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New Products & Ventures

Lack infrastructure
Informal or no process
Missing key personnel
No proven product
Smaller budgets




New Products & Ventures

No legacy systems
Quick to adapt

High innovation potential
Lower overhead

“Under the radar”
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Brand & User Experience Design

(keep an eye on the big picture)



By Brand | Mean...

e Symbols, and associations connected with a
product or company

e Brand is and experiential, |
it extends beyond visual identity

e Brand is a company or
product's as

perceived by its constituents

@



UX I1s an Attribute of Brand

When defining (not just usability)

think

e Any experience a customer has with a company
develops its

UX as an attribute of brand:

1. Facilitates ,%

2. Allows for © " experiences

@ ¥




Brand Strategies Trickle-down

Facilitates Long Term Product Decisions

e Thereis no single * " user experience

e Successful software involves making
about what stays and what goes

e Decisions are informed by a common,
results in continuity that helps with product
predictablility, ease of use, and customer loyalty

@



Brand Strategies Trickle-down

Apple iPhone: Online Activation

.s—»,
e Mobile users more \/\/
e Many phone manufacturers offer service ‘
through at&t
e Apple as an “exclusive” brand initially /
to AT&T... "

This helped Apple’s web designers to craft a simple,
activation process

@



A Charismatic UX...

The difference between a good & great experience

e Charismatic? ...a special
or appeal

e "When usability,
Interaction, and visual design
connect through brand to
Create a , ,
and experience”




Whimsical and error screens...

Home Public Timeline Help

Something is technically wrong. Twitter is over capacity.
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Google

The

Web Images Maps MNews Mideo Grail more «

to lead with one "not evil” thing...

dorimadee@qgmail.com | iGoogle | My Account | Sign out

Google

Advanced Search

Freferences
Language Tools

Google Search ][ I'm Feeling Lucky

Tuberculosis is a global threat. Get tested and treated.

Advertising Programs - Business Solutions - About Google

22003 - Privacy

GOL)gle"

YWeb Images  Video Mews Maps

maore »

Search the Web

More Google Products

Search

Alerts
Get email updates on the topics of your choice

Blog Search
Find blogs on your favarite topics

Boaok Search
Search the full text of books

Checkout
Complete online purchases more quickly and securely

[l

Google Chrome
A browser built for speed, stability and security

|
Custom Search=*"
Create a customized search experience for your comrmunity

Deskiop
Search and personalize your computer

Earth
Explore the world from your computer

Einance
Business info, news, and interactive charts

GOOG-411
Find and connect with businesses fram vour phane. for free

Explore and innovate

‘\g Code
@ Download APls and open source code
P

i1 Labs
@  Explore Google's techrology playground

Communicate, show & share

Blogoer
Share your life online with a blog - it's fast, easy, and free

Calendar
Organize your schedule and share events with friends

Docs
Create and share your online documents, presentations, and
spreadshests

Grnail
Fast, searchable email with less spam

Groups
Create mailing lists and discussion groups

Knol
Share what you know

Orkut

orkut

do it really well, and let users seek out more.




Apple’s Coverflow

Coverflow is , & you “Think different.”

Contact Coverflow - PEig

The Reminder
Feist




Brand Creation & Evolution

A In the Development of Brand is

e Brands In response to internal and external influences—
Intentionally or not

e Over time a brand can gain increasing confidence and

e Research processes should address the &)

need for the '
- ’ "

a brand’s evolution
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Brand Creation & Evolution

Apple Web site in 1997 vs. today...

o & Welcome to Apple

Product Information

Customer Support
Technology & Research

Developer World

Groups & Interests

Resources Online

CyberDrive'
Register today for a free CD-ROM.

ENIATE 30Y

Mobile,

Affordable, o e

1 .' _'J & Smart

About Apple

E What's Hot

Apple Sites Worldwide FPreorder Mac OS 8

Switzerland Mow you can preorder Mac
Taiwan 25 8, described by Mac_world
Turkey as "the most comprehensive

LIk & Ireland

update to the IMac OF i years,
sporting a bold new look, a
speedier Finder, more shortouts
and mtegrated Internet
fiunctions."

Be the First to Enow

Learn about new IMacintosh
software releases the moment
they become available. Checl
Hot Mac Products to hear
about programs hke Speed
Demon, FeButh EB-338 and
QuickCRC

Small

Watch the
Guided Tour »

——

Hot News Headlines | The new iMac ‘is a sight to behold”

iPhone OS 3.0 Software

The new iMac
Get an advance preview, The n at 51,4

ew 24-inch starting

Software

t 30

The new Mac mini
Faster, Greener. Still mini.

Quantum of Solace in HD

Download and own exclusively on iTunes




Brand Creation & Evolution

Your company doesn’t need formal brand tenets
(or even alogo) to have a

e Many strong brands are extensions of the vision and
personality of an individual,

Apple = Steve Jobs, MSO = Martha Stewart, PICTURES
Disney = Walt Disney, Ford etc.

e No formally defined brand? ...draw
from the and
personality

@



Process Considerations

(critical success factors)



Organizational Context

Be realistic! You don’t need a cannon “«&

to shoot a canary... \

e Appropriate for
stage and

e "Best practice” doesn’'t matter if the
research cannot be

e Understanding context will help set
about




Foster a Participatory Culture

Want buy-in? Never “silo” UX discovery

e As the UX specialist its your job to ensure people

) " and are empowered to use
data you find

e |dentify aspects of UX research that could be
of other functional areas

e Offer other departments Into
user testing, surveys, and other research.
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Understand Research Goals

Discovery Research? (theoretical research)

e and users reaction to

Early stage explorations

Considers interaction models and
design preferences

5@-

Validation Research? (empirical researc_h.)'_»\\ Ty, T

e (Gauge user of a or % f 0 Bl 5
prototype to be developed Y
@




raft a Research Strategy

Good strategies
uncover a
and of data

(for a full picture)

-

Chris Jordan’s 'Cans Seurat’ (2007) ...made up of 106,000 aluminum cans
based on Georges Seurat’s, 'Sunday Afternoon at the Grande Jatte’ (1884)




Craft a Research Strategy

Your strategy should include

e An iterative multi-faceted methodology

project lifecycles
Provides — 7
product development
Offers more
, only invest in .
what works! |

@



Craft a Research Strategy

” research _

A“

strategy...

Audits, Prototypes, User
Testing & Events

Initial concepts get
refined,

Into research for next
testing round

Events

Video Experience: Project Plan

Functionality Audit
The Fan
Fancast

Moaobile
Buckeye

Listening Labs

Lab A: Video Usage
Lab B: Power Users

Stakeholder Interviews

The Fan (Mike G. 1A)
he Fan (Mike G, |1A)

IY"(I“

Fanc

Maobile {Chris D)
Bu e (Chuck W)
Ex

va Interviews

Review Analytics & Research

Usability tests
tntr and feedback

Ethnographic study (in process)

Nelson reports

Prototype Development

User Surveys

Understanding video usage
across muftiple platforms

Informal, Comcast Users
Public, comcast.net survey

Prototype Testing

lesting

Concepts / Presentations

UXD Re




Research Calendar

A can manage and
help you adapt to organizational changes

e Your research calendar should...

Be published

. SUNDAY  MONDRY Tk‘ﬁ%t‘i zﬂ! 1-'..').@: “'w):s‘:a;;
Include recurring ltems WAL REEE

Evolve

Have an owner




Conceptual Groundwork

(not really rules, more like guidelines)



Look Beyond Demographics

Address . behaviors, and attitudes!

e Software should speak to , hot such as

7 (11

“soccer moms”, “early adopters”

o can help communicate
user goals, but take them with a

Personas will not indicate
useless functionality

@



Natural Conversations

Users interact with software according to a
(internal or external)

e — “I'm in the mood for a
comedy, let me look at new releases”

o — less formal after
repeated interactions. ‘interesting’,
“uh huh’, “...”

o — Don’t move too fast or

slow, respond in a conversational pace

@



Natural Conversations

Shopping Experience

User goes to check out... walit,
what’s this pop up?

LIMITED TIME ONLY: $3 SHIPPING on orders over $50! No code necessary

Keyworditem # SEARCH

SHOP BY: FRAGRANCH BRAND CUSTOMER
» SHOPPING SHORTCUTS S5IGN UP FOR EMAIL

BATH & BODY ‘,FACE, 1 HAIR SPA & AROMATHERAPY. HOME & CANDLES _ GIFTS SALE
CLOSE
$ ‘ aloe-infused socks
‘ Soften your soles.
(a $33.50

2 for$1 2 g5

over $50! No code necessary

SHOPPING BAG (0)
h# SEARCH

HAGHANCH BHAND

Or $7.50 each pair

TOPPING BAC Your Wish List (Sign In)

)
o §60.00 $60.00

Move to Wish List
Remowve from Shopping
Bag

UPDATE CART

| » BUY NOW L s
CONTINUE SHOPPING | : Subtotal: $60.00
- Home -
- Previous Page Estimated Shipping and Handling: $3.00
i Based on economy ground shipping within continental U.S. 2
Sales Tax: $0.00
Estimated Total: $63.00

CHECKOUT NOW »




Natural Conversations

What was What was
Lt‘ /L

@ LFGREAT socks! |

Y

2 Impulse Buys At Checkout

—




Natural Conversations

A approach...

Shopping Cart

I 2 CONTINUE SHOPPING [l PROCEED TO CHECKOUT &
Balance VS.
[term Clantity LInit Price Sub Total Order Total
- WD Recorder VCR Combo 1 e F22999 F22999
any n eg atlve RDR-VX560 it | Subtotal: $229.99
_ in stock. Estimated ship date: 03272008, Es_:me
Marve Ta Wishlist Your Price: $229 99

ONn user experience,

12 Months Mo Interest, Mo Payiments
Wil you like to adid an extended service plan?

. Ao Extended Service Enter Zip Code for estimated
b ra n d I l I I a g e Tax and Shipping (optional)
Zip Code
Wishlist (Sony)
Iterm Unit Price

You don't have any tems in your wish list at this time. :
ACCESSOrES

(good for an eye-
tracking study)

Higth Speed HOR™

I\ Cahle - 6' 6"

[ select

d



Keep Users “In the Zone”

Keeping users engaged and “in the zone” is key to

Increased consumption \
e Don't present the user with /‘
of what L/ @ O M\E)
he/she is doing ,.. TO F A l

e Group similar tasks, support 3 LAS VEGAS

fluid Interactions

e Can be addressed In

and
~d

Casino are designed to keep you “In the Zone”




The Art of Crafting Perception

Explore what responsiveness, quality
and ease of use...

e The of speed and robustness can be as important as
reaction times and functionality

Car manufacturers design car doors
that make a distinctive “quality”
sound when closing

e Good will
support your approach

@



Take Cues from Outside

Draw ideas from outside your market
e What Is this function or process In ?

e \What else works in a ?

e Who does that really well?

Not a one-to-one correlation...
concepts must be carefully adapted
and translated for your industry,
product, context, etc

@



Research Methods and Examples

(a few tips to get started)



User Experience Audits

e
Using Audits & Secondary Research “ec.*"d <
O O\O Qo\)
oo . K2
e A good audit includes a of P»‘)O\‘& 50‘\6“0a0°:;6e
sources, geared to answer... @ e °o°‘° o™
=N P
What are the and \\\ ov>°
user expectations? 5
What have we already tried? and ?
What user , or revealed in the data that might be

addressed by a more usable interface?




User Experience Audits

Competitive & Comparative Evaluations

e Conduct against metrics, geared to answer...
How are our competitors handling ?
on how to solve various usability issues

What it might take to gain a
through UX?

How does our product
In reference to its competition?

@



User Experience Audits

QUiCk Analysis Rubric (instead of a full competitive review)

Appendix A: High Level Assessment Criteria
The following high-level assessment rubric was used when evaluating the competitive sites.

1-Poor

2 - Average

3 - Excellent

Marketing &
Commerce Integration

Option to "Buy Now" is not
offered in marketing pages
or users are sentto a third
party site.

The option to "Buy Now" is
availahle from the
marketing pages hut there
are some usability issues
with layout and transition

The marketing and
commerce sites are well
integrated and provide
users with an almost
seamless transition

Template Layouts
(Commerce)

The basic layout is not
consistent from page to
page andfar the activity
areas within the layout are
not clearly grouped by type
of user task.

The layout is mostly
consistent from page to
page and major activity
areas are grouped hy task
type. Some areas with
information heavy content
or more complex user
tasks deviate from the
established layout
paradigms.

The site shows a high level
of continuity both in page
to page transitions and
task-type groupings.
Information heawy caontent
and complex user tasks
are well thought out and
intuitive relative to the
gite's established layout
paradigms.

Browsing &
Navigation

The site lacks a cohesive
Infarmation Architecture.
Infarmation is notin a clear
top-down hierarchy. There
are humerous "orphan” or
pop-up pages that do not
fit within the site structure.
Similar content is
duplicated in multiple
areas oris presented in
multiple navigational

The site has a structured
Information Architecture.
Secondary and Teriary
navigation items are
related to parent elements,
hut there may he multiple
menus unrelated to the
hroader structure. There
may be orphan pages of
detail or less relevant
infornation.

The Information
Architecture is highly
cohesive. Information is
structured with a clear
understanding of user
goals. Evenything has a
logical place within the
architecture; secondary
menus are incorporated
inta the site structure or
clearly transitioned.

Marketing & Template Browsing & Terminology Total
Commerce Layouts Navigation & Labeling
Integration
Apple Average (2) | Excellent (3) | Excellent (3) | Excellent (3) 11
Helio Excellent Excellent Average Excellent 11
HTC Average Average Average Average 8
Motorola Average
Nokia
RIM
SamSung




Online surveys are a and way to get
feedback!
e Can be done often and with
and cost
e Use surveys to compare

against a baseline

e Never miss an for feedback

e But keep it short! Keep It |

@




lterative Prototypes

“Discovery” Prototypes

Collection of , hot a viable product ©

Requires at least one ‘

Analysis Is , o right/wrong O

3
“Validation” Prototypes |
Reveals changes to a product ;
Less open ended, workflows : j

analysis —what worked, what didn’t

@



User Testing

User Testing can be In Person, Remote,
Formal, Informal

e Plan . nhot one formal round

e Informal wireframe

Can be as small as five participants
(gets over 80%)

Get quick feedback and adjust
Usually simple “walk through” scenarios

Test internal users, great for buy-in




Thank You.



