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“Each time we hire Schwa, I know
it will be pleasant, productive, and

practical.”

— Tammy Goodhue, Former Associate
Director for Public Education, AIDS Action
Committee of Massachusetts
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PROVIDENCE THE CREATIVE CAPITAL

PROVIDENCE THE CREATIVE CAPITAI

Dawvid N, Cic ae, Mayor

000 Providence | The Creative Capital | Celebrating innovation and creativity in Providence.
LE3 € JQ~ Google

|« »|[@] + P nup://www.providencethecreativecapital.com/

SR TN
r ; PROVIDENCE THE CREATIVE CAPITAL

Celebrating innocvation and creativity in Providence w RSS/SUBSCRIBE

PODCAST

Since 1985 AS220 has beem at the
core of Providesce's ant scene. From
providiag performance space
LISTEN

SEE/HEAR
o Art and Cuiture
o Entreprencurs
o Food and Dining
o Knowledpe Ecomomy
o Neighborhoods

o Podoost

o Suxtainabdity

PARTNERS: ENTREPRENEUR PROFILE

¢ Destingtion Providence Abe Dane of Tizra

* WRNI

IN THIS ISSUE

Conjuring Magical Stories in Providence

NEWS / BuZZ

Providence Joiss Liseup of Travel «
Lessure s Amenica’s Favortte Qtes

Tranel & Leiswre article by Jan Faust Dane
In a third-story studio on the east side of Providence, In a neighborhood that be describes as

Plan your il > looking ke “the quict Midwestern suburb” of his childhood, author Chris Van Allsburg

Learn move about Providence ar  “0mjures the magical stories that have made him famous workdhwide. NEIGHBORHOOD PROFILE
providenceri.com > Read Moree
Read more sbout Art and Culture WICKENDEN: A True Mixed-Use
AR i REN ETTER Community
6o West Coast Styles Come Northeast ABOUT THIS SITE

AShOI'e at Garbonno Providence the Creative Capital
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TYPOGRAPHY - BASIC SPECIMENS TYPOGRAPHY - BACKGROUND INFORMATION

GOTHAM BOOK ABCDEFGHIJKLMN GOTHAM - Primary typeface
c O P O R S T U V W x Y Z Gotham s the primary typeface for Providence the Creative Capital As such, £ s uned for all headiines,

taghnes, city collateral, and signage. & can Be used for short passages of body copy sach as those found in
adeefghijk|mn advertaements or wel Basners. Dut aot for longer apphcations such s multspage dooument s
(o) p q rs t UvwZX y Z In 2000, Tobwas Frere-Jones undertock & study of building letter ng in New York, starting with a charming
bt rarely exarnired ugn for e Port Authority Bun Terrinal Though Frere-Jones wanted Gotham 1o sxhibet
1 2 3 4 s 6 7 8 9 O the “mathematical reasonng of a draftaman” rather than the Nstingts of & Types designer, he allowed Gotham
10 #4Cape the rid wharever Ne0essary. Qvng the desgn an aflabdity usually Meising from “geometric”
Taces. Unlion The signage wpon which it wis Dased. Gotham includes  lowercase, o Rale. & full range of
weights, and a related condensed design.

GOTHAM MEDIUM BCDEFGHIJ M N THE SERIF - Secondary typeface
PQRSTU Z

ABC FGH KL

O Q T V W X Y The Senif s e secondary typeface for Providence the Creative Capital R is intended 1o be used as the text fort in copy -
heavy collatersl such as dats sheets one-pagers, and official reports It showld ot be used bn meost sy signage of basic

a b Cc d (a] f g h i j k ' mn collateral It should not be wsed In any advertising exoegt In raoe cases of Sext-haavy ads that sequine deviation from the

bask Your Ine” ad setup Wastrated on pages 30, 31 and 13
opqrstuvwxyz
The Serif bs a low-coatrast Sypeface ~Le the &fferences between Shin and thick strokes aoe not very pranounaed Yet S
1 2 3 4 S 6 7 8 9 o Teference to witting with the beoad-nibted pen Is ik present, giving the lettens 3 Sagoral stress and a formward flow that
faciitates rending. The soman letterfosma tend % have some chacacteriatios of an falc cr written constrection

THESERIFUGHT  ABCD HIJKLMN COLOR PALETTE

EFG
OPQRSTUVWXYZ
PRIMARY SECONDARY
A abcdefghijklmn

opqrstuvwxyz - -

1234567890

mwex w= S =

00w war
cioe wme VoI wme
T .. »mxem me

THE SERIF ABCDEFGHIJKLMN I:I”u .

OPQRSTUVWXYZ — - -
A abcdefghijklmn .::va-.
opqrstuvwxyz M .

1234567890
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Schwadesign is a network of
Independent designers, strategists,
writers, website developers,
Illustrators, photographers,

® Not Secure | schwadesign.com/studio
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typographers, project managers, and
other experience makers. Our
business model means that teams
are curated specifically for each
client and project, translating into

great results for both start-ups and
Fartiine KOO clieante alike —— with
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STARTNERSHIP q



Startnership delivers real value — fast.
We do it for a fixed fee, on a fixed timeline.

Customers deploy as needs dictate.

DAYS DAYS

10,

DAYS

Deliverables may include
the preceding, plus:
simple site, onboarding
flows, motion graphics,
explainer video, roadmap,
full functional prototype.

Deliverables may include: Deliverables may include
Pitch deck, investor deck, the preceding, plus:

content strategy, coaching. key messages, identity,
wireframes, landing page.

Startnership



Everything takes shorter

Startnership
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“Good design is good business.”
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& C' @ Secure https://horizon.twitter.com w © = 0 ¢
Search Q ﬁp
Home |
NN -
- s horizon
Core > AN : \ . :
Horizon is a design system that facilitates collaboration across teams in
BT . order to bring more efficiency to the design workflow and consistency to
the UX/UI of the Bluebird product.
AL (el il ’ | If you'd like to be kept up to date about anything Horizon, simply join our
| |
Feature components > | R
Platforms 3 Receive Horizon updates
Glossary |

Recently Updated

Avatar Timestamps Context line Moments




®®@® e Glossary X \\ )\ Josh
< C' @ Secure https://horizon.twitter.com/en/Glossary.htm| w @ B 0O
Search Q \fb
Horizon
Home G I Ossa Last Updated
How-to ry August 11, 2017 by Daphne Watson
Core
Patterns

Platform components
Feature components
Platforms

Glossary

Ad blindness

When the user sees or identifies an Ad in the product, and doesn't stop to read the Ad.

Aggregated context line (Aggregatable)

Context line that can be used for more than one user, displayed as "{Fullname} and X others."

Cards

Cards can be attached to a Tweet and turn URLs and other media into a more Ul friendly
experience for users. There are many variations of cards, and currently most of them are
Promoted cards.

 CTR: stands for "Click through Rate." CTR is the largest factor the Ads team measures to
determine the success of a Card.

 Image aspect ratios: the standard image ratios for Cards. The most common ones are 1 x
1 (commonly used for Instagram), or 1.91 x 1 (commonly used for Facebook).

« Image website cards: also referred to as "Summary Cards. "

Table of content

e Ad blindness

» Aggregated context line
(Aggregatable)

« Cards
o CTR
o Image aspect ratios
o Image website cards
o QOrganic cards
o Promoted cards

o Video aspect ratios

« Components
« Core styles
« CTA




Approach

Mindset
« Be thoughtful an
« Don't make It per
| « Prepare your com
« Balance areas for

Feedback

« Make it as specific
- Make It actionable

Actions
« Make it timely




1 100% -

€ L
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Make your timeline yours

Subtitle text that provides users with more

context on the task, that wraps.
3

Q, Search for someone specific

‘ i 4 N
grayldg Vestibulum ( Follow )
@qgl avida o J B
Auctor erat venenatis erat elit fames.
lélascetur id commodo sed quam netus.

T \
B'a‘\glt‘tls: Risus ( Follow )
@risus33 . J
Proin, etiam commondo dis amet sempoer
suscipt!

Sagittis Risus 4 )
@risus33 '\ s /‘

Proin, etiam commondo dis amet sempoer
suscipt!

Ragittis Risus 4 A
@risus33 .\ Foliow /'

PADDING

A: 2 * Default line height of device

For 320pt screen width: 2 * 18 = 36pt

B: 1 * XSmall spacing

(see https://horizon.twitter.com/en/core/s
For 320pt screen width: 1 * 12 = 12pt

C: 1 * Default line height of device

For 320pt screen width: 1 * 18 = 18pt

TASK TITLE
SF Ul Display Bold Xlarge (21pt on 320 sc
#14171A

SUBTITLE
SF Ul Text Regular Normal (14pt on 320 s
#657786

SEARCH

Icon: Height 14pt, width 14pt #657786
SF Ul Text Regular Normal (14pt on 320 s
#657786

Search bar: Height: 30pt, width: auto #FO0

USER CELL: BIO LIST

Avatar: [Default from people discovery AF
Name, Username & Bio: [Default from peo
Follow button: [Default from people disco
Follow button size: Small #FFFFFF

ICON: Height, width: default #1DA1F2
Note: All assets should be aligned with E¢

ACTION
[On landing] ACTIVE NAVIGATION CTA
Button size: Medium

SF Ul Text Regular Normal (14pt on 320 s
Button background #1DA1F2
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“Design at the beginning has impacted everything.”

Joe Gebhia, @jgehhia
Co-founder, CPO, Airbnb
San Francisco, CA




Airbnb in the U.S. as a share of the U.S. hotel
industry

9% —
8%
7% -
6% -
5% —

4% -

3% -

2% - "«

T Sy

d"

1% -

I I I I I I I I I I I I I I I I | I I I I I I I I I I | I I

I
9/2014 1/2015 5/2015 9/2015 1/2016 5/2016 9/2016 1/2017

B Revenue [l Supply [ Demand



Breakfast Airsnts

]

* Rent out home with vites co-10  Partners with +« Grows rapidly

air matiress 0 bulld website NO I'f-_f ssional Nt .:_!Hl;m:__:[ |;1ll',' ‘s Jgo an d 'Belon 0

« Creates a simple » Launches NOLOGIaNIClS » Faces many Legal anywhere slogan
| successiully : Joubles revi and financial + Rises 1o larges

Realises S S XS battles hospitality service

» Security scandal provider in the

« Valued at $1Bn
e E¥ynande g « Controversies and
EXpands « Secures multiple |
leqgal 1ssues

« Gets first funding Internationally ton tier investors
fromY combinatol continues

Source: Mayun Kaluthantri, Provocateur of Innovation, Business Designer




Design, When Everybody Designs

An Introduction to Design for Social Innovation







“People now make their own hrands — not for profit, or
shareholder value — but for a mission, using a message,
to spark a movement. This democratization of brand
tenets shifts power and control to the individual.”

Debbie Millman, @debbiemillman
Chair, Masters in Branding Program, School of Visual Arts
Founder, Design Matters

New York, NY
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DESIGN IS FOR PEOPLE.



DEFINE
THE PEOPLE LAYER



Cross-team relationships * Appropriate people in the room
Alignment on common purpose * Project briefs, meeting agendas
Known & socialized process e Facilitators

Decision making transparency e Giving & receiving feedhack
Clear success criteria o Growth mindset

Working agreements  Common vocabhulary
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Cross-team relationships * Appropriate people in the room
Alignment on common purpose * Project briefs, meeting agendas
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Combine Design Thinking, Lean Startup and Agile

Sprint planning

Ideate
g
& Product Sprint
a * = backlog execution
* o/ Define |
. Try experiments

@ Shipable
@ review increment
% i Empathize
O
O

|

(&

Customer PROBLEM Customer SOLUTION
DESIGN THINKING LEAN STARTUP AGILE

#GartnerSYM ' , Ga rtner.



DESICGN THINKING DESIGN DOING

BUSINESS BUSINESS
INTENIT _ OUTCOME
INITIAL INSICGHT deats est PROBLEM DEFINITION Visuals IMPLEMENTATION

| ] | '
N
o©
| J Q¥
) & 1 &
7 Q_\O ,O &
¢ < <, &




Design Thinking: A 5 Stage Process

’.-"':“ :'o‘?' INTERACTION DESIGN



DESIGN THINKING BEGINS WITH INSIGHTS ABOUT PEOPLE.
| e

FEOPLE
(desirable)

TECHNICAL
(+easible)
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Cross-team relationships * Appropriate people in the room
Alignment on common purpose * Project briefs, meeting agendas
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Clear success criteria o Growth mindset

Working agreements  Common vocabhulary
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Cross-team relationships * Appropriate people in the room
Alignment on common purpose * Project briefs, meeting agendas
Known & socialized process e Facilitators

Decision making transparency e Giving & receiving feedhack
Clear success criteria o Growth mindset

Working agreements  Common vocabhulary



000 5wy 3\ Josh
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& is an upcoming project to encourage the
conservation of maker time.

(<1130 infraStandup  st500]
- .

" Phil Cohen (, FO||OW>
@philltopia

New side project: price tags on Google Calendar events based
on the inferred hourly rates of participants.

10:40 AM - May 2, 2016
QO 114 1138636 Q) 4,098
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Cross-team relationships * Appropriate people in the room
Alignment on common purpose * Project briefs, meeting agendas
Known & socialized process e Facilitators

Decision making transparency e Giving & receiving feedback
Clear success criteria o Growth mindset

Working agreements  Common vocabhulary



CRITS 2.0 CRITS 2.0

Giving Feedback

Approach

« Be thoughtful and respectful

 Don’t make it personal

* Prepare your comments, lead with questions

» Balance areas for improvement with strengths

Feedback

« Make it as specific as possible
« Make it actionable
« Make it timely

Receiving Feedback

Mindset

« Be open to the feedback
« Recognize that it’s being given to help you grow
« Understand that it’s a point in time, not forever

Actions

o Listen without interrupting or countering

« Always thank the person giving you feedback

» Next steps include considering, integrating,
or acting on the feedback




Cross-team relationships * Appropriate people in the room
Alignment on common purpose * Project briefs, meeting agendas
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Decision making transparency e Giving & receiving feedhack
Clear success criteria e Growth mindset

Working agreements  Common vocabhulary



Cross-team relationships * Appropriate people in the room
Alignment on common purpose * Project briefs, meeting agendas
Known & socialized process e Facilitators

Decision making transparency e Giving & receiving feedhack
Clear success criteria o Growth mindset
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DECODE THE PEOPLE LAYER



Optimal performance conditions = Uesign principles

Channel preferences o Culture builds trust

Internal alignment  Socialize your resources

Flow for employees o Keep tools & workflows current
Mentoring program o Learning mindset



User Manual for Cassie Robinson

< N
Conditions | like to work In

| like a quiet working environment. |
find it hard to do work that requires
my concentration if there is a lot of

noise and distractions

i like having my own desk space

| find it hard to work in heated rooms,
and love fresh air (windows open etc)

o

-
Things | need

S

P

| love ideas sessions with people,
where we can freely think about what is
possible without the if's and but's

| need time to reflect
Authenticity - | find it really hard to be

around bullshit, inconsistency or
Incongruence

4 N\
The times/hours | like to
work

| am trying to start my work day at
10am so that | can have 2 hrs from
8-10am in the mornings to do things
like exercise and meditation etc.

| work best in the evenings

| don’t mind being contacted at any
time but | will likely only respond during
week daytimes and evenings

My diary is open and accessible so
everyone can see my availability. | don't
mind people booking things in my diary
if | am free

Ve >

4 )
Things | struggle with

I'm an introvert so working “in the
open” is something | have to work hard
at

Too much critiquing and logical reason-
Ing drains my energy

If | don't understand the wider purpose
behind why we are doing something, |
find it hard to engage with

Unneccessary process - | love agile and
design-lead process however, it's not
always necessary. | like minimum-via-
ble-process - what is enough?

The best ways to
communicate with me

Slack is the quickest way to get a
response from me

| will never answer my phone, but | look
at text messages

| keep on top of my emails each week
and usually respond within a few days
at the latest.

. ¥

a )

4 )
The ways | like to receive
feedback

I'd rather have difficult conversations
than things be unspoken or
inauthentic, so just be straight with me

| like receiving feedback face-to-face

| see all feedback as a learning
opportunity so | like any feedback to
include examples and also suggestions
on how | / it could be better/different

e A

-~
Things | love

| like hearing what others are working
on and connecting up the dots of what
we are doing

| love organising team things - birthday
gifts, evenings out etc.

A generative, risk-taking culture that
has a flag in the ground about what it
stands for

Quarterly team away days

e -
2 N
Other things to know
about me

| use my intuition a lot to make
decisions

My favourite saying is “the sum of the
whole is greater than the sum of the
parts.”

| am an INFP / INFJ cusp

| don't like or drink tea

| bring my whole self to work (we
should chat about what this means to
me)

s o




Optimal performance conditions < Design principles

Channel preferences o Culture builds trust

Internal alignment  Socialize your resources

Flow for employees o Keep tools & workflows current
Mentoring program o Learning mindset



Twitier @Jhsiiverman

Facebook josh.silverman

Work email joshgschwadesign.com

Personal email mynameisjoshsilvermani@

Text MMS

Fhone calis

Josh Silverman
SAN FRANCISCO, CA

Al the opera until 11pm, can text afer that!

Facebook

Work email

Seltings

Al On or Off

Status message

Add sernice

ReachMe is publc

Nodfy subscnbers when sharnng

Personal email

[ Share

Colleagues

Family

Phome calls

Leflly

Tell a nend

Change usemame mynameisjoshsiverman

Time 2one
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Uptimal performance conditions  « Design principles

Channel preferences o Culture builds trust

Internal alignment  Socialize your resources

Flow for employees o Keep tools & workflows current
Mentoring program o Learning mindset



Optimal performance conditions < Design principles

Channel preferences o Culture builds trust
Internal alignment  Socialize your resources
Flow for employees o Keep tools & workflows current

Mentoring program o Learning mindset









“Gulture is everything you think doesn’'t matter.”




Optimal performance conditions < Design principles

Channel preferences o Culture builds trust

Internal alignment  Socialize your resources

Flow for employees o Keep tools & workflows current
Mentoring program o Learning mindset



80 hour weeks

ly packed schedulg
Supwer busy
Endied meetings
All-nighters
Sunday aftégyoon emails
Unrealisticfiéqdlines
Constantjnhterrdptions
Overfloying inbo

Chat'siblowing up

Canfsleep

NaAime to think
uck at the office




Optimal performance conditions < Design principles

Channel preferences o Culture builds trust

Internal alignment  Socialize your resources

Flow for employees e Keep tools & workflows current
Mentoring program o Learning mindset



Level Up Framework

Process &
Documentation

Communication &

Critique &

Development &

Recruiting &

Space &

Collaboration

Feedback

Coaching

Leveling

Seating

- No agreed-upon design process
+ No standardized workflow
+ Check-ins, critiques, and reviews are ad

hoc, or they don’t happen at all

- Methods of communication are fluid and

serve immediate needs

* Most conversations happen in person

and in collaborative working sessions
with cross-functional teams

- No formal critique process
- Designers help facilitate feedback on

design work from other teams at the
company

+ Due to the small design team, designers

seek feedback on their work from
designers in the outside community

- Designers have some opportunities to

learn from colleagues, but need to look
outside the company for substantial
design expertise

* No in-house recruiter
* Designers are responsible for preparing

job descriptions, defining the interview
process, and sourcing design
candidates from their own networks

* Entire company still fits in one room
* Designers sit next to the engineer who

is building what they’re designing

* Likely in a co-working or temporary

office space

- Have started documenting design decisions
- Have a working style guide
- Have a clear way to share files with fellow

designers and hand off assets to engineers

- In addition to face-to-face conversations,

there are different modes of communication for
different purposes, spanning verbal and
written/asynchronous methods

- Team is still learning how to communicate

effectively and and doesn’t yet have agreed-
upon standards

- Host design critiques at a set time each week

to share progress and get feedback from
designers

- Impromptu conversations happen in between

weekly critiques to keep momentum

- In addition to learning from colleagues, design

team has a budget for professional
development to put toward internal workshops,
coaching, and external conferences and
classes

- In-house recruiter helps with sourcing and

scheduling, but design team drives interview
process and defines assessment criteria

- Designers source referrals from their activity

and connections in the design community

- Design team sits together
- Plenty of opportunities to collaborate with one

another and with cross-functional teammates

- Have areas to pin up work in progress and host

collaborative work sessions

- Have style guides for different areas of design

maintained by product, engineering, and marketing
Have a process to onboard new designers and

- equip them with tools they need to work effectively

- Have agreed-upon rules for communicating

effectively

- Designers know how to give clear feedback and

how to receive it

- In the broader company, non-designers regularly

and openly seek input on their work from designers

- Host critiques at key points of the design process

and invite non-design stakeholders to participate,
with a schedule of presenters and clear rules on
how to engage

- Use critiques to educate non-designers on how to

give productive feedback

- Introduce more scalable methods of collecting

feedback over tools like Slack, Wake, Abstract, etc.

- Industry experts come in to develop team
- Designers participate in professional development

or leadership programs

- Designers are encouraged to set up plans for skill

development with their managers

- Have an in-house recruiter focused on building

your design team

- Have a clear hiring plan and corresponding job

descriptions

- Have content about your design team's culture

and process to share with candidates and attract
inbound applicants

- Designers have a "home base” for heads-down work
- Team has a common area for dedicated design sprints
- Have access to a resource library and tools for

printing, prototyping, and other forms of creative
expression

- Have a clearly defined process that designers use as

a guiding framework, with clear owners of the visual
language, interaction standards, and more

- Have defined principles and values to work by
- Team actively seeks feedback on their deliverables

and design process

- Have completed facilitation and difficult

conversation training

- Have well-defined rules for critique, and designers

know how to request the type of feedback they want

- Effectively communicate with external partners

about how to best work with design

- Design managers schedule and facilitate critiques for

their respective teams

- Design team proactively assesses all work produced

companywide and has a process in place for
improving it

- Works in progress are visible to the broader company

by way of pin-ups, internal tools, and design team
announcements

- In addition to professional development

opportunities for the entire design team, your Head
of Design has a dedicated leadership coach

- The company offers similar services to up-and-

coming design leaders

* Design roles, levels, and compensation are clearly

defined

* Have a dedicated design recruiter and a refined

recruiting process

* Team undergoes interview training and unconscious

bias training

* Have a website to showcase the design team and

ethos

- In addition to the above spaces for designers, Design

influences the office space for the entire company,
which influences decisions about the floorplan,
furnishing, and the proximity of different
departments and how they interact

P
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@clockwise PRODUCT ~ ABOUT  CAREERS

More time for
better work

We’re building a suite of tools that give

individuals and teams the time and
focus to accomplish their priorities.

TRY CLOCKWISE FOR CHROME

Yy Follow @getclockwise for updates
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RANGE Home About Blog Sign in

Work better together.

Range is the first workplace tool that builds healthy team habits.
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Stay focused Work in-sync Build a stronger team




“The limiting factor to performance isn’t how hard an
Individual can work, or how smart they are, but how well
a whole team works together.”

&~ Braden Kowitz, @kowitz
Co-founder, Range Labhs
San Francisco, CA
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Teach your app
to see emotions.

Build, train, and ship custom deep learning
models using a simple visual interface.

Watch Tour () Join Beta
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Optimal performance conditions < Design principles

Channel preferences o Culture builds trust

Internal alignment  Socialize your resources

Flow for employees o Keep tools & workflows current
Mentoring program e Learning mindset
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WALL STREET JOURNAL BESTSELLER

FAILURE

HOW TO LEARN THE TOUGH
LEADERSHIP LESSONS
WITHOUT PAYING

THE PRICE

LAURENCE G. WEINZIMMER
AND
JIM McCONOUGHEY

THE SECRET OF

SWCECESSIFUL

FAILING

Hidden inside every failure is exacthy
what you need to get what you want

hnd

GINA MOLLICONE-LONG

“Finally' A book that reframens fallure as a poserful tool that can
actually be used to get what gyou want. This is a mast -read. ™
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V.

TAKEAWAYS




1

DESIGN IS NEVER DONE.



2

SELLING IS GREATER THAN TELLING.



e Jell them what you're going to tell them.
e Tell them.
e [ell them what you told them.



o Tell them what you're gc
e [ell them.
e Tell them whg

U them.



 Sell them what you're going to sell them.
* Sell them.
o Sell them what you sold them.



YOU THEM

FEATURES BENEFITS




3

USERS ARE PEOPLE.



(% Laurie Voss

The older | get, the more every
problem In tech seems to be a

matter of getting humans to
work together effectively, and
not tech itself.

0136 112,162 5,680 22 Aug 2017
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ALOT OF WORK IS NOT AESTHETIC.



ﬁ Josh Silverman

#Design Twitter: What percentage
of your work would you say Is
visual or aesthetic?

98% 0-25%

19% 25-50%

15% 50-75%

8% 75-100%

28 Sep 2017
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OPTIMISM RULES.



“My invitation: consider how design might be a city
and country-wide mission, and how design contributes
to your goals for growth and innovation in the 21st
century. Find & share resources at aiga.org.”

Julie Anixter, @julieanixter
Executive Director, AIGA
New York, NY




“Emerging markets can leverage technologies in
more disruptive ways because they don’t have to
worry as much about resistance to change.”

Saul Kaplan, @skap3
B Founder and Chief Gatalyst, Business Innovation Factory
b W Providence, R
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DIVERSITY BY DESIGN




“The purpose that diversity shares with design

IS creating for someone else. If you're creating
for only one user, you're not affecting as much
change as you could.”

Candi Castleberry Singleton, @candi
VP of Intersectionality, Culture, and Diversity, Twitter
San Francisco, CA
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“SOFT™ SKILLS PERSIST.



In Silicon Valley | used to think
being too “human” was a
weakness. Too empathetic, too
emotional, too vulnerable, too

feminine. Now | wear “human”
was a badge of honor. The
future lies in humanists building
a human layer on top of
technology.

Q44 11766 2,625 9 Nov 2017




THANK YOU!

mynamelsjoshsilverman.com
@|hsilverman


http://mynameisjoshsilverman.com

V.

WORKSHOP TIME



e What'’s your proudest achievement? Greatest learning?

 What's a venture you've always wanted to pursue?

o What’s an opportunity you see that no one else does?

e What's something that frustrates or annoys you that could he flipped?



