Web UX/UI
development
workshop

Workshop 2 —
Finding out users’ problems
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mailto:gordonlee.cityu@gmail.com

Today’s agenda

* Website UX/UI design processes

 User research

Exercise: Among an area of interest, try to interview 3 people in the class to understand
their painpoints/behavior.

e Data analysis

Exercise: Use affinity diagram to analyze the data from user research to find out their
painpoints.

* Personas and user journey
 Problem statement
e Website solution and user flow

/4



/\/\/\/\ Please specify your name and

email so that | could send the
comment to you.

Remember
, * Use case
what we’ve -
* User scenario
done last . Site map
week?
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Any problem with

the homework? Ly
O
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Website UX/UI design
processes
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“Art is a noun, and design
is a noun and also a verb.

Artisa product and design
is a process.”

Paul Rand
Logo Designer of IBM, UPS
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Why do we need
design?
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Design is more than

aesthetics, it's a plan
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The design process
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User-
centered /
Iterative

Process-
centered
design

There are many

different models

when practicing
design

Empathic
design

Agile /
Lean UX
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But they have a lot
In common...

* Research the problem
space

* Focus on the opportunity
and define the constraints

* Explore possibilities
 Decide the best solution
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Start with
WHY
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O Ask 5 “Whys”

People aren’t sharing the documents they create
People are nervous about sharing
They’re not sure who will see what they share
We don’t tell them who will see what they share
We don’t have that data in our system
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If we're going to solve a problem,
let’s make sure it’s the right one
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centered
design
process

User-
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Defining the right problem
or opportunity (what? why?)
Explore challenges

General problem / question

Research;

insight into InEfarkang

synthesis;
. the problem; g
identify area
user-centered:;
to focus on

TRLT empathetic

Edit
insight

Look for
meaning

Discover Define

Specific problem / question

TRL2

Finding the right solution
(how to?)
Generate ideas

potential
solutions through:

ideation;
brainstorming;
concepting

Explore
possibilities

Develop

specific solution
that works;

validate and
implement
prototype

Refine
and build

Deliver

Specific solution / design

TRL3

Deliver
feasible
point
design

Double
diamond
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* You are solving the right problem
for your users

* Your users will use your website

Why user-
centered
design?

* You discover what goes wrong
before investing too much
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Today we
will cover:

Data

User analysis

research

A little bit
of solution
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User research
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User research

User research focuses on
understanding USER
BEHAVIORS, NEEDS, and
MOTIVATIONS through
observation techniques, task
analysis, and other feedback
methodologies




2 VAVAVAN
2 VAVAVAN

User research

Understanding
USER BEHAVIORS
NEEDS
MOTIVATIONS




Why do we need to
understand our users?
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Because they are
usually* where
the income from
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Why UX research?

* To ensure you're solving a problem
that exists in peoples’ lives

* To deliver design that is tailored to the
needs of its intended audience

* To learn how users actually use our
product

e To align the team
* To identify UX or product opportunities

* To gather data that support your
(design) decisions

* To save money!
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“If I had an hour to solve a
problem, I'd spend 55

minutes thinking about
the problem and 5
minutes thinking about
solutions.”

Albert Einstein




THINGS ON THE FRONT PAGE.  THINGS PEOPLE GO TD
OF A UNIVERSITY WEBSITE THE SITE LOOKING FOR

CAMPUS PHOTO
SLIDESHOW

LIST OF FACULTY PHONE

BERS AN IS
ALUMNI NUMBERS AND EMA|

INTHE  PROMOTIONS
NEWS FOR GAMPUS
EVENTS
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What I want from a
restaurant website:

Menu

Specials and happy hour info

(Including social promotions such as Foursquare, Groupon,
! pr q .

and Twitter specials)
Address with a link to google Mmaps

Online reservation system that actually works

(instead of one where I make a reservation online, show up, and the

hostess gives me a blark, confused stare when I tell her my name)

Hours of operation, parking and contact info

Letter from the
founder that no PR

What I get instead:

Obnexious flash animation Menu is onlly
showing gant pictures of

couples stuffing food in
each other's faces

Can't copy/paste
arything because
i#'s in flash

Every restaurant curer Thirks

ore has ever or that theyre the first person fo
will ever read WCIComC, use the Popyrus font \AAP)”'
Twenikd o tos take this oppxor tunity to wekcome gou to Cafe MeatyVmmers, founded in F ‘V(f
reneteen-oh a-sht 'ﬁmcﬂ"”lh’\f-\d.m dnndﬂknpuruﬂuﬂ-

Our exc [ g wdl e huet and ertr e e s bathe o dim ¢ ke
which cam o0 ol abes i ot knck batir e - sho o ugly e Sl ?

Our warm, wekcoming staff will treat you as nothing short of family — because f they dont we'll
roport them as : = Z

Arsghing is possdle st Cafe MeatyYummens. The onky bmit s yourself.

Lowve,
-PHM
Owener

) > ’
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WHAT WE DESIGN FOR... THE REALITY...

Look around
Read feverishly for
anything that
Read
a) is interesting,
o or vaguely
Read resembles what
you're looking |
[Pause for and
reflection]

b) is clickable,

“inally, click
‘a carefully
chosen link

As soon as you fint
a halfway-decent
match, click,

i If it doesn’t pan
C e - ' e out, click the Bach
| SE—— button and try
again,

’ o"

Steven Krug’s “Don’t make me think”



To align the
team

* Align the team’s
understanding:
o i) clarify who the users are,

o ii) clarify what the actual
problems are, and

o iii) provide qualitative data
and/or quantifiable data on each
problem’s impact to
customers/business so that the
team can make informed
decisions
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How the customer explained it

How the Project Leader
understood it

How the Analyst designed it

How the Programmer wrote it

How the Business Consultant
described it

How the project was
documented

What operations installed

How the customer was billed

How it was supported

What the customer really
needed

7



e Research up-front can help you
avoid designing or building
things that don’t matter

 Continual research can validate
your ideas and save you time

To save money and money
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Cost of changes user involvement
Early & Often |S key! Cost of Changes

\ : A

Number of design
alternatives

v

Initiating / Requirements / Development / Deployment /
Planning Design Testing Closeout
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What do we need to learn
from our users?
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— PEOPLE — [-CONTEXT

A

* Personal History

* Mood / Emotions

e Culture
 Education

S




* business and technology
environments

* social and cultural context
in which activities occur

* Location / Environment

* Devices
* Relationships (objects
and people)

* Relationships (people and




CONTEXT— - ACTIVITIES

* What s the user trying to accomplish?

* What tasks must the user complete to
accomplish their goals?

e Arethere any pain points in the current
ways they go about these tasks?

Sy



Summary:
What do we
need to
learn?

People

» Needs are shaped by personal history,
mood/emotions, culture, education,
desire, etc.

Context

» Behaviors are influenced by context.

Activities

* Motivations are reflected through
activities
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How do we
obtain this
information?

User research focuses on
understanding user behaviors,
needs, and motivations through

4

,and other
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Research methods
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Ethnography /
Contextual inquiry
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User interview




Eyetracking

A/B testing

Card sorting

! Concept testing

Flow analysis
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methods
are always
Qnmy
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. Ethnography/
Contextual inquiry
Diary studies

We will
focus on
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User interviews
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User interviews

e One-on-one conversations
between researcher and
participant

e Qualitative

* Tends to be more evaluative
than generative

e Tends to be more attitudinal
than behavioral



)

Benefits of
user
Interviews

Very personal; increases
user empathy

Produces rich qualitative
information

Enables follow-up

guestions




AN . .
A Challenges of user interviews

04

Avoiding leading,
dead-end, and

01 02 03

Making Listening actively Respecting

participants feel boundaries

comfortable compound

questions




Ask good questions

* Ask open-ended questions

e Ask about actual behavior, not
intention

* Avoid leading questions
* Avoid compound questions
* Avoid pointing out specific issues
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O Ask open-ended questions

X

“Do you like to use
free weights at the
gym?ﬂ

v/

“What types of
equipment do you
like to use at the
gym?”

/4



O Ask about actual behavior

X v

“How many times do

you plan to go to the “Describe your gym
gym this year?” schedule last year.”

/4



O Avoid leading question

X v/

“Would you say “What type of
cardio classes are a

better workout than
weight lifting?”

exercise gives you
the best workout?”

/4



O Avoid compound question

X

“When you're at the gym, do you use free weights,
or weight machines, or like, bands or straps, or ...?”

/4



How to
conduct a
user
interview?

Prepare

Conduct

Analyze

Prepare topics and questions

Conduct interview

Observe how users behave

Analyze results



What do -
we need to , P
learn? ’ .

- — PEOPLE — -CONTEXT —
4 ]

e Personal History
* Mood / Emotions
e Culture

* Education

* Desire

. Sy




What do
we need to
learn?

Location / Environment
Devices

Relationships (objects
and people)
Relationships (people and
people)

business and technology
environments

social and cultural context
in which activities occur

Sy



What do
we need to at B
2
learn? y \
\
4 \
\
- CONTEXT—{- ACTIVITIES } —|— }
A !
\ /
\ /
N\ 4
~ s’
~ >
* What s the user trying to accomplish? }
* What tasks must the user complete to -

accomplish their goals?
e Arethere any pain points in the current
ways they go about these tasks?

| Sy




Contextual inquiry

/4




Why we do
contextual |nqu|ry? e Design should support and

extend user’s existing behavior

* Users are experts in how they do
things

* More explicit than interviews,
surveys, or other data

. Py e
User experience

-
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VA VAVAVAN about your subject

A contextual interviewer observes users as
they work and inquires into the users' actions as they

H owW tO unfold to understand their motivations and strategy.

con d uct The interviewer and user,
through discussion, develop a shared interpretation

contextual of the work

inquiry?

\
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A~/ Usually we do user
interview and context
inquiry at the same

time L
O




How to do a
user interview}
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User research

Get into a group of 3 people

Each group would be assigned an area of
interest from below,

Prepare a list of questions within the group

Interview the person in the next group to
understand their or

Group A please interview Group B, vice
versa

i.e. Student 1 of Group A should interview
Student 1 of Group B, and vice versa;
Student 2 of Group A should interview
Student 2 of Group B, and vice versa;
Student 3 of Group A should interview
Student 3 of Group B, and vice versa



* Areas of interest:
1. Findinga job
2. Apply for a course
3. Travel planning
4. Managing finance

User reseaq rch e Ask the interviewees about

their habits to discover their
painpoints

* Time: 25 mins




O

2 VAVA VAN
So now we have

some data, what to

do next? L
O




Data analysis
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@ Write down your three most
memorable points :

Do you still 1)

remember what

you’'ve got out of the
user research?




Do you still
remember what
you’'ve got out of the
user research?

Write down your three most
memorable points :

We may need some
better methods




Affinity diagram
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Affinity diagram

* A way to find patterns in
qgualitative data

e A tool that gathers large
amounts of information (ideas,
opinions, issues) and organizes
them into groupings based on
their natural relationships




* To a large amount of
information into groupings or
clusters of ideas that have a
natural relationship

* To find or to reveal the
L] [ d I . . |. )
Why aff|n|ty ggtaer ying in qualitative

technique for soliciting ideas and
obtaining consensus on how
information should be structured







How to do
affinity diagram?

Most effective when done as a team

Go for the ,in silence,
collaboratively

Create the affinity silently to allow
each teammate’s perspective to be
reflected by the diagram

As a team, organize the data by the
insights each grouping suggests about
the problem. Add a group title using
“I...” statements (from the user’s point
of view)

/4
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* Any group that the entire team

can’t abide by should be
reorganized

e Any group with <3 data points is
weak (not sufficient)

Go for the
essence, In
silence,
collaboratively

e Any group with > 10 data points is
weak (can be broken down more)

* Any group formed entirely by data
from one user is weak (biased)
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Go for the essence

Any group formed entirely by

data from one user is weak
(biased)

Mr. Plum \/

prefers prefers
chat ove cats over

phor dogs

eats zza :
bre .rast

¥ Qe car

uses uses
Venmo ‘ services
instead of instead of
PayPal I oo

ever: lay

Mr. Green

prefers
ork over
s val life

e sat
irr. jular
F ars

ises
.angouts
instead of
mail

/4



preferences

prefers
chat ovr
pho’ .

pre :rs
cat over
C 8s
pre 3rs
work ver
social. *

eatsau
irregular

eats
breal” .st
int scar
ats pizza
every day

uses
Venmo

instead of
PayPal

ses

se 7ices

ins :ad of
iSh

iSes
angouts
mstead of

mail

Go for the essence

* Groups are Task oriented (not

words)

e Each group doesn’t yield actual

patterns

/4



60 FOR THE ESSENCE

I don’t take good care 1 don’t invest in

of my health

eats at
irregular
hours

eats pizza

every day

eats
breakfast
in the car

high maintenance
relationships

prefers
work over
social life

prefers
cats over
dogs

I am highly connected

uses

Venmo
instead of

PavyPal

uses
services
instead of
cash

prefers
chat over
phone

uses
hangouts
instead of

mail

/4



* Review your user research data
from this morning. Rewrite sticky
notes if necessary for clarity /
legibility

* Get back to your group

e Start grouping your sticky notes
of the whole group by their
natural relationship. Come up

User Research with group label (i.e. a problem

statement) for each group

e Compare this with the 3
observations you wrote down
earlier

* Time: 25 mins




User Research

e Each team briefly present their
area of interest and what
they’ve found about the users

* This should include:
e Users’ painpoints
e Users’ needs



@)

N7

Personas and user
journey

/4




But users
can be very
different...
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Personas

* Archetypes

* Groups of real people
represented by a handful of
personas

* Not necessarily the people
who bring in the MOST
revenue for a business

o0

/4



A VAVAVAN
2 VA VAVAN @
e To remind us WhO our users are

* To summarize user research

* To focus design efforts on solving
the users’ problems

Why do we
make personas?

* To make design less subjective

/4



AVNAA
NNNN\What does a

persona include?

* A name and photo
 Demographic information
* Goals and needs

* Preferences

e ...and whatever else is
important

/4



Confident
learner

Samantha Bell

“I'd love to keep in contact
with my friends™

Sam s about to go abroad for her gap year, 0 her parents
decided 10 get hér a néw camera, to make sure she's able
10 record everything she gets up to

She hikes the camerna as 1 looks 50 modem, and it's able
to 4o 50 much more than a kot of her fnends’ cameras
She loves being m contact wath peaple all the tsme, and
finds d's a great way 1o kil btme ble when wanting for the
bus She uses a lot of the more advanced features —

ﬁ"""”" :'“I ‘;l L panoramic shots onbne upload and

e "x_'l:—._: f w i gRe

hitp www fickr com/photo | YWhen she encounters a problem she ignores & most of the
s/nerdcoreqn time - ghe s not sure If she even got a manual with the

camera When she has trouble she can'l ignore she
speaks 10 her fnends, or goes into a camera store — she
wants to be talked through the problem

Frustrations

* Lack of wireless/3G access

- Show uploads

 Low battery life

= Need to be plugged in to upload
images

« Slow shutter speed

« Want 10 be able to name/add
commaents to uploaded images

» Getting online is confusing

» Creating new albums

|deal features

* Ability to tlake pictures

= Ability to upload mages 1o personal site
uwsng 3GNNH

= Allowing others 10 access her pictures
remaotely

* Long battery life

« Ability to name and add comments 10
uploaded images

« Ability to create several albums, and
upload pctures 10 each

—

First time user

- ™

Female, 27 year old, single
Student

Sam prefers to learn how 1o things
by trying things out by hersell. She
isn"twarried about ‘breaking’
anything. If she does need help
she would prefer to not to refer to
a manual but “do it herself”.

J

ks
Needs

In order of preference

1. To share pactures wath her
parents

2 To share her pactures with ber
inends

2 To share her pictwres with people
she meets whist travelling

Key attributes

Low High
Knowledge o

Expenence ¢

Help use — @

Conhidenze gy

Sy



GENDER

f\ 'f_: E

LOCATION

ODCCUPATION

Narrow Feet
Female

36

Los Angeles, CA

Receptionist; $38k

“It’s SO difficult to buy
shoes that fit my feet.”

MOTIVATIONS

Brandi gets very emotional about shopping for shoes in retail stores because she rarely can
find a pait that fits her narrow feet. Recently, she’s turned to online shopping to avoid the
hassle of shopping in stores. Brandi found Munro after Googling *narrow width shoes” and
reading other reviews online about the company

GOALS
* Needs an 5SS (4A) width shoe
* Would like to purchase several pairs to fit occasion, style, and color
* Hoping to find that she doesn’t have to sacrifice style or options when searching
by fit

FRUSTRATIONS
* Not being able to filter available shoes by width
* Getting far fewer options when she applies width filter
* No other recommended shoes when she’s looking at a pair she particularly likes

REAL MUNRO CUSTOMERS

“My whole life has been a choice between fit and style - when | was younger, | went for style &
my feet killed me. As an adult, | tried for fit & the styles were for 95 year olds, This shoe is the
1st time | could get both.”

“I wear a 4A and | have struggled my entire life finding shoes narrow enough for my feet and
more 5o in recent years. | stumbled onto this Munro brand sandal and was shocked to find it
comes in up to a 4A width and it actually fit and is like wearing a glove! | now have two pairs in
different colors.”

“Love these slides so much | went out and bought two more pairs. | have very narrow feet and
they fit perfectly. They're very stylish and | get compliments whenever | wear them.”

7



So how can
we make a
persona? /i




O

o\
So how can

we make a
persona?’

Remember
that we have
interviewed 3

/ o




Steps of
getting a
persona

Create

Prioritize

Validate

Write post-it’s and create affinity diagrams

Create personas to represent a user from each group

Prioritize your personas

Validate them

Keep them alive



* Write key points on Post-Its
* Make sure they are:

* Specific

* Relevant

e Universal

Post-it’s and e Create an affinity diagram
affinity diagram

/4



2 VA VA VAN
A O
* What are the groups that

naturally form?

* What are their shared
characteristics?
* Frequency of use
* Expertise
* Geography

2.
Create personas

* Not just demographic!

/4



2.
Create personas

Expert

Computer and IT experience

Numb

/4



2.
Create personas

Once a
year

Frequency of use

Every
day

/4



2.
Create personas

@ A persona should have:

Name
Tagline
Who are they?

What are their goals and
motivation?

What is important to them?
What are their pain points?

/4



Prioritize
personas

Primary Secondary

/4



2 VAVAVAN
A O
* Do a quick gut-check:

* Are they based on research?
Do | know people like this?
* Are they useful?

* Run experiments (usually via
conducting user research)

4.
Validate them

* Role-play as a persona — still
realistic?

e Continually refine your personas

/4



2 VAVAVAN
A O
* Make posters and display them

prominently

e Refer to them in presentations
and documentation

5.
Keep them alive

e Use them in casual product
discussions

/4



© Tools for making personas
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https://xtensio.com/

User journey
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NVAVAN . .
A What is user journey?

a strategic process of
capturing and
communicating complex
customer interactions

visually illustrate a
customer’s processes,
needs, & perceptions

across their interactions

and relationships to satisfy

a heed.

J




Alexander’s Experience Map

"l want you to organise everything- boat, driver, chef - give me options”

Role: Founder of AdventureTr ap & business owner 'mi‘ " my budg.t. ﬁnd me ‘om.th‘ng n‘c."
Age 45 RQIBT:OI'IS!’LQ Married with 2 children under 12
~ ’, ’ "w
Background Founded his ¢ ompany at the age of 22 and now owns two small businassas l don t kmw Who you are, so ' m not wng to book wnh you
r RESEARCH | BOOKING 1t HOLIDAY 1
Fatehooa
- “WHERE DO | L oouon SV WHY CANT | ke
z WANTTO GO Check fights  KNOW WHERE ITIS?™ = Arrive @
D MY Lounc 'l|"“']
4 “IWANTTO GO
A ON HOUDAY * - > . = M - .
- - D () ". iy L+ 0-""'0
. o Friends . Viatasge o . . "I HAVEN'T HEARD
% "IWANT Emad i P C card m:fx’l‘l\f:on Plane/peivate Ph
o TO KROW s & business/frst 5
. YOUD - - “IWANTTO % sking A sharng
ABOUT THIS it WML | NEGOTATEON "THE RIGHT WHEN WILL
- THE PRICE"
AMAZING VILLA TAKE FOR A THING T 1 GET THE KEY5?*
RESPONSE" o
HOLIDAY
|
® Highlght & P Pokat ® Highiight Pain Paint  Pain Poine Pain Point Mighight . v Highiighe Pain Point
i So many options It's gat the Foundthe isitavallable?  Pdfwan'topen  Feelclever "20FPoit @ PunPolt ol Need help 1o Is it going to
SR i right calibew af pfop:ﬂy DN o coady Watrensior Sooks for getting a m".‘ Frost :m the wait orqaplge xtra be as good
0 oll sites m praperty that | another o book yat ISR discount o GPOSISIANS  poing the rest actwites &
=~ My MSGUaMants want site i Friends dspute panic sirens wansfars
0
= 3 3
& NOTES & COMMENTS :
a - POF's - Site looks professional - Exclusive supplier : - Visible contracts - Visibility on additional festures < Welcie oack
& - Cancierge call back - Fast respanse - Build good relstionships 1 - Negotistion on money Honesty whan Xt comes 1 ey ! - Guide to the ares,
Y - Distums opticrs - Qrganic traffic - Direct line (whatsapp) L Ghvl racommenciations - Discretion Is a big factor ! - Emergency contacts
- 561 price margins ~Word of mouth 3 ;‘:‘"‘hm PRI - Tours of the villas - 1o soothe L ot of ek Rt it
. Clear terms (w.g st dinner parties] S gift a5 500 a5 booked t oo retum from holiday)

FNOH NEN L3N

|

10345434 435N

S3AI




 Compared to user flows, user

journeys:
e concerned primarily with the
, , and
throughout the process,
User jOU rn ey VS as opposed to task and decision
steps
User flow * more focus on higher level

* more aesthetically visual




Rail Europe Experience Map

Guiding Principles

s larger e build their trav

Customer Journey

STAGES Research & Planning Shopping Booking Post-Booking, Pre-Travel Post Travel

Enter trips. Review fares Condmm | Do "
. 3 o oL g vory | Payment  Reviow&
Resoarch destnations, routes and products o ey peesial e ooyl
Destination Look L
pages . tims tables

Print e-tickets

Wit for paper ickats to amve

over ime

Change
plans

Acthities, unexpected changes

E-ticket Print
ot Station

Plan with
DOING interactive map

Jrl
)
| raseurope.com 8 R L

Mop itrerary
{inding pass)

Y . questions

co. but F'm wilng 10 pay

THINKING cat ma? W a
e
o I'm oxcited o P Adveor. Everyone &
« Vit | be able 10 5
FEELING « What ¢1 3 tre cierent products
o 1 con't want 1o maka he wiong choce.
o A1 e thas s the ¥ | wort 30 tske?
EXPERIENCE
Helplubess of Rail Europe Helpluleess of Rad Europe
Opportunities
GLOBAL
Communicate a clear Help people get the help Support people in creating their
value proposition. they need. ©own solutions,
STAGE: vt viast STAGES: Globs STAGES: Globw

Make your customers into better,
more savvy travelors.

STAGES: Gioeat

adaptive path _

Engage in social media with

STGES: Goos

May cal If
aifficuities
ocour

Helptuness of Rail Esrope:

PLANNING, SHOPPING, BOOKING
Enable people to plan over time.
STAGES: Pareny, Sroepng

Connect planning, shopping and
booking on the web.

STAGES: Plarrang, Sheeong, Booung

Information  » Stakeholder

Chock ticket

; % 4 & watis . I:f H?:;‘“.“:

pran | [e] < maps
D4 / /
activities. D welby/ D
v Resaarch "/ e =
hotels Paper lm:r:‘. Lockie
artve in mai e

* Do | have everything | need?

* Rai Ew0pe wetsto was @ 3 tancly, b
when an issue came Lp, | couldn't gat help

= What wil | 0o if my tickets don't aeive in tima?

i 1ot I'm about 1o ave the country
won't angwer the pho
i Ewrope won't ship

* Happy 10 recene

i the mad!

Helplulness of fad Europe Helplubness of Rad Eurspe

Visualize the trip for planning Arm customers with information Improve the paper ticket
and booking. for making decisions. experience.
STAGES. Rarneg. Sracpng

BIAGES: Shgpen. floking STAGES. Pont- Booang, Yo, Foet-Travel

Aggregate shipping with a Proactively help people deal
reasonabile timeline. ‘with change.
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Enriched Experience

& Starbucks Experience Map

@© v

Date: 3/22/10

Eric - Repeat Customer
Purpose: To work/drink coffee
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Anticipate Enter Engage Exit Reflect
|
| I I
Touchpoints  Office Car Walk-In Line Order Pay Sit Drink Work Pack Up Walk Out Car
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aroma of line. 4c Ifeel action ends 7.cFirstsipis ries and now my head- to continue mind state
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ing is pleasant,  same area. get Mo to the outlets. Thisis ~ 7.dThe computer is a was disap-
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brightandnot  crowded. 4d Thebaris i paid, Once sips remain s too low to 1 will begin up and walk environment.
too dim ta confirms again | feel 6.d Most satisfying work from looking for around until | Distracting
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Persona and user journey

e Each persona has a unique user journey

e User journey is made to visualize a persona’s needs, pain points and
moods throughout the process

* To figure out what is the most urgent pain points that we need to
attend to
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Problem statement
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What is the
biggest
problem for
the user?




is a challenge for

Problem

because
statement

/4



Opening doors is a
challenge for dogs

Problem because they don’t
have thumbs

statement
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Website as a
solution

N7
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Go back to your
problem statement...

e Can website provide a solution?

Please look at your journey map
and persona

* |s the persona tech savvy?

* |s website involved in the current
user journey?

e Can website do better than
current methods?



€ O 8 nhttps;//www.amazon.com 67% x  “®amazon > @l v B

/)
o )’ NEW & INTERESTING FINDS ON AMAZON == A — l.-‘ { 4 ."‘:2 E ““‘ e ' ) e 2
The Halloween Shop

®  AccountaLists Orders Try Prime \-!Can

Sl LOOK SUPER

Amazon Exclusive:
Super NES Edition + Super Mario Kart

AN
e o
D) D
.
:NINTE:NDO ‘" - w
e °3DS x. ! e
Explore Amazon Shop all departments EAST DANE
Get ahold of the
best fall bags.
3 - 5 > . 3
AMAZON BASICS SHOP BY ROOM MEET ALEXA COUPONS DEALS ON ESSENTIALS  KITC iy i
& 23 FREE EXPRESS SHIPPING

Ad feedback

Related to items you've viewed see more

Halloween
WIRED- CARE Shop

Waiting for fls-na.amazon.com...

7



/4



User research

Do it with your group

Choose an area of interest from the list (or from
your own):

Work| Study| Travel | Finance | Relationship |
Shopping | Home | Health

Interview 5-10 people to understand and
identify users’ painpoints and behavior

Devise a website development plan to solve the
painpoints with personas, user journey and
competitive analysis

You may consider this as a part of your group
project!

Submit this to gordonlee.cityu@gmail.com

On or before next lesson (Oct 30)


mailto:gordonlee.cityu@gmail.com
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