privately owned

+ How to find the balance?

After conducting an in-depth value opportunity analysis using the
Benchmarking, Positioning Matrix, and SWOT framework to evaluate
the creative spaces,| have selected New Bahru as the site to build the

creative community.
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Idea 2: Build A Community

To envision the people who will form
the community, | developed personas
by consolidating insights from the
empathy map and venn diagrams as
they helped me to understand the
priorities, needs and values of both
current and future creatives.

Personas provide an ideal solution

as it captures common behaviours in
meaningful and relatable profiles.

Summary from

By creating personas, it makes it easier
for designers to empathise with users
and develop their ideas by checking
the scenarios of use as it highlights
positive experience and potential
breakpoints.

It also provides a human reference
when communicating research
summaries.

Empathy Map & Venn Diagram

Creatives are deeply passionate
about their craft and value a sense of
community.

They would like to have a space where
they can foster a sense of belonging
that encourages collaboration,
enabling them to connect with and be
inspired by like-minded individuals.

Through such a community, creatives
can grow within their respective
disciplines and feel supported.
However, they are also concerned
about the intense competition in the
current creative economy and are
looking for ways to alleviate financial
instability.
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Background
Pe rsona 1 Worked as an engineer 3 years after graduation due to

monetary concerns and stability

- Decided to pursue interest in photography full-time
as he wanted to give himself a chance to make his
passion work. “If not now, then when?”

« Resistance from family and friends

+ He believes in himself and would like to do what he
loves

\ % Struggles
Interested in analogue photography but does not

N

know where to start or where to find his community
due to closure of spaces.

Passionate Paul, 27 « Unable to find a studio space that has a low rental cost
Photographer + Lacks inspiration at times but tries his best to push
himself.
“There’s a stereotype that
Singapore is a place thats Motivation: Use photography to champion the causes that
too pragmatic of the arts he believes in that society/government can be hesitant to

but that’s not true. | believe  speak
that a Singaporean can

have a career in the arts, Want: Want to meet other creatives to collaborate with
we just need to have a them and learn more about different photography
space for us.” techniques

Values & Belief:
+  Growth-oriented

+  Freedom
Background:
Persona 2 « About to graduate in summer and pursue creative

practice in Singapore after graduation

- Parents and friends are supportive as they have always
known about her passions and talent

- However, she still receives judgement after sharing
about what she studies in university with her relatives

Struggles:

- Worried about the lack of opportunities

- Fear of not being able to integrate into the creative
industry if she can’t find the right creative community

in Singapore
Worried Winnie, 23 Motivation:
Final Year lllustration - Dreams of having her own studio one day and
Student releasing her own comic book
) ) «  Would like to join a studio when she’s back in

“Although I enjoy working Singapore to gain experience and build connections
alone, talking about my
works with others make Values & Belief:
me more excited and | feel - “No manis an island” - Believes humans are
more inspired. interdependent and no one thrives in isolation

+ Believes that one should constantly be growing
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How Might We

| have now reached the development stage of my concept,
where | have formulated a ‘How Might We’ (HMW) statement
to reframe and open up problem statements for efficient,
targeted and innovative ideation sessions to solve design
challenges.

It acts as the bridge between the Define and Ideate stages of
the design thinking process and a vision to develop a solution
based on the problem identified.

How Might We build a supportive
environment for creatives in Singapore
that promotes growth and collaboration so
that creatives can build a non-competitive
community and work towards shifting
deeply ingrained cultural judgement
towards those pursuing creative jobs.

With a clearer direction, | can now move forward with developing my
solution. Although the refined How Might We statement broadens the

problem space, it remains specific to act as a guiding compass that
ensures the concept stays aligned with its core elements.

It also serves as a reminder of the project’s key priorities and the areas
that need to be addressed.
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Community
Engagement

As community building plays a significant role in my concept,
| recognise the importance of making the community feel valued.

As such, | organised a co-design workshop with the community of future creatives.
This not only ensures that their voices are heard, but it is also a way to evaluate the
validity of my proposed solution - assessing whether it was helpful, identifying areas
for improvement, and uncovering any aspects that | may have overlooked.

Co-design Workshop

Co-design Workshop 1 with future creatives from Co-design Workshop 2 with future creatives from
2 disciplines 4 disciplines -
) ) ) ) ) Graphic Design,
Left to right: Photojournalism, Ceramic Design Product & Industrial Design, Ceramic Design,

Graphic Branding & Identity

Ideal shared working space from Session 1

All participants in the co-design workshop provided
consent to be photographed and to be featured in this

process book. S i
Ideal shared working space from Session 2
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Creatives value being part of a community where they feel a sense
of belonging as they support and inspire each other, allowing them
to grow together through collaboration.

Now that | have developed a rough idea of a tangible community
space that encourages collaboration based on the research and
insights gathered so far, | recognise the need to further validate

and evaluate my concept.

Therefore, | identified a successful case study to learn from to
understand how it operates and assess whether it effectively
meets the objectives and needs of creatives.

Case Study

Success Story of
Creators House in Camden, UK

Creators House is a non-profit
organisation in Kentish Town
(Camden Borough) dedicated to
removing the key barriers young
creatives face at the start of their
journey-such as high studio rental
costs, limited access to equipment,
and a lack of opportunities and
networks. They host regular
workshops and offer free booking of
creative spaces for emerging creatives
aged 18 to 25.

As a non-profit organisation,
Creators House receives funding
from Camden Council, demonstrating
the valuable support it gains from a
government body.

More importantly, Creators House
fosters a strong sense of community
by creating a supportive environment
where creatives can connect with
one another. It provides a safe space
for them to explore their practice,
meet like-minded individuals, and
collaborate across disciplines.

Its strategic location at Camden
Borough, aligns with its mission of
connecting creatives. Camden is
one of London’s creative hubs with

a thriving cultural scene, creative
businesses and most importantly, the
diverse community. Being situated

in a cultural creative enclave makes
Creators House more accessible and
inviting for young creatives to gather
together
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Made in New Bahru: Built for creatives, Driven by creatives
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SERENDIPITY
Made in New Bahru:
Built for Creatives, Driven by Creatives

Serendipity is a located in New Bahru.
The space is named Serendipity

It and meaningful
conversations that may spark new ideas, collaborations, and
possibilities.

Serendipity fosters the sense of
in the creative community



What is a co-op?

A business or organisation
democratically owned, controlled
and run by its members to meet their
shared needs (economic, social,
cultural) and aspirations.

Cooperatives have a strong
commitment to their community
and a focus on strengthening the
community they serve / exist.

Co-ops are driven by values and not
just profit, they all prioritise fairness,
equality and social justice at the heart
of the enterprise and allow people to
work together to create sustainable
enterprises.

Additionally, as cooperatives are

not owned by shareholders, the
economic and social benefits of

their activity stay in the communities
where they are established and the
profits generated in the cooperatives
are either reinvested or returned to
members.
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Serendipity’s

co-operative model

At Serendipity, creatives have the
freedom to organise workshops,
exhibitions, and events, taking full
ownership of how the space is run.

They make collective decisions on
how profits-such as those from
exhibitions-are reinvested, whether
that’s purchasing new equipment or
improving the facilities.

Serendipity also fosters peer
learning. For instance, a graphic
designer might lead a zine-making
workshop, or a photographer could
run a session on how to develop
photographs.

Through these exchanges, creatives
upskill, connect, and build a stronger
community.

When a creative feels they’'ve
achieved their goals and no longer
need to be part of Serendipity, they
can transfer their membership to
another creative-ensuring a circular
and continuous process of support
and opportunity.

How Serendipity’s co-op model
meets creatives’ needs & concerns

Serendipity’s co-op model offers shared ownership, giving creatives a

sense of belonging and ownership.

It is a supportive environment that nurtures meaningful connections,
allowing members to develop a strong sense of community as they

inspiration and learn from each other.

Lastly, it addresses financial concerns as members have the full control in
deciding how profits from events and initiatives are distributed.
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Location of Serendipity

Serendipity will be located within New
Bahru’s compound, marked by a red
star in the image below. A small building
will be developed on-site, chosen for its
strategic location within a vibrant and
accessible creative hub.

Positioned in a strategic location near
other creative enclaves in Singapore,
Serendipity has the potential to serve as
a central hub where creatives can meet,
collaborate, and grow together.

Image Source:
New Bahru’s website -https://www.newbahru.com
https://storymaps.arcgis.com/collections/1445eb78608b4c4b95602ce909dc2b07?item=1
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Just like Creators House in Camden
Borough which is a vibrant gathering
space for creatives in London-this
concept will be adapted to the
Singaporean context, encouraging
creatives to come together and foster a
sense of community within New Bahru.

It also aligns with New Bahru’s core
value of fostering community and
bringing people together.

Serendipity will be situated in central Singapore,
close to other creative enclaves in Singapore
(circled in yellow)
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that categorises both direct and indirect stakeholders.

This includes architects and creative consultants who were previously
involved in the development of New Bahru, as their experience and
familiarity with the site contribute to greater cohesion and consistency
in planning.

Involving them also

+ URA
+ Land Development Authority

- Architects - FARM (previously
iy s DIRECT STAKEHOLDERS

- Creative Consultant - Nice

Projects (previously worked on - Creatives in Singapore (Mainly emerging)

New Bahru) + Present retail & F&B owners at New Bahru
+ OMFGCO - (previously worked on - Lo&Behold Group

New Bahru to design overall
colour palette for space
Government Organisations: NAC
(Funding) & DesignSingapore
Council, Ministry of Culture,
Community and Youth

INDIRECT STAKEHOLDERS
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Service Blueprint

The AIDA model (Awareness, Interest,
Desire, Action) is a strategic framework
focused on customer-centric marketing,
designed to guide audiences through
each stage of engagement and decision-
making.

In this case, | applied the AIDA model
(Awareness, Interest, Desire, Action) to
structure and guide my thought process
while developing the service blueprint.
While traditionally used in digital
marketing and public relations, | found it
highly relevant for Serendipity which is

a new initiative that aims to attract and

engage creatives in Singapore to use this

space.

Journey Steps
Which step of the experience
are you describing?

Awareness
Why do they even start the journey?

« Passionate Paul has an independent photography
project and needs a studio space for low hire cost
« Finds out about Serendipity through:
+ New Bahru's Instagram
+ Instagram Ads
- Local Media Agencies
+ New Bahru's Website
+ Gains interest to finding out more about Serendipity
+ Wonders if it is just another co-working space

Actions

What does the

customer do? What
information do they look for?
What is their context?

Needs and Pains High rental
costof

Unsure of how.

What does the customer want ot T
: ¢ creative
to achieve or avoid? workspaces
Tip: Reduce ambiguity, e.g. by
using the first person narrator. Pains Needs & Wants
Ress vt e
Touchpoint Sodiyons e s;"f::;m';‘
What part of the service do rernngonce. | SO enNew New Bahru's
5 . el e ‘website
they interact with? GtD e
Customer Feeling
What is the customer feeling? - o
Tip: Use the emoji app to L " <

express more emotions

Backstage

Ensure the
content on
Serendipity's
webpage is up
to date.

Opportunities
What could we improve or
introduce?

The framework helped me consider how
to capture attention and build interest,
map out key interaction points and the
behind-the-scenes elements needed to
bring the experience to life.

Most importantly, it allowed me to
establish a narrative that allowed me

to better envision the user’s journey
within the space and identify potential
key performance indicators-such as
frequency of space usage, number of
weekly booking to ensure that their needs

are met

Interest & Desire
How does service meet their needs?

- Passionate Paul indicates interest for a tour

around Serendipity

+ Realise that Serendipity aligns with needs

(low rental cost of equipment, able to meet
other creatives) during guided tour

Seeif the
space and What are the opportunities

facilties aligns available

with practice

What does Passionate Paul want to achieve

Resident

Plan tour A
creative to
:;cfr‘d’"gn‘)t’ give guided
o e_e}’? tour based on
Ll desired tme

Action
How can they feel successful?

- Books a working space in Serendipity regularly

- Manages to expand network

- Completes project with another photographer that he met in
Serendipity

- Retail owners in New Bahru knows about Passionate Paul's work
and reaches out to him for discuss future collaboration
opportunities

- satisfied in Serendipity - Shares experience with other creatives
about experience and introduces Serendipity to them

Organise an exhibition and
Collaborat h
opportunities beyond end of the year to celebrate
creatives successes with other
creatives in Serendipity.

What does Passionate Paul want to achieve

Uses facllities oot

in workspace
sl [Eere)
regulary i
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Floorplan Mockup

Darkroom eDE Ceramics
£ R Workshop
' - -
Communal Area

\

The image above showcases a mockup of a shared space for photographers
and ceramicists. It features a darkroom on the left for photographers to
develop photos, a ceramics workspace on the right, and a communal area in
the middle.
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This mockup was created based on the co-design workshop with
future creatives - photojournalist and ceramicist, demonstrating how
individuals from different creative disciplines can coexist in a shared
environment as it facilitates cross-disciplinary interaction.

In this space, creatives engage deeply in their own practices while
fostering meaningful exchanges with others. Despite having different
practices, the common space acts as a bridge for serendipitous
connections through idea exchange and conversations that lead to
collaborative opportunities.

These moments of connection embody the core essence of
Serendipity, igniting the unexpected connections and opportunities
that can emerge when creatives come together



Diversity & Inclusion
Framework

BELONGING

Serendipity believes in creating a culture where
individuals feel accepted for who they are without
feeling the need to conform.

EQUITY

Serendipity believes that everyone should be treated
fairly and have access to resources to help them achieve
equal outcomes.

OPPORTUNITY

Serendipity celebrates and allows individuals from all
backgrounds to be heard.

A Diversity & Inclusion (D&I) framework is used to guide organisations
in creating a workplace where employees feel valued, respected

and have equal opportunities. It is a set of values that promotes

an inclusive environment which fosters a sense of belonging and
celebrates the diverse perspectives and experiences of its members.

Serendipity is an organisation dedicated to enriching lives, making it
essential to foster an environment grounded in strong values -

one that not only meets the goals and needs of its community, but also
encourages individuals to be their true selves.

These 3 core values guide Serendipity in its mission to foster an
inclusive environment where everyone-creative or not-feels valued,
has equal opportunities, and develops a strong sense of connection
and belonging.
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To visualise how creatives might lead within the co-operative model,
| simulated a potential collaboration to envision how this dynamic
could look in practice.

| collaborated with an aspiring Singaporean graphic designer on this
where she created visual assets for Serendipity’s key events such as
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Loremipsum dolor sit amet, consectetur Lorem ipsum dolor sit amet, consectetur Lorem ipsum dolor sit amet, consectetur

iscing elit, sed do eiusmod tempor iscing elit, sed do eiusmod tempor iscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna incididunt ut labore et dolore magna in idunt ut labore et dolore magna
A . ‘ » aliqua. Ut enim ad minim veniam, quis aliqua. Ut enim ad minim veniam, quis aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi nostrud exercitation ullamco laboris nisi nostrud exercitation ullamco laboris nisi

utaliquip ex ea commodo consequat. utaliquip ex ea commodo consequat. utaliquip ex ea commodo consequat.

Works: Guernica, The Kiss, Irises. Works: Guernica, The Kiss, Irises Works: Guernica, The Kiss, Irises

Loremipsum dolor sit amet, consectetur Lorem ipsum dolorsit amet, consectetur Loremipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor 4 adi g elit, sed do eiusmod tempor
incididunt ut labore et dolore magna incidiuntotlaboro ot doere magna incididunt ut labore et dolore magna
aliqua. Ut enim ad minim veniam, quis aliqua. Ut enim ad minim veniam, quis aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi nostrud exercitation llamco laboris nisi nostrud exercitation ullamco laboris nisi

Poster of Anniversary Exhibition

utaliquip ex ea commodo consequat. utaliquip ex ea commodo consequat. utaliquip ex ea commodo consequat.

Works: Guernica, The Kiss, Irises Works: Guernica, The Kiss, Irises Works: Guernica, The Kiss, Irises.

Event Brochure of Anniversary Exhibition
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“Having creative control means that | can play out
the vision that | have in my head, allowing me to

As a creative in Singapore,

having this opportunity to create, it allows me to
be creatively free and bring my ideas to the table

“This whole collaboration process was great! It felt
very liberating because there weren't any rules
to follow like how it usually would be.

-Denise, an aspiring Singaporean Graphic Designer

This feedback reinforces Serendipity’s mission to create

Having ownership and the freedom to shape their environment
allows them to build a meaningful connection with the space.
Without the usual constraints, they feel more open to explore,
experiment, and grow. This shows how when creatives are given
room to thrive, something powerful can emerge.
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Wrap Up.

process

All you need to
do is trust the

Resolution & Overall Reflection

“Trust the process” they said. | never
knew what this phrase meant until
now.

This year-long project has truly been
an emotional rollercoaster-filled
with highs, lows, and everything in
between.

| began with passion, energy, and
countless ideas. However as the
project progressed, | hit several
roadblocks that shook my confidence
and made the end feel uncertain.

Looking back, I'm grateful for those
challenges. They were stepping
stones that pushed me beyond my
limits and fuelled my passion for
design research and strategy.

Wrap Up | 48

This journey has taught me what it
really means to be a design manager.
The design process is never smooth
sailing. | will feel lost, unmotivated and
even hopeless at some point in the
process and that’s completely alright.

I’'ve learned that as long as | stay
focused and grounded to the core of
my project, I'll always find my way.

All | need to do is be patient, trust the
process and keep going because this
is how | get closer to the finish line.
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