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TQC : Total Quality Control

QCC-SS : Quality Control Circle – Suggestion 

System  ATQC : Astra Total QualityControl

ATQM : Astra Total Quality 

Management  AMS : Astra 

Management System

AQC : Astra QualityConvention

SS : Suggestion System(individual)

QCC : Quality Control Circle(cross-section)

QCP : Quality Control Project (cross-

department)

BPI : Business Performance Improvement (cross-division)

VCI : Value Chain Innovation (cross-

company)

InnovAstra’s Journey

1980
Introduction of TQC

1st quality convention :
QCC-SS Convention

1982

1983
ATQC as the 
management
System of Astra

1998
Transformation of ATQC to
ATQM, focused more on 
quality assurance practice

Introduction of QCP

1997

2004
QCC-SS Convention 
changed the name to
AQC

Transformation of ATQM
to AMS, focused more on
strategic management
practice

2001

2012
Introduction of VCI

- AQC changed the 
name to InnovAstra

- Introduction of BPI

2009

Introduction of 
InnovAstra to the 
Next Level

2014

1980 – 1990 :
Implementing Learning/

Improvement Culture

1990 – 2000 :
Building Operational Excellence

2000 onwards :
Pursuing Business Sustainability

Introduction of 
Design Thinking

2019

2020
Awarding Design Thinking Category 
in InnovAstra37



Design Thinking InnovAstra

Explore new strategic growth 
engine while exploit current 

strategic growth engine 
(ambidextrous organization)

Encourage Design Thinking 
(Creation) based Innovation Project 

as part of the implementation of 
Defend, Extend, Transform (DET) & 
CLAPPING Strategy in Astra Group

Enhance Customer, User & 
Employee satisfaction



Ambidextrous

am.bi.dex.trous
/,ambē’dekst(ǝ)rǝs/

adjective
(of a person) able to use the right
and left hands equally well.
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EXPLOITATION
Enhancing existing products & processes.

Incremental innovation.

low high
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CONSERVATOR

REVOLUTIONARY
(Start-Up)

OPTIMIZER
(Big Companies)

INTEGRATOR
(Ambidextor)



The Invincible Company - Alexander Osterwalder

Ambidextrous Organization



Design Thinking InnovAstra

Explore new strategic growth 
engine while exploit current 

strategic growth engine 
(ambidextrous organization)

Encourage Design Thinking 
(Creation) based Innovation Project 

as part of the implementation of 
Defend, Extend, Transform (DET) & 
CLAPPING Strategy in Astra Group

Enhance Customer, User & 
Employee satisfaction



The “Wicked” Problems
A form of social or cultural problem that is difficult to solve because of
incomplete, contradictory, and changing requirements.



Based on determined problems in defined situations

Linear Method

ANALYSIS SYNTHESIS EVALUATION

Problem Definition

Concepts Created
Through Brainstorming

and Research

Testing the Solution

Not sure 
what the 

problem is

Linear methods are not enough to solve a
wicked problem, which we just not sure
what the problem is.



Design Thinking – 8 Steps, DMAIC

Aspect Design Thinking 8 Steps – DMAIC

Scope Explore new opportunities Exploit current resources / process

Tujuan Non-improvement innovation
Novel/New Solutions 

Improvement & Optimization to 
become effective & efficient

Start Point Manusia
(Customer, User, Karyawan, Next 
Process, Pemegang Keputusan)

KPI, Proses, VOC/VOB/VOP

Penggunaan Data 
Kuantitatif

Mulai digunakan pada fase uji
Mulai digunakan pada tahap 1 
(Define / Menentukan Tema)

Proses Iterasi Dapat melakukan iterasi di seluruh
tahapan / fase

Proses iterasi sangat dihindari
(PDCA hanya di tahap 6 pada 8 steps)



Design thinking digunakan untuk melakukan innovation
sehingga menghasilkan leap improvement.

SDCA digunakan untuk standarisasi proses, operational
excellence. Sementara PDCA digunakan untuk
melakukan incremental improvement

SDCA

SDCA

SDCA

SDCA

Leap 
Improvement

Incremental
Improvement

(PDCA)

STANDARDIZE
(SDCA)

STANDARDIZE
(SDCA)

STANDARDIZE
(SDCA)

STANDARDIZE
(SDCA)

PDCA

Design 
Thinking

PDCA

PDCA
Incremental

Improvement
(PDCA)

Incremental
Improvement

(PDCA)

Design Thinking – 8 Steps, DMAIC, DMADV





WHAT IS DESIGN 
THINKING?



Creativity “Accidents”



DESIGN THINKING INNOVATION





DESIGN THINKING FRAMEWORK
STANFORD 

UNIVERSITY

IBM

IDEO

HASSO PLATNER







CollaborationEmpathy

Design PrincipleIterate & Iterate!

Integrative Thinking

Optimism! 
Make it Happen! 

Embrace Ambiguity

Fail Fast, 
Learn Rapidly!

Karakteristik Design Thinking









Emphatic Product & Service

MAKING
PEOPLE
WANT
THINGS

MAKING
THINGS
PEOPLE
WANT

From To



TAHAPAN EMPATI

Understand the 
User / Customer

End Customer

Next Process 
Customer

Management / 
Decision Maker



TAHAPAN EMPATI

Understand the 
User / Customer

Latent NeedsPersona



VIDEO EMPATI



Mendapatkan informasi dari
user/customer melalui

interview dan observasi

Persona

Empathy map

Customer journey

TAHAPAN EMPATI



Persona Map

“Persona” adalah representasi fiksi dari user/pengguna

untuk mewakili berbagai jenis pengguna.

Persona memberi tim pemahaman bersama (shared

understanding) tentang pengguna.

Sague Technologies & Interaction Design

Persona



• Berbelanja mendapatkan 
uang kembalian  

• Sulit menyimpan uang 
kembalian

• Uang kembalian diganti 
dengan permen

• Uang kembalian terpakai 
atau hilang

• Tidak bisa menyimpan 
uang kembalian

• Cara menyisihkan uang  
kembalian  untuk disimpan

(Apa yang Ibu Susi lihat 
mengenai peluang 
menyisihkan uang )

(Apa yang Ibu Susi  pikirkan 
mengenai peluang 
menyisihkan uang )

(Apa yang Ibu Susi dengar 
dari orang lain mengenai 

peluang menyisihkan uang )

(Apa yang Ibu Susi katakan 
dan lakukan dalam 
menyisihkan uang )

Empathy Map adalah visualisasi kolaboratif

yang digunakan untuk mengartikulasikan apa

yang kita ketahui tentang tipe pengguna

tertentu. 

Empathy Map



Customer Journey  adalah diagram yang 

menggambarkan langkah-langkah yang 

dilalui pelanggan ketika berinteraksi dengan

perusahaan Anda, baik itu produk, 

pengalaman online, pengalaman ritel,  

layanan, atau kombinasi apa pun.

Interaction Design Foundation

Customer Journey Map





TAHAPAN RUMUSAN

Get the Insight Problem Statement



RUMUSAN

Pengguna Kebutuhan Insight

(…Pengguna…) membutuhkan [....(kata kerja/kata benda)] karena [......(insight)]



HOW MIGHT WE 

“Bagaimana Kita Bisa ” membantu Ibu Susi memiliki cara
menyisihkan uang kembalian untuk disimpan?

How Might We > “Bagaimana Kita Bisa”

Pengguna Kebutuhan Insight

Ibu Susi Cara menyisihkan uang dengan 
mudah dan tidak memberatkan

Cara menyisihkan uang 
kembalian untuk disimpan.

Ingin mengajak keluarga 
berlibur







TAHAPAN IDETAHAPAN IDE

Explore a lot of Ideas, Quantity over Quality



Let’s be Creative!! Explore crazy ideas!

Brainstorming!

8 ide dalam 8 menit per orang!

IDE



TAHAPAN IDE

Select the Best Idea



IDE

Selected Idea

Ideas

Ideas
Ideas

Select your Best Idea!

CVDD

Cluster : Kelompokkan ide yang sudah dikumpulkan

Vote : Pilih 3 ide terbaik

Discuss : Diskusikan ide terbaik

Decide : Tentukan ide terbaik



VIDEO IDE





TAHAPAN PROTOTIPE

Translate Your Idea in to Prototype



Build your idea!

Low Fidelity Prototipe

• Sketsa yang representatif

• Diagram yang merepresentasikan ide, fungsi, dan pengalaman 
pengguna.

• Prototipe kertas

• Prototipe Lego

• Prototipe Fisik

PROTOTIPE



CONTOH PROTOTIPE





TAHAPAN UJI

Test the Product with User



ALAT BANTU TAHAPAN UJI
•Feedback capture grid • Learning card



VIDEO UJI





Tim Laskar Pelangi – Group Digital Strategy – PT Astra International Tbk
“SEVA.ID Pilihan Expert”



Tim ALMIRA – PT Astra Agro Lestari
“ALMIRA : Maintenance Workshop Management System”



Tahapan Empati I: 
Explore Your Customer

CORPORATE HUMAN CAPITAL DEVELOPMENT



TAHAPAN EMPATI

Understand the 
User / Customer

End Customer

Next Process 
Customer

Management / 
Decision Maker



TAHAPAN EMPATI

Understand the 
User / Customer

Latent NeedsPersona



Tujuan Interview

Mendapatkan informasi dari
user/customer

Persona

Empathy map

Customer journey



Mendapatkan informasi dari user/customer melalui

Interview dan Observasi

TAHAPAN EMPATI



Langkah-Langkah Interview

• Perkenalan:
– Kenalkan diri dan tujuan

– Informasikan mengenai durasi wawancara (45 menit).

– Jika direkam, mintalah persetujuan kepada
user/pelanggan bahwa data yang direkam hanya untuk
kepentingan penelitian, dan setelah selesai akan dihapus.
Jika menolak, tidak boleh merekam.



Langkah-Langkah Interview

• Saat Interview:
– Fokus pada pengalaman user/pelanggan.

– Pertanyaan terbuka. Meminta user/pelanggan untuk
menjelaskan pengalaman yang telah dilakukan. 

– Maksimum 2 (dua) orang yang mewawancarai, yang lain 
mencatat.



Tips Interview

• Lebih banyak mendengar.  
Biarlah user/pelanggan yang banyak memberikan informasi.

• Tidak diperkenankan mengevaluasi informasi dari
user/pelanggan.

(misalnya: “itu tidak sesuai prosedur”; “itu sudah semestinya, bu”)

• Tidak menggunakan pertanyaan yang bersifat
mengarahkan

(misalnya: “memang produknya bagus kan ya.”)



Langkah-Langkah Interview

• Penutup:
– Ucapkan terima kasih atas kesediaan user/pelanggan.

– Meminta kesediaan mereka untuk dikontak kembali
apabila ada hal-hal yang akan ditanyakan lebih lanjut.





• Lakukan dalam kelompok

• 1 orang menjadi yang diwawancarai, 2 orang menjadi
pewawancara, sisanya mencatat.

• Boleh berbagi pertanyaan, misalnya pertanyaan 1 ditanyakan
1 orang, pertanyaan 2 ditanyakan oleh 1 orang yang lain.

Interview - Latihan



• Anda akan diberikan panduan pertanyaan.

• Ikutilah panduan secara tertib. Untuk latihan, fokus
pada pertanyaan 1 (typical day) 

• Panduan pertanyaan ini juga akan digunakan Ketika 
wawancara dengan pengguna/pelanggan

• Waktu latihan 20 menit.

Interview - Latihan



• Be genuine

• Tell the truth

Keep in Mind
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Tahapan Empati II: 
Build Your Persona

CORPORATE HUMAN CAPITAL DEVELOPMENT





Build Your Persona

Mendapatkan informasi dari
user/customer

Persona

Empathy map

Customer journey



Persona Map

“Persona” adalah representasi fiksi dari user/pengguna

untuk mewakili berbagai jenis pengguna.

Persona memberi tim pemahaman bersama (shared

understanding) tentang pengguna.

Sague Technologies & Interaction Design

Persona



• Berbelanja mendapatkan 
uang kembalian  

• Sulit menyimpan uang 
kembalian

• Uang kembalian diganti 
dengan permen

• Uang kembalian terpakai 
atau hilang

• Tidak bisa menyimpan 
uang kembalian

• Cara menyisihkan uang  
kembalian  untuk disimpan

(Apa yang Ibu Susi lihat 
mengenai peluang 
menyisihkan uang )

(Apa yang Ibu Susi  pikirkan 
mengenai peluang 
menyisihkan uang )

(Apa yang Ibu Susi dengar 
dari orang lain mengenai 

peluang menyisihkan uang )

(Apa yang Ibu Susi katakan 
dan lakukan dalam 
menyisihkan uang )

Empathy Map adalah visualisasi kolaboratif

yang digunakan untuk mengartikulasikan apa

yang kita ketahui tentang tipe pengguna

tertentu. 

Empathy Map



Customer Journey  adalah diagram yang 

menggambarkan langkah-langkah yang 

dilalui pelanggan ketika berinteraksi dengan

perusahaan Anda, baik itu produk, 

pengalaman online, pengalaman ritel,  

layanan, atau kombinasi apa pun.

Interaction Design Foundation

Customer Journey Map



Tahapan Rumusan

CORPORATE HUMAN CAPITAL DEVELOPMENT





TAHAPAN RUMUSAN

Get the Insight Problem Statement



RUMUSAN

Pengguna Kebutuhan Insight

(…Pengguna…) membutuhkan [....(kata kerja/kata benda)] karena [......(insight)]



HOW MIGHT WE 

“Bagaimana Kita Bisa ” membantu Ibu Susi memiliki cara
menyisihkan uang kembalian untuk disimpan?

How Might We > “Bagaimana Kita Bisa”

Pengguna Kebutuhan Insight

Ibu Susi Cara menyisihkan uang dengan 
mudah dan tidak memberatkan

Cara menyisihkan uang 
kembalian untuk disimpan.

Ingin mengajak keluarga 
berlibur





Tahapan Ide
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TAHAPAN IDETAHAPAN IDE

Explore a lot of Ideas, Quantity over Quality



THE RULES



Let’s be Creative!! Explore crazy ideas!

Brainstorming!

8 ide dalam 8 menit per orang!

IDE



IDE



TAHAPAN IDE

Select the Best Idea



Selected Idea

Ideas

Ideas
Ideas

Select your Best Idea!

CVDD

Cluster : Kelompokkan ide yang sudah dikumpulkan

Vote : Pilih 3 ide terbaik

Discuss : Diskusikan ide terbaik

Decide : Tentukan ide terbaik

IDE



Cluster 1 Cluster 2 Cluster 3

Rank 1 Rank 2 Rank 3

Ide Terpilih

IDE



INNOVATION





Hari 1

Waktu Topik Kegiatan Deliverables

08.30 -
10.00

Introduction

Review reading material
Going to detail step by 

step
QnA

-

10.00 -
10.15

Break

10.15 -
11.00

Tahapan 
Empati I: 
Interview

QnA 
Penjelasan dan panduan 

interview

-

11.00 –
12.00

Interview Role Play & 
Practice

12.00 -
13.00

Break

13.00 –
14.30

Tahapan 
Empati I: 
Interview

Interview with User
Data hasil  
interview

14.30 –
15.00

Debrief & Closing

Hari 2

Waktu Topik Kegiatan Deliverables

08.00 -
08.30

Review Materi & 
Activities  Hari I

Review Aktivitas 
Interview dengan User

QnA

-

08.30 -
11.00

Tahapan Empati II: 
Persona, Empathy 

Map, Customer 
Journey

Penjelasan dan 
mengerjakan 
Persona Map
Empathy Map

Customer Journey Map 

Persona Map
Empathy 

Map
Customer 

Journey Map

11.00-
12.00

Tahapan Rumusan 

Penjelasan tahapan 
rumusan

Pengerjaan tahapa 
rumusan

How Might 
We 

Statements

12.00 –
13.00

Break

13.00 -
14.30

Tahapan Ide
Penjelasan tahapan Ide
Pengerjaan tahapan Ide 

(Crazy 8 & CVDD)
List of Ideas

14.30 –
15.00

Debrief & Closing

Hari Ke 3

Waktu Topik Kegiatan Deliverables

08.00 -
08.30

Review Materi & 
Activities  Hari 2

Review Aktivitas 
Empathy 2 & Ide

QnA

-

08.30 -
10.00

Tahapan 
Prototipe

Penjelasan dan 
mengerjakan tahapan 

prototipe

Low fidelity 
prototipe

10.00 -
11.30

Tahapan Uji

Penjelasan dan 
mengerjakan tahapan uji 

dengan customer 
(old & new customer, 
dengan split team / 2 

sesi)

Recap hasil uji 
(feedback 

capture grid & 
learning card)

Revised 
Prototipe

11.30-
14.00

Recap Hasil Uji

Penjelasan Story 
telling

Recap hasil Uji
Perbaikan Prototipe

Persiapan story telling

Break

14.00 -
15.00

Presentasi Story 
telling

Presentasi story telling 
masing-masing kelompok

Presentasi : 4 menit
QnA : 6 menit

Presentasi 
Kelompok

15.00 –
15.15

Debrief & Closing

Program Rundown (Online, 3 days)



Tahapan Prototipe
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Translate Your Idea in to Prototype

PROTOTIPE



PROTOTIPE

Developing a representation 
of your solution

Help to validate your 
assumption

Test whether the solution 
actually meets the need

The Objectives



PROTOTIPE
Common pitfalls in prototype:

Getting incredibly invested into 

your first prototype

Fear of failure Being dismissive of prototyping



Build your idea!

Low Fidelity Prototipe

• Sketsa yang representatif

• Diagram yang merepresentasikan ide, fungsi, dan pengalaman 
pengguna.

• Prototipe kertas

• Prototipe Lego

• Prototipe Fisik

PROTOTIPE



CONTOH PROTOTIPE





Tahapan Uji
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TAHAPAN UJI

Test the Product with User

- Explain Customer’s Need
- Explain Your Solution
- Ask for Feedback



ALAT BANTU TAHAPAN UJI
•Feedback capture grid



ALAT BANTU TAHAPAN UJI
•Feedback capture grid



Design Thinking 
Performance Measurement

Criteria

Customer Satisfaction Score (CSAT)
Employee Satisfaction Score

Customer Effort Score (CES)
Employee Effort Score

Net Promoter Score

*Based on:  
1. Design Thinking Research: Making Design Thinking Foundational - Hasso Plattner (Springer)
2. Measuring the impact of design, service design and design thinking in organizations on different 

maturity levels - Tua A. Björklund 1, Pia Hannukainen 2*, Tuomas Manninen 



Customer/User Effort Index
Customer/User Satisfaction Index

Customer / User 
Effort Index

CEI

Customer / User 
Satisfaction Index

CSI

CEI is used to measure the level of 
effort that a customer experiences 

when they interact with the 
solutions

The Customer Effort 
Index question asks customers 

their agreement with the 
statement: “The company made it 

easy to handle my issue”

Use the 1 – 10 Matrix Score: 
1 : Strongly Disagree
10 : Strongly Agree 

CSI is used to measure the 
customer satisfaction of a specific 

interaction with the solutions 

The Customer Satisfaction Index is 
assessed by asking customers: 

“How would you rate your overall 
satisfaction?” with your company 

and its products, services, and 
interactions.

Use the 1 – 10 Matrix Score: 
1 : Very Unsatisfied
10 : Very Satisfied 



•Promoters = respondents giving a 9 or 10 score

•Passives = respondents giving a 7 or 8 score

•Detractors = respondents giving a 0 to 6 score

The NPS is not expressed as a percentage but as an absolute number lying 
between -100 and +100

Net Promoter Score

NPS asks one simple question: “How likely
are you to recommend us to a friend or
colleague?”



Net Promoter Score

Based on NPS 2020 Benchmark by Retently, the NPS Score Range are between 
-100 to 100. Thus based on that we make adjustment to our performance 

measurement matrix
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THE OBJECTIVES

UNHCR Innovation Service

Transport 
message / vision

Diffuse / pitch 
ideas

Capture bright 
spots

Build knowledge 
and educate





STORYTELLING

Passion Antagonist Hero

4 IMPORTANT ELEMENTS

Transformation



Passion

STORYTELLING

When an audience first comes to a story, it is
composed of separate individuals with
differing needs, desires, and distractions. So
they must be “warmed up” before it can
absorb new material.

That is what passion does. It kindles our
interests and makes us want to hear more.
The shorter the story, the more powerful the
passion must be.



STORYTELLING

Antagonist

Problems are like water, without them a story dries up
and blows away.

Antagonists, and the conflict they represent for the
hero, are the beating heart at the center of the story.
By antagonist we mean the obstacle the hero must
overcome

The antagonist doesn’t have to be a person, if the hero
is struggling to climb Mount Everest, the antagonist
might be the mountain itself.

The emotions released by the hero’s victory will lock
the story in our memory.



STORYTELLING

Hero

All the passion in the world won’t do any good unless
you have someplace to put it. That is where the hero
comes in.

Hero is the character in the story who gives the
audience a point of view.

This point of view needs to be substantial enough that
the story has “a leg to stand on”. Beside that, part of
the hero’s function is to create a sense of equality
with the audience.



STORYTELLING

Transformation

Transformation is the element that needs the least
explanation because it is the natural result of a well-
told story. If you’ve taken care of the other elements,
it just happens.

Our heroes take action to overcome their problems,
and they and the world around them changes. This
of course relates to the element of Space. Change is
the playing field on which stories are told.



#3 Be visual. Use of photo is a great  way to tell product innovation

stories, because you have the freedom to show  different layers or innovations.

TIPS FOR CREATING A GREAT PRODUCT INNOVATION 
STORY

#1 Make it simple, a product innovation story is not a list of product

features, but it is what your amazing product can do for your consumer.

#2 The best stories are entertaining and emotional





“To harvest the power of design thinking, individuals, teams,

and organizations have to cultivate optimism. People have to

believe that it is within their power to create new ideas that will

serve unmet needs and that will have a positive impact.”



TERIMA KASIH
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