


User experience encompasses all aspects of
the end user’s interaction with the company,
ts services, and Its products.

-DON NORMAN & JAKOB NIELSEN, NN/G



Introduction

ABOUT ME
o Visual Designer-Print/Branding
 Web Design/IA/Content Strategy

o Drupal Site Building/Architecture



Why UX?

User experience encompasses everything your organization
does. After all, government Is public service, and without
effectively meeting the needs of the public, we're missing
our principal mission goal.



UX-Value Proposition

Correctly aligning user experience goals with your
organizational goals will:

 Enhance your organization’s ability to fulfill its mission
 Enable users to more quickly achieve their goals

« Empower greater community engagement
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How UX Wants to Be Seen

Field Research

Face to face interviewing
Creation of user tests
Gathering and organizing statistics
Creating personas
Product design

Feature writing
Requirement writing
Graphic arts

Interaction design
Information architecture
Usability

Prototyping

Interface layout

Interface design

Visual design

Taxonomy creation
Terminology creation
Copywriting

Presentation and speaking
Working tightly with programmers
Brainstorm coordination
Design culture evangelism

SOURCE: Erik Flowers http:uxisnotui.com

UX=UI

How UX Is Typically Seen

Field Research

Face to face interviewing
Creation of user tests
Gathering and organizing statistics
Creating personas
Product design

Feature writing
Requirement writing
Graphic arts

Interaction design
Information architecture
Usability

Prototyping

Interface layout

Interface design

Visual design

Taxonomy creation
Terminology creation
Copywriting

Presentation and speaking
Working tightly with programmers
Brainstorm coordination
Design culture evangelism



UX=UI

What does UX actually mean? The various UX roles that a person can
fultill are plentiful. Some are whole jobs, some whole careers; others are
tactical roles that we all move In and out of.

What so many UX designers would like you to remember is that UX
Is not just Ul design.

SOURCE: Erik Flowers http:uxisnotui.com
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CHALLENGES

» Widely different tasks grouped Landing Light Control
together | ‘
* No tactile difference- ' | g Wing

impossible to tell by touch




Ul Challenges-Takeaways

Coming in on final approach in a B-1/7, the pilot asked for landing
lights. The flaps were over one-halt down and we were about 2,500 feet
short of the runway. When reaching for the landing lights the flap switch
was accidentally hit, knocking the flaps up causing the [aircraft] to
mush Into the ground. Major damage was done to the plane.

| think this could have been prevented had the switches
been further apart.

SOURCE: Kim Vicente, The Human Factor: Revolutionizing the Way We Live with Technology, Knopt Canada
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Landing Light Control

IMPROVEMENTS

e Like controls grouped together

e Tactile differences enhance identity
through affordances-flap control shaped
like flap, landing lights like lights.



Ul Improvements-lakeaways

 Almost all pilots in the studies during World War |l indicated making
some type of error, regardless of their experience level

 Designers didn’t pay enough attention to the human factor

* Accidents could be avoided by tailoring to the human factor—
providing a way to guide to better decisions

o Affordances like the examples shown help to decrease cognitive load

SOURCE: Kim Vicente, The Human Factor: Revolutionizing the Way We Live with Technology, Knopf Canada



Challenging Web UX
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« Example of design still
troublingly prevalent In
medical field

e Arrow Indicates critical

alert, that's easily
overlooked

e |n this case, high staff

cognitive load coupled
with poor UX resulted In
accidental patient death


http://medium.com

Excellent Web UX

e Clear, balanced layout,
smart use of negative space
avolds Information overload

e Content hierarchy readily
apparent—overview, with
clear links to more for each
item

e Affordances for interactivity
and format [imitations




What 1t Means for Us

Like the aircraft examples, UX challenges don’t require revolutionary
technology

Using empathy to help users achieve their goals helps us help them-—
making us partners working toward a common goal

As with the Ul improvements in the aircraft, it often requires minimal
technological or development investment

Rapid iteration and prototyping can help enhance your existing
projects, as well as those starting out






Principles of UX

Considering how broad the field UX encompasses, it's wise to break it down into segments:
o Useful
 Usable

« Desirable
 Findable

« Accessible
 Credible

e Valuable

SOURCE: Peter Morville, Semantic Studios, http://semanticstudios.com/user_experience_design/

X



Principles of UX-Expanded

USEFUL

As practitioners, we can’t be content to paint
within the lines drawn by managers. We must
have the courage and creativity to ask whether our
products and systems are useful, and to apply our
knowledge of craft + medium to define innovative
solutions that are more useful.

SOURCE: Peter Morville, Semantic Studios, http://semanticstudios.com/user_experience_design/

e

USABLE DESIRABLE

VALUABLE

FINDABLE ACGCESSIBLE

CREDIBLE



Principles of UX-Expanded

USABLE

Ease of use remains vital, and yet the interface-
centered methods and perspectives of human-
computer interaction do not address all
dimensions of Web design. In short, usability

IS hecessary but not sufficient.

/ USEFUL
ME DESIRABLE

VALUABLE

FINDABLE ACCESSIBLE

CREDIBLE

SOURCE: Peter Morville, Semantic Studios, http://semanticstudios.com/user_experience_design/



Principles of UX-Expanded

DESIRABLE
Our quest for efficiency must be tempered by an .
appreciation for the power and value of Image, M
identity, brand, and other elements of emotional Lo 4
deSign. VALUABLE
FINDABLE ACCESSIBLE
CREDIBLE

SOURCE: Peter Morville, Semantic Studios, http://semanticstudios.com/user_experience_design/



Principles of UX-Expanded

FINDABLE

We must strive to design navigable web sites and

: : USEFUL
locatable objects, so users can find what they
USABLE DESIRABLE
need.
VALUABLE
MLE ACCESSIBLE
CREDIBLE

SOURCE: Peter Morville, Semantic Studios, http://semanticstudios.com/user_experience_design/



Principles of UX-Expanded

ACCESSIBLE

Just as our buildings have elevators and ramps,

our web sites should be accessible to people with —

disabilities (more than 10% of the population). = et
Today, it’s good business and the ethical thing to ol %
do. Eventually, it will become the law. s -

CREDIBLE

SOURCE: Peter Morville, Semantic Studios, http://semanticstudios.com/user_experience_design/



Principles of UX-Expanded

CREDIBLE

Thanks to the Web Credibility Project, we’re
beginning to understand the design elements that
Influence whether users trust and believe what we
tell them.

USEFUL
USABLE DESIRABLE

VALUABLE

FINDABLE ACCESSIBLE
a.

SOURCE: Peter Morville, Semantic Studios, http://semanticstudios.com/user_experience_design/



Principles of UX-Expanded

VALUABLE

Our sites must deliver value to our sponsors. For

non-profits, the user experience must advance the

mission. With for-profits, 1t must contribute to the s
bottom line and improve customer satisfaction.

USEFUL

DESIRABLE
;.

FINDABLE ACCESSIBLE

CREDIBLE

SOURCE: Peter Morville, Semantic Studios, http://semanticstudios.com/user_experience_design/






Process

What What What What '
B I
EMPATHIZE VISUALIZE CO-CREATE ITERATE
framing exploring building experimenting
Interviewing brainstorming refining testing
observing creating evaluating Implementing
analyzing

Design Thinking: A framework from which to launch your UX initiatives.

SOURCE: IDEO, Stanford d.school



Design Thinking Process

PROCESS OVERVIEW

o WHAT IS? Empathize: framing, interviewing, observing, analyzing
o WHATIF? Visualize: exploring, brainstorming, creating

o WHAT WOWS? Co-create: building, refining, evaluating

o WHAT WORKS? |terate: experimenting, testing, implementing

SOURCE: IDEO, Stanford d.school



Design Thinking Process-1

EMPATRHIZE

WHAT IS—This begins by framing the challenge—uncovering a key
problem to remedy. Finding out what Is a given problem. By careful
Interviewing, base assumptions can be revised/validated. Of principal
Importance here Is effective interviewing—becoming childlike in
repeatedly asking why, and not leading on interviewees. It requires a
mindset where the design thinkers know nothing, and the interviewees
(users) everything, not allowing prejudices to creep in and hamper the
discovery of the key question to solve.

SOURCE: IDEO, Stanford d.school



Design Thinking Process-2

VISUALIZE

WHAT IF—Especially on short time frames, I1t’s easy to reach for an
obvious solution, which can become repetitive. Design thinking works to
avold this by requiring many solutions to a given problem be generated,
and evaluated while withholding judgment. This allows for more
possibilities, by breaking down preconceptions we may not be aware of.
Framing possibilities in the context of what if [this I1dea solved]...

SOURCE: IDEO, Stanford d.school



Design Thinking Process-3

CO-CREATE

WHAT WOWS—Narrowing down the generated visualizations, and building
quick prototypes helps validate solutions. A rapid process IS key here—
making quick prototypes to test, not high-fidelity mocks. This allows for
experimentation and refinement with little emotional and resource
expenditure. By leveraging team members, more ideas can be generated
more quickly than even a skilled practitioner working alone. By finding
what wows (delights/satisfies) a user in this fashion, successful
iterations can then proceed.

SOURCE: IDEO, Stanford d.school



Design Thinking Process-4

ITERATE

WHAT WORKS—combining the refined research and prototypes into a
workable solution that can be quickly tested. Again, although the
solution Is more refined, It’s still important to allow modification/revision
—as will be informed by thorough testing and real-world experience. If
successtul, there will be a shippable product/service. If not, perhaps
cycling back to more user research and testing will be needed to solve
the challenge.

SOURCE: IDEO, Stanford d.school



Design Thinking Takeaways

Method to solve “wicked problems” that may seem intractable

Allow for UX design work on a budget—extrapolate from a small sample in a short
time frame

Focuses on qualitative vs. quantitive. More holistic than pure statistics
Basic requirements lower barriers to entry, allowing greater participation
Imposing rapid timeframes generate ideas quickly, force out-of-box methods
Best not approached as dogma, but to adapt to your specific use case

Only the start—not a substitute for the formal UX design work



Design Thinking-Example

PARCHED PUPPY WATER CONSERVATION
CONCEPT

o Created during the Global Service Jam 2016
held in Washington, DC, a project that would
need to go from concept to working prototype
In a 48-hour timeframe.

 Demonstration of DT process used to find
novel solutions to water conservation
challenges.




Design Thinking-Example

Rapid pace necessitates non-linear
process, short research, fast, throw-
away deliverables to get to working
final prototype.

CONGRKTOLATIONS |
\ps‘u @y O @0
Next Tive o AN
TO JNOR, SRRCT STMT SHOWeR. |
Dog G DONT FORGRT T Weer /

A EoRE /
STOP_SWOWR Wy o’

&



Design Thinking-Example

The iterative framework
can be expanded to a
more finished prototype
for validation quickly.

Showing screens, interactive elements

Focusing on the user from
the outset helps anticipate

INITIAL SETUP

This is the flow, from the point

many potential

Parched Puppy.

challenges.




Vly Process

Empathy for all project members Is key—as well as leaving the fear to
be wrong behind. Rapid iteration and close collaboration.

)



Discover

User and stakeholder interviews—find the actual goal, not a vague
desired result

Requirements gathering
Securing buy-in from key stakeholders

Personas—don’t have to be elaborate, but offer an effective method to
gauge the effectiveness of your product in real-world situations

mscovm’




Discover-Tool Set

Whiteboard
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lterate

Incorporate research and requirements into prototype
Use (low fidelity) tools that allow you to rapidly test ideas
Sprints are excellent methods to generate ideas

When possible, involve stakeholders here as well.

mscm@ ITERAF*




Iterate-Tool Set

SUGGESTED TOOLS
 Paper Templates
o Whiteboard

o Post-Its
o Low-fidelity digital comping tools

N.B. Focus on this stage Is rapid generation. Avold being sucked into
drawn-out processes. It need be, devise sprints or short time [imits.

mscuvm’ ITERATE"




Bulld

Incorporate your best prototype(s) into your product

Test repeatedly, and as often as feasible

Guerilla UX—random testing can uncover valuable insights
Modularity—use systems that allow for easy modifications

If major 1ssues are discovered—iIterate again!

>




Bulld-Tool Set

SUGGESTED TOOLS
 Code/lmage editors of choice

o Spirit of collaboration—do what you can to break down barriers
between team members (and clients)

o Array of devices the product will be used on

N.B. Allow your builds to be revised, It at all possible. Developing
tunnel vision on a given path can have disastrous consequences.

99




Review

Functional testing—will the product perform as advertised?

User testing—getting the project into the hands of actual users Is one
of the tastest ways to gauge overall effectiveness

Security—thorough reviews 1n real-world cases Is essential.

If major Issues are discovered—rebuild and/or iterate!

5995



Review-Tool Set

SUGGESTED TOOLS
e Array of devices and browsers to reflect user base
 Account for low bandwidth and other technical challenges

o User testing—make sure the product performs as required, and make
necessary adjustments, If needed.

> D>



Deploy

 Once major requirements are successfully fulfilled, launch

o Continual attention to users Is essential, whether by the client, or by
you. In a constantly changing user landscape, what may have been
clear during discovery may now be cloudy.

o |f major Issues are discovered—review the project, and adapt as
needed!

> D>



Deploy-Tool Set

SUGGESTED TOOLS
o Software/hardware of choice

* Analytics observations
e Stakeholder feedback

N.B. The UX process doesn’t stop here—the path Is for continual
Improvement over the life of the product.

S>> >9
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UXPA International 2016

Conference site, built from ground-up In Drupal

Required custom coding to interact with main site
Demanding UX-centric user base

Due to prior experience, no printed program would be used

Careful balance of performance and features



UXPA International 2016

Join Hundreds of UX Professionals

Join Hundreds of UX
Professionals

048:23:34:0

N e e e L]

Join Hundreds of UX Professionals

048:22:54:45

AR cays, 22 howrs, $4 misstos 30d 45 seconds let
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Creating visual
flows helps
stakeholders
see the steps
Involved, and
anticipate and
resolve ISsues
before launch.

User Flow

SIGN-IN/CREATE
ACCOUNT

New users to create
account, existing users to
sign in.

Data to be synched with
UXPA.org

& Create ID (new)

& Retrieve ID (existing)

ORGANIZATION

Master profile of
organization, allows
group registration and
management of the
organization’s attendees
by one of their managers.

A& Organization

& Organization Category

PRODUCT SELECTION

User selects items for
purchase, membership
discounts applied.

Also able to make group
purchases, if doing for
organization.

& Verify if member
(if needed)

W Event ID
() 4 Slots Available

EVENT

Events with limited
capacity-will confirm if
space available

W Event ID
@ Slots Available

USER PURCHASE FLOW

Mulitiple pages or form blocks

BILLING INFORMATION

User enters address, User presented with
payment method, other purchase total, ability
billing info. to modify at this time.
If OK, user confirms
transaction.

REVIEW PURCHASE

&® |ntegration with
payment processor ()

Outside of UXPA2016

USER PAYMENT

CONFIRMATION

User is presented with
purchase receipt, as well
as e-mail of activity sent

to account.

Content Nodes

O
View Displays O
O

External Sources
Internal Links
External Links

External Areas

USER ~y User profile on UXPA.org

Main source of data on & User identifier (TBD) ‘
particular user & User identifier (TBD) Data Pull ¥ Track

Secure processing on
Authorize.net Data Origin * Track

& Role
& Registered
& User identifier (TBD)




Data Flow

VIEW DISPLAYS CONTENT NODES

Visualizing data flows on
complex sites also helps st oo

organization, allows

Immensely with coding gt

organization’s attendees

and site building. e

‘o /&, Organization
eaker
& o) /& Organization Category

SCHEDULE

EVENT
Sortable list of events |
(date/time default) Node for particular event

% Event W Track
W Time Slot

& Speaker
SPONSORS View DiSplayS

Content Nodes

Listing of Sponsors External Sources

L USER
& Organization Internal Links

Main source of data on
particular user External Links

& Role

Outside of UXPA2016

USER External Areas

User profile on UXPA.org
& User identifier (TBD)

& Registered

& User identifier (TBD) Data Origin

Data Pull




Site Architecture

HOME

N eC essa ry’ Site Index Page
b Ut Ofte n LEVEL 1 REGISTER PROGRAM STAY WHY ATTEND CONTACT SPONSORS

Also serve as

bar link Process landing Dynamically Venue, location, Value HTML form, Dynamic
n e e Ct e ?alvbaz) HES page, including updated, as well as proposition, main method to listings of all
= S1pna member check. sortable by interactive map general reach staff
E | | -t users and attractions information
y ation Point of Interest
. Main signup, and Main node for a Main node for a Main node for a
to I I I I p rove U X SUBSETS purchase portal. particular event. particular event. SpONSOr.
Linked from
. Level I areas Pricing Portfolio Team Member (N) Exhibit
a n d fl n d Detailed specifics on Information, signup Bio node-info for Dynamic listing of all Layout, and dynamic
available offerings. portal presenters and staff. conference speakers listing of exhibitors
LFVEL 2 PRIVACY POLICY CODE OF SUBMISSION IMPORTANT VOLUNTEER SUBMIT SESSION Bf;"p‘f;’;g%ﬁg‘gn
I S S u e S Of a | | ;’lﬁenddzrr‘;”;reas Codified rules CONDUCT RELEASES DATES Information and Information and | as needed.
y (footer nai) for UXPA 2016 Rules of event Policies for Static calendar signup. Removed signup. Removed
presenting. of events when full. when full.
SOrts.

LEVEL 3
inel. third USER ACCCOUNT PAYMENTS WESTIN SOCIAL MEDIA
ncl. third-
Party Areas-off Membership Third-party Official hotel Links to official Level 1 Pages Primary Links
UXPA2016.0rg credentials on processor Website. Booking accounts for

UXPAorg done here. UXPA 2016 Level 2 Pages Secondary Links

Sub Pages External Links

Third Party Content Secure Areas




UXPA 2016-Comping

Rapid paper iteration to start. s gt 55 st anp
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Wireframes

Keeping assets low fidelity until content and functionality has been set
allows for modification without fear of “sunk cost”




Style Tiles & Static Mocks

Design, theme, and visual elements can be
explored and revised well before any coding.

Join Hundreds of UX Professionals

e

WHY ATTEND IMPORTANT DATES The

UXPA Seattle chapter has been active in the Puget Sound area for several years and
has grown to be an integral part of the user experience scene.

Seattle is home to many companies, some of which you might know: Microsoft,
Amazon, Facebook, Adobe, Big Fish Games, Allrecipies, Cheezburger, Tableau Soft-
ware, Zillow.com - just to name a few!

Heading 1

Ecus re sit quam in natibero endiore exeri dolor
siminctibus. Facea eatem fuga. Nament volessit
quodist, velitas ut omni quibea volupta turitem
dolupta tenimol uptatem hillaccus apelit que

Stay Why Attend Important Dates

Located in the heart of downtown Whether you’re running an in-house Plan now to maximize your experience
Seattle, the Westin hotel will be home UX department or managing a team at at UXPA 2016 and to lock in the best
to UXPA 2016. an agency that services many clients, rates.

you know how hard it can be to keep

on top of emerging trends.

verit libearit etusa iusamen descidendae ped quo
dolleceati berum dolor as velibusdae rem nihit
ipienem a con comnihi ciendae prorat.

Am dolestius mi, quaturi quo volupis non cum
excernam, sin eiunditat es arum que latiis etur,

Developer

Hover State

Networking

Thanks to Our Sponsors

S woa vfg

Privacy Policy | Contact | Submission Rell and Permissi Home | Stay | Why Attend | Important Dates
Copyright © 2015 UXPA All Rights Reserved




Interactive Mocks

Program

Event A
Event B
Event C
EventD

Event E
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Event G

Program-Detailed

Filter by Track

@ Track A
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@® Track C

@ Session A
Presenter
Location

@ Session B

Presenter
Location

@ Session C
Presenter
Location

ssion D
er

Tools such as InVision allow functional prototypes without coding, allowing

faster iteration for UX-critical testing.
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Level
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User-Centered Table Design
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User-Centered Form Design

UXPA 2016
Registration

Often overlooked, but | T Y M B
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lmproved Program UX
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Staft Administration UX

Search by Order Owner  Search by Order Owner
Last Name First Name

Search by Order Owner First Name Last Name-Registrant
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UXPA 2016 Takeaways

Registration 1s up, helped by an improved user experience
Mobile experience Is enhanced, especially for on-site schedule needs
Improved integration with surveys and presentations

Enhanced staft functionality—for registration reports and editing
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Bullding Support

Involving key stakeholders from the start of the process helps to
ensure buy-in.

In-house success stories help strengthen your case. Supplement with
noted external stories when starting out.

Making others aware of the process (and what’s involved) raises your
standing within the organization.

Government initiatives such as the USDS (U.S. Digital Service).

Empathize that what helps the user ultimately helps you.



Most business models have focused on self
Interest Instead of user experience

TIM COOK, CEO, APPLE



Organizations

UXPA International

AlIGA

DC Design Thinking

Local Web and design-related Meetups

Online communities (Stack Exchange, LinkedlIn, for starters)



Additional Reading

Suggested Resources

 The User Experience Team of One: A Research and Design Survival Guide (Rosenfeld) Leah
Buley, July 2013

 Don’t Make Me Think, Revisited: A Common Sense Approach to Web Usability (3rd Edition)
(Voices That Matter) Steve Krug, January 2013

« The Design of Everyday Things: Revised and Expanded Edition (Basic Books) Don Norman
Nov 5, 2013

o A Project Guide to UX Design: For user experience designers in the field or in the making
(2nd Edition) (Voices That Matter) 2nd Edition Russ Unger and Carolyn Chandler,
March 2012



Thank You

@karolus

kkautmann@karlkautfmann.com

karlkautmann.com
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