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Acclaim for Adventures

What a fun ride! Adventures in Experience Design
cruises through the essentials, never slowing down
for a lengthy explanation. Instead, you get memorable
challenges, friendly, instructional feedback, and
examples we can all relate to... or laugh at! Seriously,
what other design book talks of “fat vs skinny
questions” or narwhal enthusiasts?! Hands down the
most playful, jargon-free way to jump into the vibrant
world of user experience design.

- Stephen Anderson, author of Seductive
Interaction Design and Mental Notes

Identifying needs and solving them creatively will make
you an invaluable designer. Adventures in Experience
Design is an accessible and fun way to learn these
powerful skills and apply them. The lessons in this book
will advance your abilities as a designer and help you
stand out like a pro.

- Jason Eastman, Strategic Partner
Development, Hasbro

Useful, practical, accessible and fun!

- Dave Gray, author of Gamestorming and
The Connected Company

Whether you are a dabbler or diver, a student or a
teacher, a learner earning a degree or a DIY-er, there are
plenty of ideas to pursue and exercises to attempt. I'm
an educator, and when I read I cannot help but think of
how to turn ideas into curriculum - which questions to
pose, which activities to catalyze, which collaborations
to encourage - and Carolyn and Anna have already done
that. Ifeel as if I'm cheating on a test because the work
has already been completed, and yet I'll still earn credit
for offering my students an inspiring, purpose-driven,
and relevant course!

- Eric Davis, Founder/Director of the Global
Citizenship Experience & GCE High School

Anna and Carolyn have done a brilliant job of breaking
down the design processes in a fun and interactive way:.
A thoroughly enjoyable and inspiring read!

- Betsy Fore, CEO & Founder of
www.Wondermento.com


http://www.Wondermento.com
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Introduction
by Carolyn Chandler

“Too much talking, not enough doing.” That was the
feedback that woke me up. It was my third quarter
giving a class in User Experience Design at The Starter
League in Chicago, and I realized that my lecture-heavy
lessons were weighing down the beginners in the class.

Design is notoriously hard to teach in shorter blocks of
time. So much of design happens in the mind, where
nobody can see it. It’s not just about skills and sketches,
but about gaining a deep and empathetic understanding
of others, about taking in the context of problems, about
knowing when to fight for an idea, and when to give it
up. How do you explain that?

I began to tinker with running activities meant to create
those connections in the brain, and came to realize
something important.

One activity is worth a thousand words of lecture.

An activity on its own can feel like work — not that
work is bad. Good work is one of the most fulfilling
parts of our lives. But studies have shown that people
tend to be more creative when relaxed, after laughing.
And of course, a key part of design is thinking
creatively. I needed to include activities that were FUN!

The missing piece fell into place when Jim Jacoby, co-
founder of ADMCi (American Design and Master-Craft
Initiative), connected me with Anna van Slee. Anna

has an amazing understanding of the power of play.
She’s developed toys and games with companies such as
Hasbro, and directs the playCHIC fashion show. For this
book, Anna designed the games that take these design
lessons home! Her creativity makes this book fresh,
even for seasoned pros.

OO0

Before you dive into the book, here are some of the
questions you may be asking yourself...

What’s with the funny chapter names?
Experienced readers may notice a similarity between
some of our process—Sponge, Spark, Splatter, Sculpt,
and Storytell, and the software development life cycle—
Discover, Define, Design, Develop, Deploy.

We wanted to focus on the first three steps, which

are essential to Experience Design. We also wanted to
bring out the playfulness of design with artistic, multi-
sensory words that enhance the meaning of each stage.
And we wanted the journey through the design process
to sound as fun and challenging to beginners as it is for
professionals.



Who is this written for?

We wrote this for anyone who is exploring Experience
Design, whether they are high school or college
students, book club members looking for group games,
or individuals who enjoy their learning accompanied
by a family-sized portion of play. Seasoned professionals
may also enjoy playing these games with other team
members.

If | complete this, does that mean | can say ’m a
professional designer?

These adventures are meant to get your feet wet, to get
you thinking like a designer, and to help you see ways
that design can solve problems or address needs. There’s
a lot more to Experience Design than these pages can
hold. We hope this book will launch your learning or
help you determine if you want to pursue Experience
Design as a career. If that’s your passion, we think you
should! (We're a bit biased.)

Can | skip around?

The book is designed to guide you through a typical
design process from beginning to end. Chapters provide
“building block” concepts that are brought together
with a final challenge at the end of each chapter. If
you're a real beginner, we recommend you go through
the lessons in sequence; but those with some experience
may get more out of the book by jumping to the
activities that they want to practice.

Do | need a bunch of people to

go through this with me?

There’s plenty here for an individual to learn! However,
Experience Designers work with people, and some of
the games require other players to join in for the lesson
to make its point. If you're reading this alone, don't be
shy about inviting friends, family, co-workers, or book
club members to join you in a game.

For those using this book to run activities in groups or
in the classroom, we've provided The Facilitator’s Guide,
which is available on the book’s website at:

http://adventuresxd.com

You'll also find extra design challenges there, so you can
continue sharpening the skills you'll develop.

Now get ready. Open your mind. Sharpen your pencils.

And most of all, have fun!

Caro/yn and Anna



http://adventuresxd.com

Fail Forward!
It’s the mantra and the rallying cry of the designer.

Failure means you tried a solution, and it didn’t work.
But knowing that solution didn’t work is an advantage.

It’s wisdom. It’s insight. It’s experience you can build upon.

Fail Fearlessly!
It takes a lot of courage to try, and to fail.

But you'll never reach a brilliant solution unless you try,
and fail, and try and fail, and try and fail...
And keep trying and failing, until you get it just right.

B 0.0 )
Fal! for FUN! . . . A\ ‘\
Be silly! Be dramatic! Be stoic! Be secretive!

Enjoy exploring unlikely answers and misfit possibilities. )9

They just might take you down an unexpected path to the perfect solution.

In the Adventures of Experience Design, there are no dead ends.



Sculpt!

You’re About to:

Make the best of a musical fest

Solve a problem for the unicorns of the ocean
Cook up a better date night

Sketch a solar-powered backpack

Find forms in foam core

Did You Know?

Clay is one of the first materials used for creating
sculptures, but an amazing variety of substances have
followed. Glass, metal, even trash and ice have been
used to make great works of art.

Clay is especially effective when creating initial
forms, or prototypes, that you can refine by adding

and cutting away material. Once the clay sculpture
looks right, it becomes the pattern for the molds
that will help reproduce the form in a hardier
substance. In this chapter, you'll cut, add, refine, and
mold your concept until it becomes something
more robust!



Have you ever noticed that two or more movies
with the same basic plot often come out at the
same time! Why does this happen?

Occasionally, something engages the attention

of a large percentage of the world’s population.
Moviemakers notice this, and ideas for movies
follow. A previously untracked comet came close
to the earth in 1996, inspiring two movies - Deep
Impact and Armageddon - which came out within
two months of each other. Mayan predictions that
the world would end in 2012 contributed to the
enormous number of movies with “end of the
world” themes such as Seeking a Friend for the End of
the World, 201 2, and The World’s End (among others).

Designers, like moviemakers, track events or trends
that have the attention of potential audiences -
because they suggest concepts that audiences may

find desirable. But sketching a good concept
based on “what’s hot” isn’t enough to ensure a
successful movie or a successful design.Those
basic concepts need to be detailed and sculpted
by a strong creative vision to inspire loyalty
among their users and encourage repeat usage
(or viewings.)

Like a scene from a well-made movie, each
feature of a solution should be well chosen and
meticulously crafted to provide an experience
that’s useful, delightful, and achievable with the
technology and business resources at hand.
Sometimes that even means saying no to some
great ideas - but making those hard choices only
clears the way for the right approach.

Try it yourself. It’s time to Sculpt!



In this adventure you'll look at a broad range of concepts like those you
generated in SPLATTER, and choose which ones to focus on and refine. This
process is called SCULPT because, like a sculptor, you'll start by removing
big chunks (or groups of concepts), and then refine what you have left by
molding, adding, or cutting away features.

Questions to Ponder:
* What's easier? Adding a new feature to a product that people are using, or
removing a feature that already exists?
* If people desire a particular concept, what barriers may exist that could
stop that concept from being developed?
* Can you mimic the use of something with only a sketch?

What Youw’ll Do:
* Explore the context in which a solution may be used.
* Create and apply your own design principles.
* Learn how to say no to unworthy concepts.
* Refine your design.
* Make a prototype and test it with others.

Yes AND, No BECAUSE

When you're brainstorming in
the Splatter stage, it’s helpful

to build on the ideas of others
with a trick used by improv
comedians. When your partner
says something like, “Did you
see that kangaroo hopping by?”
respond with “YES, AND it was
wearing a birthday hat!” rather
than saying “NO” and leaving
your partner to come up with
the next possibility.

In Sculpt, you eventually
need to start saying NO. But
the way to avoid leaving your
partners hanging is by having
good, solid

reasons for }
your no. Find
the BECAUSE
by asking

the questions
throughout the
following pages.



The Power of a Savvy No

It may seem that the most difficult part of design is coming The challenge now is to find a Savvy No.
up with ideas for solutions, concepts, and features. But
professional designers will tell you that knowing when
to say “no” to a concept, or a particular feature, is really
tough - and getting your whole team to agree is even

A Savvy No is a decision that’s based on consistent
intentions and objective information. For example, you
could base your decision on:

tougher! * Research you've conducted with users (as you did in
Sponge)
Why is it so difficult to say no? Here are some reasons: « Constraints you need to work with (as we discussed
* Creation is a personal and gratifying activity that in Spark)
can make you feel strongly attached to your ideas. * Design principles and standards that you choose for

Saying no means walking away from something that

your solution
feels like part of you.

* The context in which your solution will most likely
* A valued team member may have had the idea and be used

you don’t want to disappoint or contradict them. * Your available resources and technology (called

* The concept that you're saying no to addresses feasibility)
a genuine need that you or a team member finds
important. It’s hard to prioritize.

* If you're redesigning a solution that already exists, We've talked about the first two sources for a Savvy No -
you might think that the people youre designing let’s take a closer look at the rest!
for will miss the feature you're removing.

Sounds difficult! But don’t worry. You've said no already. ’
You said it in Spark and Splatter when you chose just one °

solution to present or brainstorm.

* The idea’s business value (called viability)




Game:
Saying No Like a Pro

Goal

Sculpting ain't easy, but some people - such as news editors
- do it every day. Practice making tough sculpting decisions
with this newspaper game.

What You’ll Need
* Simultaneous Internet access for all players

* Pens & paper
* Timer
Step I: All Hail to the Editor in Chief
Imagine that you're on the staff of a national newspaper.

Select one person to be Editor, and everyone else is a reporter.

Each reporter must select a “beat” - a subject matter that he
or she will report on, i.e. international news, sports, crime,
education, arts, etc.

Step 2: Prep the Printing Press
Cut a piece of paper into strips so that each reporter has a
piece large enough to write down their beat and a headline.

Step 3: Hot Scoop! (5 minutes)

Editor, start your timer! Your reporters have five minutes to
comb the Internet, newspaper, and any other current sources
to find the most important story of the day on their beat.
When the time is up, each reporter must write a headline on
their strip of paper.

Pj% 10 Minutes
\__/ per round

RRP o

Step 4: The Front Page Kerfuffle

The editor must now collect the headline strips and build

a front page by placing the headlines in order from most
important to least important. Reporters: Argue why your
headline should be the top news story of the day! Editor:

Act in the best interest of your readership. Imagine that your
audience is the same age as you are. Consider which stories are
most important for your audience and why, and then use that
reasoning to support your editorial decisions. The reporter
who brings in the top news article gets one point; the second
article gets two points, and so on.

Step 5: News Cycle

Play again and take turns until everyone has had the
opportunity to act as the Editor. To mix up the news
headlines, the Editor should pick a different day of that
month from which the reporters select headlines. Don't forget
to keep track of points! The player with the lowest point total
wins.

Did more than one Editor use the same reasoning in picking
the lead headline for the day? What were some of the common
themes among the headline rankings? The justifications for
these decisions are called design principles. Let’s take a closer
look at how design principles can help you Sculpt your
Solution Ideas.




Design Principles

Design principles are guiding statements that set the
standard for what you're going to create. They help you
make choices at all levels - from Solution Ideas, to concepts,
to features - and say no to ideas that may have low impact.

Your principles can be based on your user insights,
interesting patterns you found during Splatter, or an
understanding of your solution’s context of use. You can
use these principles to choose a Solution Idea, to rule out
concepts, or to prioritize features.

For example, here are the three Solution Ideas we
considered when planning Adventures in Experience Design

(page 30):
|. Develop a video game that requires individuals

to design their way out of a sticky situation.

2. Host a design challenge event staffed by
volunteer designers.

3. Write a book that uses activities and games to
explain design practices.

We chose these design principles for our solution:

* Our creation should be highly repeatable for both
individuals and groups. (You can easily use the games
and activities multiple times, with different Challenge
statements. )

* It can be used with low-cost materials so that it’s more
accessible for students.

* Activities should be relevant to real projects.

You could take these principles and make them even more
memorable by writing them like this:

* Repeatable Process
* Accessible Play
* Real-Life Relevance

Using these principles, we ruled out the design challenge
event (2) because we knew it would be tough to repeat it
in every city, multiple times. And we ruled out the video
game because it requires a computer or mobile device,
which compromised our principle of “Accessible Play.”

The video game also didn't fit one of the main “contexts of
use” we were targeting: classrooms. Let’s talk more about
context of use, which ultimately helped us choose our
design principles.



ACtiVitY: a 10-15 Minutes oo, | Player
The Principles’ Office O ?

Looking back at Splatter, write down three solutions you considered for the Spark Frame from your final challenge.
For example: Creating a video qarie Zo teach experience design.

Now, think about the criteria you used to evaluate those Solution Ideas. A good place to start is to ask what attracted you to
those solutions in the first place (such as findings from research). These are your design principles. Write them down below:

Video games are fun, becauSe 2hey Leach experiences A/ putting Che wser into a story.

Finally try to boil down those design principles into phrases of two to ten memorable words.
Irmmersive, Persond/ lessons




Context Questions Context of Use

Answering these questions will When you went out to observe people in Sponge, you chose to meet them in a
help you envision context when particular context. Maybe it was their workplaces, their homes, or some other
designing: places in-between.
o Where will this solution be The context doesn't include just the place itself, but also several things that
used most often? affect a person’s actions or thoughts at a particular time. Think of how a bus

* What will people be doing? differs for the driver and the passengers.

* Will they be interrupted BUS DRIVER PASSENGER

?
frequently? I am here... On a moving bus On a moving bus
* What kind of space will environment
they have available? I'm in the middle of... | Driving Paying my fare
o Will anything restrict their Finding & picking up passengers Finding a seat, or pole to hold on to
movements? How about activity Filling the time
their sight, hearing, touch, | have to pay Other vehicles & pedestrians The nearness of my stop
smell. or balance? attention to... The “Stop Requested” signal The strangers around me
! ] ) attention Who has and hasn’t paid My belongings (pickpockets!)
- o l9ng Wﬂ.l they I'leed o I’'m here with... No one except passengers No one except strangers & driver
use this solution? Is it used Co-workers
during a course of multiple company Friends
activities, or in one short I’'m limited because... | | need both hands to drive I'm holding on to a pole with one hand
g P
activity? constraints | can’t drive with headphones It may be too loud to talk easily

e Will users be with other
people? If so, how might
others become involved?

If you were designing a system that warned a bus driver when someone hasn't
paid the fare, you'd have to create a design principle like “Free Hands & Ears.”
What other principles come to mind?



ACtiVity: @ 45 Minutes g I+ Player
Sketch Challenge: Context of Use

Imagine that you are designing a mobile app for an outdoor summer music festival. Consider how the various people described
on this page might experience a music festival, and sketch the many different contexts in which they’d use their mobile phones.

Concert Goer/Music Fan First Aid Tent Medic

Music Performer/Roadie Food or Souvenir Seller

If you've ever been to a crowded music festival, you probably have experienced the frustration of poor phone reception
due to an overloaded network. It’s important when defining the context of use to also consider potentially less-than-ideal
circumstances in a situation.



Feasibility, Viability, Desirability

During these adventures, you may not have been too focused on what’s actually possible to create. This is called “Blue
Sky Design” because you ignore the stormy clouds of reality for a while. If youre working on a real-world project,
though, you're going to need to consider the feasibility and viability of your ideas. These sculpting factors, plus desir-
ability, are three pillars of how to innovate through design (introduced by Tim Brown of design firm IDEO).

FEASIBILITY VIABILITY

Feasibility is the ability to actually create your design The technology could be possible, but can your concept
with the technology that’s available today, or in the very be developed and used in a way that supports a business
near future. goal? This doesn’t necessarily mean that your idea has

to make money, but it has to help reach a goal that has
value to whoever develops the concept, such as growing
customer loyalty or improving student test scores.

Leonardo da Vinci is famous for sketching visions of
flying machines centuries before the Wright brothers
had their first successful flight. Visions like his are

important to realize larger change! If you want to create Product solutions obviously have a cost of development,
something quickly, however, you'll need to choose but so do process or people solutions (if you have to pay
concepts that can be created with technology you have someone to develop it, or be trained in the new process).

at hand, or with technology that has a good chance of

being developed soon (perhaps with your own concept If you're creating something that makes no money and

has no business value, be prepared to either do it for

as a motivation.)
personal practice, or out of a love for the concept!

Questions that help you determine feasibility: Questions that help you determine viability:

Are solutions out there today already using the How much do you think it would cost to develop your concept?

components you need to make this happen? Will the solution itself make money? (For example, will you charge for

If not, are those components in the works (in the news, it?) If not, what other value may offset the cost?

for example, as being available in the next few months)?



Desirability

Desirability is the third pillar of innovative design. It’s the human element. Do
people feel a need for your solution? Will it make an obvious difference in their
lives? Is it better than what’s available elsewhere?

Watching people use competitive solutions is a great way to find out what they
like and dislike, and to find to find the gaps that may exist in how their needs
are being being addressed. Just be careful not to get stuck in the trap of copying
your competitors. You'll need to be different, and better!

Your stiffest competition may actually be a solution that people are using today,
even if your idea seems superior. There’s a cost for people to switch from one
solution to another. Sometimes it’s money, but it’s often the time and effort it
takes to learn how to use something new. Why should people bother to change
to your way of doing things?

Questions that help you determine desirability:

How urgent is the need you're addressing? Or, how urgent do you think it will seem once a better
solution comes along?

Is there an obvious gap in how well the need is currently addressed?

Is there an opportunity to reframe the question so that you're not directly competing, but offering an
entirely different way to meet your users’ needs? (We discussed reframing on page 64.)

All right, let’s put these sculpting tools to work! Read the following case

study, along with information on related problems and the people who are
encountering them. Then choose the concept you think is best, based on factors
such as context of use, feasibility, viability, and desirability.

Contrast & Compare

Competitive solutions are
important to consider, but

it’s interesting to explore
comparative solutions - those
that are not directly related but
represent an interesting model
that helps you make connections.

Think about Amazon.com’s
design for book recommendations
(those who bought the book
you're looking at, also bought
this...). How might you apply
this concept when creating a
digital map of a museum?




Sleepin’ with the Fishes, Sea?

The managers of the Nemo Maritime Aquarium are at
their wits” end. A large amount of money was spent

on building a new pool for a temporary narwhal
exhibit, opened just last month. No narwhals have been
successfully kept in captivity, in any country, but a
rescued narwhal and her new baby are undergoing four
months of treatment before being released. It's a rare
and limited opportunity to see the toothed whales.

After an initial rush of narwhal enthusiasts, the number
of ALL visitors has dropped off dramatically - by 30%!
Something has to be done.

The managers ask you for help. You decide to observe
visitors, stopping some to ask them about their
experiences. You find visitors are frustrated with crowd
congestion, caused in part by the following problems:

International visitors often come as part of a tour group,
and can't easily read the English-only signs. As a result,
they often stand in the wrong ticket line, and get lost
when trying to find the narwhal exhibit.

Those who are visiting mainly to see the narwhals have
to walk through general use space, thereby adding to
the crowds.

Make the aquarium less congested by designing a better
system for groups visiting the narwhals.

Choose a concept on page 93, using the context provided.

Constraints

* Non-paying visitors need to be able to enter the gift
shop and cafeteria without buying a ticket.

* The narwhal exhibit ticket requires a general
admission ticket also, but general admission does
not have to include a narwhal ticket.

* The cost of developing your concept should
be lower than the ticket revenue loss currently
projected (about $60,000 total, over the remaining
three months of the exhibit)

Design Principles
* Focus people on the exhibits, not the path to them.

* Encourage exploration
of all exhibits.

* Don't make things worse
for non-group visitors.

¢ Make sure the solution is
repeatable for future special
exhibits.



Sleepin’ with the Fishes, Sea?
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1 Joaquin is a college student from

TRAVELING JOAQUIN

Personal Information

Age: 20 years old

Ecuador who is working as an
assistant tour guide for the summer.
Today he’s helping his group visit

the narwhal exhibit. His boss knows
English well, but Joaquin has difficulty
with words that he doesn’t encounter
every day.

Goals

Travel the world, and see things he may never get another chance
to see - like a real narwhal!

Guide the members of his group to the right place quickly, with
minimal confusion. He wants to be good at his job.

Frustrations

When areas are crowded, Joaquin may lose track of some of his
group members. He ends up wandering around to find them, and
they become frustrated.

It can be difficult to find specific areas within places like the
aquarium.The signs aren’t always clear; and paths aren’t as
straightforward as they could be.

Every time the group has to go through a line, it’s a lot of work for
him. He wishes there was a way to avoid lines altogether.

Sleeping with the Fishes: Personas

MUSEUM MEREDITH

Personal Information

Age: 36 years old

Meredith is the mother of two:a
three-year-old girl, and a seven year
old boy. Every month, she takes her
kids to a different museum in the
area. They won’t have time to see
all of the exhibits, so she has to
prioritize.

Goals

Introduce her children to new experiences, expanding their
knowledge of the natural world.

Feel comfortable and safe, so she can focus more on the exhibits
and her children, rather than directions and crowds.

Frustrations

When areas are crowded, Meredith worries about keeping track of
both of her children.They tend to wander off in different directions!

Meredith doesn’t like paying upfront for things she may not use. If
she could make her decision to pay for narwhal tickets near the end
of the visit, when she knows whether or not they’ll have time, she
may do it. But she thinks it'll be more of a hassle than it’s worth to
get to the right the ticket area and wait in line.



ACtiVitY: @ 30 Minutes g I+ Player
Sleepin’ with the Fishes, Sea?

Which concept below do you think would be best to develop to meet the challenges outlined on page 90.

Group Migration Doors & Docents a
Replace the staff entrance with a group ticket counter. Hire someone Build a new archway between the cafeteria and narwhals, staffed by

to direct groups to that side of the building. two new docents (guides) who check tickets.

Air Tube | Saw the Signage

Build an air tube that transports narwhal ticket holders directly from Create new signs throughout the aquarium that are appropriate for

the lobby to the narwhal exhibit. international visitors (about |50 signs).

Why is your chosen concept the best? Do you have a better one? Consider context of use, design principles, feasibility,
viability, and desirability. Research the costs that may be involved, such as the average salary of a museum staff member.




Concepts vs. Features

In Spark, you generated ideas
for solutions, and in Splatter,
you sketched out many
concepts for a chosen solution.

In Sculpt, you are detailing
your ideas for features - the

details within a chosen concept.

Here’s how they're related:

Solution
Design a better helmet for bald

people

Concept
A helmet with attachable wig

Features
* “No-pinch” chin clasp
* Racing stripe
* Wind guard
* Multi-snap wig system
* Moisture-wicking wig hair
* Five different exchangeable
wig styles

Now Featuring... Features!

A large part of desirability isn't just the solution behind your concept, but

the details of your concept’s design - the way it looks and feels, the features
included, and how a person goes about using it (his interaction with it). If you
design a product that people enjoy using and feel proud to own, they're likely to
spread the word to others. But if your concept is weighed down with too many
competing features, people may feel the effort to learn it isn’t worth the time.

Think of features as the building blocks of a concept, each of which has an
inherent, independent value (although many will be more valuable or usable
when grouped together). How you choose and prioritize the features of your
concept is an important part of the design process.

Let’s say you had chosen to address our narwhal challenge by creating a digital
product - a mobile app that helps guide a person to the exhibits she'd like to
visit. There are basic features, or requirements, that represent the minimum
functionality that you need to include. You could say that a user of this app
must be able to:

* Download information specific to the museum she’s visiting (in this case,
the aquarium.)

* Browse the exhibits that are currently available to view at that museum.

* Select which exhibits she wants to see.

What other basic features do you think this app must have? Do you think it’s
essential that a user of this application be able to search for a specific type of sea
creature to find where it’s located, or is that just nice-to-have?



Performance and Delight Features

In addition to basic features, consider performance and delight features. Designers sometimes use Kano Analysis to break
these features out into groups: http://uxmag.com/articles/leveraging-the-kano-model-for-optimal-results

PERFORMANCE

Performance features are often competitive with features
from other solutions. People are more satisfied when
your solution has them, and dissatisfied when it doesn't
(but they’ll weigh their dissatisfaction against their sat-
isfaction with other features you offer).

Take our airline example. Performance features of an
airline trip could be extra leg room. If another airline
has less leg room but offers free gourmet snacks and
headphones for watching movies, a traveler will weigh
the competitive performance features against each other
when making his choice.

DELTGHT

Delight features are those that are unexpected - perhaps
no other competitors have them - and they add a sense
of fun, surprise, or meaning to your solution. For
example, on overnight flights, British Airways gives
passengers a “comfort” kit with sleeping mask, socks,
toothbrush and toothpaste.

People don't expect a delight feature, so they aren’t
dissatisfied if it’s not in your solution. But having a
delight feature can lead to greater user satisfaction.
When your solution’s users are delighted, theyre more
likely to use the solution again - and more likely to tell
others about it.



http://uxmag.com/articles/leveraging-the-kano-model-for-optimal-results

Activity:

Splattering Features

2
@ 45 Minutes % I+ Player

Pretend it’s your job to create a mobile application for the Nemo Aquarium (p. 90). Hold a mini-brainstorm session to
think up app features that fulfill basic user requirements, meet users” performance feature expectations, and add a few
extras to surprise and delight them. Write descriptions or sketch simple icons of your features below:

Basic Features
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Under Prioritization Pressure

Just as you had to cut away concepts at the beginning of this chapter, you'll
probably also feel some pressure to cut away some of the features on your list.

You can start by using the same factors we covered when evaluating concepts
for the Nemo Aquarium (p. 93), such as context of use, design principles, and
feasibility.

You may still have too many features, but you won't know for sure until you
develop more detailed visual or interactive designs for your concept, using
techniques such as sketching or prototyping.

Expressing your designs visually brings out the features that are causing
pressure - crowding the areas where users can see and interact with your
solution (the interface), or blocking access to important features.

Pressure isn't a bad thing. It helps you categorize your basic, performance, and
delight features. Also, pressure helps you and your team give up features that
seem exciting or interesting, but don’t really contribute to the impact of the
solution.

Put yourself under prioritization pressure by sketching a better backpack in the
activity on the next page.

Considering a Feature...

Does it directly and uniquely
solve a problem that you know
is important for your target
users?

If it’s removed, is it unlikely
your solution will solve
important problems (or unlikely
that people will use it)?

Does it fit the context of use?
(p- 86)

Does it follow your design
principles? (p. 84)

Is it feasible and viable? (p. 88)

Is it a key performance feature?
Or, does it add an aspect of
delight (meaning, surprise, or
fun) without detracting from
important basic or performance
features? (p. 95)




ACtiVity: @ 45 Minutes ? I+ Player
Back That Pack Up: Prioritize Your Features

Why would you include some features and not others? * Basic: One compartment with a zipper and straps
Learn about the need for feature prioritization in this * Performance: Phone pocket, headphone clip, drink
sketch act1v1ty Decorate the three blank backpacks bottle Clip’ belt strap, padded straps, water resistant
below with features from the list on the right (or other * Delight: Solar panels, yoga mat carrier, inflatable
features that you dream up on your own!). Follow the pillow, attached bedroll, collapsible bag poncho

instructions regarding how many features to sketch
directly onto each backpack.

Draw as many features as you can Draw 5 features on this backpack: Draw 3 features on this backpack:
on this backpack:



Interactive Prototypes

Even after you've sketched, your chosen features may not be in complete
harmony. You won't know for sure until you create a variation on your concept
that demonstrates how a person may use it. A prototype is an expression of your
solution that lets you or a potential user mimic interacting with it.

* Prototypes can range from low-fidelity (such as a series of sketches) to high-
fidelity (such as a fully working version of a physical product or digital app).

You sketched a low-fidelity version of a backpack. If you actually sew together
a model backpack that someone could wear, you've made a higher-fidelity
prototype.

Why create a prototype?

* Prototypes make your solution more real to your team. You'll get a
better feeling for how people will interact with it, and a shared team
understanding when discussing which features to include and which to cut.

* You'll begin to see how features interact with each other - which features are
stronger when combined with others, and which seem disconnected.

* You'll have something you can test with potential users - which you're well
on the way to doing in this chapter.

Digital solutions tend to be easier to express and test with a sketched prototype.
Let’s sketch one and test it out! We'll use the case of TooCooks.




TooCooks

Too often cooking can be the lonely job of an
individual. Sometimes it seems as if kitchens work

only for one person - or for two people who cook
together often. But cooking can be educational, fun,
and collaborative. It can bring together people who may
not know each other well, or those looking for a new
activity.

TooCooks is a solution that makes cooking with another
person easier and more fun by assessing skill levels

and assigning steps accordingly. Each recipe step is
timed, and waiting periods are filled with interactive
challenges like conversation starters or trivia questions.

CONSTRAINTS

* Design for only two cooks at a time of potentially
different ages and skill levels. For example, cooks
can be an adult and a child, or two adults on a date.

* Design for one shared device during the cooking.

DESIGN PRINCIPLES

* Those with lower skill levels should feel like an
important, valuable member of the team.

* Playful interaction wins over culinary perfection.
* Celebrate the kitchen as the heart of the home.

FEATURES

* A cook profile that stores information about a
player’s skill level, food preferences, and allergies.
This should be gathered via a short questionnaire
and stored for use during multiple cooking events.

* A kitchen profile to determine what kinds of
equipment or utensils will generally be available.

* An event picker that allows players to choose the
tone of the cooking event (such as “Romantic,”
“Educational,” “Silly”), the meal type (breakfast,
lunch, dinner), and how many people are dining.

* Recipe suggestions (three to six) based on data from
the event picker, the kitchen profile, and cook
profiles, with a way for players to choose one of the
recipes.

* A recipe stepper for the chosen recipe, with timed
tasks and audible alerts customized for each cook
playing.

* A fun gap-filler! Consider conversation starters,
mini-games, trivia, or educational challenges. These
will appear while players are waiting for water to
boil. Players should be able to pause and resume.



TooCooks: Personas

LONG-TERM LAWSON

Personal Information

Age: 25 years old

Lawson moved to Chicago for work
about a year ago. He’s at a point in his
life where he’s looking for a serious
relationship. He’s excited about
Jessica - they’ve been on several dates
together, and for this one he wants to
plan something more interesting than
a restaurant and a movie.

MAKE-A-HOME MEGAN

Personal Information
Age: 36 years old

Megan recently married Ben, who
has a 10-year-old daughter named
Angie. Megan wants to get to know
Angie in a way that’s friendly and
home-oriented. She'd like to be an
important and positive person in
Angie’s life.

Goals

* Have a fun date that helps the two of them get to know each other

better.

* Impress Jessica with his home, and with his desire to develop a
serious relationship.

Frustrations

* So many recipe sites call for ingredients or utensils that he doesn’t
have yet! He doesn’t want to buy half his kitchen.

* Lawson doesn’t know if Jessica is a great cook or a pure beginner.
An overcomplicated recipe could backfire. He wants to look open
and fun, but not ridiculous.

Goals

.

.

Strengthen her relationship with Angie.

Form traditions for their new home together.

Frustrations

Most nights Megan, Angie, and Ben end up in front of the television.
It's easy but impersonal. Megan wants an interesting way to spend
one-on-one time with Angie doing something active that they’ll
both enjoy.

Angie hasn’t done much cooking, and she can get anxious when
faced with a challenge that she doesn’t understand. Megan doesn’t
want Angie to get stressed out over making something perfect.
She just wants them both to have a good time creating something
together.




Sketching a Digital Prototype

When you’re working with digital solutions, you don’t Take a look at the following interface elements. They're
have to show all of your features and their interactive part of a questionnaire, which will generate the cook
elements (such as buttons and fields) at once. You can profile feature mentioned on page 100. Here, they're
make some elements appear or hide based on what the scattered around on one page. Using the mobile phone
user does. Or, you can spread elements across multiple outlines you’ll find next, sketch in these elements
screens that users access one by one. That allows you to over three screens. If you feel a particular element is

fit more features into a product. unnecessary based on your priorities, drop it!

Food I don'? wart...

I consider My\Se/?p Q... /\/eXi >
. . . Beqginner
— A SKkill guizz guestion: X
o What's a sowutffé? Tage it Fis
The French version Cook
Y of a Souare dance Give me Che wusua/ Keep me away from..
| |
' , o An omelet made C/]ef
Seo pe For more 2 i 2qg hides Br/ng el
A ﬁaf/’y baked
pastry Set wup your Cook
< Back Finish Profile a\?/‘nﬁ this
Short Quiz.

COOKING JUIZ! Step 3 of 3 < Back Next Step 2 of 3



ACtiVitY: ) 15 Minutes * I+ Player
Sketch for a Cook @

Use the design challenge on page 100 and the elements on page 102 to sketch a three-screen prototype.

Hey you down here: if you were designing a real mobile interface, users would also be able to scroll down to see more
features. But we're keeping this example simple, so try keeping all features on one screen and assume there’s no scrolling.
Stumped? See how we did it on page 145.



Testing a Paper Prototype

Finished with your sketching? You just created a
prototype! Those three screens represent steps of a
particular task a user should be able to complete within
the TooCooks solution. But how easily could they
complete it? Would the person you're designing for
know how to interact with your prototype, and what
impact would their interactions have?

Let’s finish up a prototype and find out. It’s time to
choose your own adventure. You can:

I Add two to four screens of your own sketches and
test them with someone else. This is a good option
if you're working solo, although you'll need to find
a few friendly folks to test what you come up with.

2 Level up and take on one of the other features from
TooCooks on page 100 from scratch, like the event
picker, or recipe stepper. If youre working in a
larger group, individuals or small teams can each
take a different feature to prototype, then test the
results across teams.

How to Do It:

* Copy or print multiple pages of the templates on the
next page, and use them to sketch your screens.

* Cut out each screen to make individual pages.

* Place the first screen in front of someone who will
test the prototype. Ideally, it’s someone who fits
your target user group; but for this activity, don’t
let it stop you if someone else is willing!

* Ask a few initial questions (like those on the next
page). Then ask your test participant to complete a
particular task.

* When she says she would select something that
would take her to another screen (have her point it
out on the page), remove the page she’s looking at
and replace it with the new one. If you don't have a
page for a particular screen, just tell her that screen
hasn’t been designed yet.

* Repeat until your test participant gets confused and
gives up, or finishes the task.

* Repeat with other people. Try for five!

Run a test yourself, using the following activity sheets.
Remember your skills from Sponge: avoid leading
questions, and don’t give participants the answers too
quickly. Listen to them!



Templates for Test Screens

Copy or print these to sketch screens. You can also find free templates online: http://www.interfacesketch.com/

00 0000000060000 0606006000000 006060060 060 00 0 0 0 6 6 0 0 06 6 8 o o o
0000000000000 0606006000000 06006060000 0060 0 0 06 6 06 0 0 06 o 0 o o
D 0000000000600 006060686 00000 0 0060600060606 00 0 06 6 6 6 0 0 0 6 8 o o o


http://www.interfacesketch.com/

Test Questions Testing ACtIVItY

Write your test questions, Test Questions:
keeping in mind some of the

skills you developed in Sponge.

You can revisit them on pages
10, 13, and 16.

If you're not sure which
questions to ask, try these:

¢ Look at the first screen.

What do you think this is?
What might you use it for? Participant Info:

* Show me how you would
Name: Age:

[complete this quiz]. (Note,

; Relevant info such
replace that task with < cvant o sue

as occupation:

whichever task you're
testing.)
Answers and observations from this test:

* Share your impressions . S .
y p Interesting quotes, areas of confusion, likes or dislikes...

of that task. Was it easier

or more difficult than you
thought it would be?

¢ What could be made more
clear?

* How could it be improved?
* What did you like? Dislike?




After the Test

You just finished a usability test! If you were working

as a professional researcher, there would be quite a bit
more to it. But as informal as this test was, it can still tell
you a great deal and save design heartache later.

Be careful when analyzing your results. Try to keep that
objective researcher’s eye when you're considering the
impact of issues or suggestions that came up.

Analysis is one of the most difficult parts of conducting
research!

What makes analysis hard? After all, you have direct
feedback. The next steps should be clear, right?

Well, on one hand, you don’t want to dismiss someone’s
feedback just because it doesn’t support a favorite
feature or element that you'd like to include. Ideally,
you test several people (5-10) so that it’s clear when
something is really an issue.

On the other hand, you don’t want to react to every
comment, and change your design completely, every
time you talk to a new person!

Analysis involves a difficult yet important aspect of a

designer’s job: to take in a lot of information, such as

context of use, design principles, and now direct user
feedback, and weigh them all to make decisions.

These decisions could be:
* Which problems to solve
* Which Solution Ideas to sketch as concepts
* Which concepts to use when refining details
* Which tasks to test
* Which features to include
* How to design elements expressing those features

* How to incorporate feedback affecting all of the
above

And guess what? You've done most of this already! Be
sure to do the last one, too. Take the feedback from your
test, and revise your screens in a way that you think
improves your solution.




Game:

Z—N
— ) 90 Minutes ???? 4+ Player

Improv Testing: Prototype Theater

Goal

Take your prototyping skills to the next level with this real-
time testing game that turns your paper prototype into an
interactive puppet show.

What You’ll Need
¢ Colored markers, pens, or pencils
* 2 poster boards
* Large sheets of paper (about 11 by 17 inches)

* 2 pairs of scissors

Step I: Divide and Design

Separate into two groups. Each group is going to design a
paper prototype for the same Challenge statement, then act as
the test subjects for each other’s solutions.

Step 2: Pick a Digital Challenge Statement

Pick a Challenge statement! You can use one from this chapter;
one you've been working on for each final challenge; or make

up a new one. Your Challenge statement must require the

teams to design a mobile digital solution, such as an app
or mobile website.

Step 3: From Poster Board to Handheld Device

Draw on and cut your poster board to make it resemble an
oversized mobile device. Consider the screen shape and don't
forget to include physical elements, such as buttons. Cut out
the screen so that the poster is a frame.

Step 4: Create your Solution Elements

Spend time with your group designing your solution.
Consider which features you plan to create, and think
through the user interactions from start to finish. Once you
have a solid plan, sketch the screens and screen elements.
Where possible, draw screen elements that will change — such
as icons or buttons — on a separate sheet of paper, and cut
them out so they can “move” around on your screen.

Step 5: Testing, Testing!

Coordinate your team so that one person is holding up your
“device” frame. Have other team members hold up the paper
pieces of your team’s solution in the screen space. As the
testers interact with the screen elements, have the puppeteers
react by re-arranging the paper pieces “on screen.” Try to
improvise multiple user paths based on testers’ feedback. Try
guiding users through two different interaction sequences,
and ask testers which they liked better.



Physical Prototypes: Totally Doable

Making a physical prototype may sound expensive, difficult, and time-
consuming; but a ton of cost-effective resources are out there to help you bring
your design into the real world, or the digital space.

At any craft store, you can purchase clay, foam core, and other physical
components to create working models of your design. Some clays, such as
Sculpey or plaster, can be baked or set to harden, creating solid and durable
physical models of your own creation! Don’t be afraid to borrow from or
otherwise alter existing objects, too. You can find almost anything at second-
hand stores for cheap, so you can experiment with taking objects apart and
reconfiguring them according to your own design. A little paint can hide just
about any unsightly physical hacking.
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In the digital space, tools such as Axure or Balsamiq allow you to create
animated, digital “wireframe” prototypes that you can easily alter after testing.
Websites like Code.org offer free tutorials and other resources that can set

you on the path to becoming your own developer. Downloading a free trial

of software that you want to learn, or taking a class via Lynda.com, can help
expand your skills. Some 3D printing companies, like Shapeways, enable you to
submit your own designs, which they will print and send back to you.

The Maker Movement

The Maker Movement, also
known as DIY (Do It Yourself)
culture, is a growing global trend
in which people design and self-
manufacture useful or entertaining
objects at home using a mix of
traditional and digital tools. A
number of maker subculture
websites feature tutorials, message
boards with oodles of advice, and
other reference resources. Among
them are:

Noisebridge

www.noisebridge. net

Pumping Station: One

Www.pumpingstationone.org

MAKE magazine

www.makezine.com

This site offers content, but also
reports on developments in the
maker community, including the
annual Maker Faire, which attracts
tens of thousands of people
worldwide.



http://www.noisebridge.net
http://www.pumpingstationone.org
http://www.makezine.com

THE SCULPT CHALLENGE!

challenge. Now it’s time to test and refine your Solution Creati ;
) ) reating research questions 13

Idea to see how it may play in the real world! -

Defining problems 35
Prototype your concept and test it Filling out a Spark Frame 45
with four to five people. Exploring solutions 46

Brainstorming essentials 69
If you've been developing the same Solution Idea into Context questions 86
concepts throughout this book, you can continue to use Prioritizing features 97
that concept here.

Prototyping 99,102, 109

If you'd like to take on this Challenge using concepts
based on a different Solution Idea, you could also use
one of the cases in this book to generate concepts
(using techniques from Splatter) and refine them into a
prototype for testing.

“Sleepin” with the Fishes, Sea?” (pp 90-92) and
“TooCooks” (pp 100-101) both include digital Solution
Ideas you could work from. They may also provide a
good avenue if your original concept is physical and
you're not sure how to prototype it.

If you choose to work through this book more than
once, you can try each one!



Testing Activity

Test Questions:

Participant info:

Name:

Age:

Relevant info
like occupation:

Answers and observations from this test:
Interesting quotes, areas of confusion, likes or dislikes...

Spark Summary

We propose this solution:

To achieve these results:

Our overall challenge is to:

We know of these
problems:

For a full SPARK statement, see
the example on page 30 or use
the template on page 50.




Challenges You Can Chew

Details on design principles
“Creating Great Design
Principles: 6 Counter-intuitive
Tests” by Jared Spool
http://www.uie.com/articles/
creating-design-principles

A Project Guide to UX Design,
Second Edition by Unger and
Chandler (New Riders, 2012).
Chapter 10: Design Principles,
and Chapter 13: Prototyping

Useful for usability testing

Rocket Surgery Made Easy by
Steve Krug (New Riders, 2009)

The Debrief

That was it. Right there. That was the moment. If you're reading this, you've just
finished one iteration of the process that Experience Designers go through when
creating a concept for something brand spanking new. (Or you've skipped ahead
from previous chapters, Spoilers!)

“Just one iteration,” you ask? Yes, it’s true. A designer may go through many
iterations with her work. She may try a path, test and refine it, and work through
that path again. When she’s gone through Sculpt, the feedback she hears may lead
her to reframe her Spark question and repeat Splatter. Then back through Sculpt!

It’s ok to iterate. It’s not a failure when you learn and adjust. After all, you
probably gathered some feedback in your testing that led you to refine. It’s better
to incorporate that feedback now, rather than when you try to develop something
into a real solution and potentially waste money and time in the process!

:

You may have heard this question: “If a tree falls in the forest and no one is there
to hear it, does it make a sound?” Well, if a designer creates a concept, but doesn’t
make an effort to explain why it’s important, it probably doesn’t make much of an
impact. In the last step, Storytell, you'll learn how to represent your creation in a
way that matters to those who may use it - or help you build it!


http://www.uie.com/articles/creating-design-principles
http://www.uie.com/articles/creating-design-principles
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active listening

activities

body language, 16-17
paraphrasing, 16

An Alarming Digital Sketch Challenge, 63
Bald Biker Sketch Challenge, 62
Bald Biker Spark Frame, 61
Brand Persona, 123

Brand Voice Karaoke, 123
Context of Use, 87
documenting, 25

Elevator Pitch, 127

Find the Fake, 18

Lasso the Leaders, 15

Make a (Brand) Promise, 120
Measure Up, 32

Name that Brand, 117

Object of Your Affection, 32
Pinky Swear, 120

The Principles’ Office, 85
Prioritizing Features, 98

Rock On, 14

Sketch for a Cook, 102

Sleepin” with the Fishes, Sea? 93
The Spark Frame, 50

Splatter Your Marketing Matrix, 133
Striking a Spark, 45, 47, 51
testing, 106

Tweet Re-Mix, 123
An Alarming Digital Sketch Challenge, 63
artifacts, collecting in field, 24
assumptions

challenging, 42

significance, 9-10

writing down, 24
audience, knowing, 128
audience dictionary

consumer, 128

customer, 128

user, 128

B
Bald Biker, 60
Bald Biker Sketch Challenge, 62
Bald Biker Spark Frame, 61
Bark vs. Purr game
goal, 41
group data date, 41
pitch, 41
presentation, 41
requirements, 41
steps, 41
Beginner Ben persona, 21
biking for bald people, 60
body language

arms, 17

body orientation, 17
facial expression, 17
feet, 17
resource, 26
Boss-Level Brainstorming, 73
Brainstorm Fuel, 77
Brainstorm Warm-Up, 71
brainstorming
boss-level, 73
essentials, 69
brand bibles, 125
Brand Building
brand promise, 135
case study, 134

challenge statement, 135

Spark, 136
Universal Truth, 136
Brand Building Blocks, 119, 121
Brand Meets World, 126
Brand Persona, picturing, 123
Brand Promise
activity, 119-120
SPARK, 121
Universal Truth, 121
Brand Tone, 122
Brand Voice, 122
Brand Voice Karaoke, 124
brands as solutions, 116

Brand-y Land game



goal, 118 context of use empathy resource, 26

requirements, 118 activity, 87 “Exquisite Corpse” game
scoring, 118 bus driver, 86 dissecting corpse, 73
passenger, 86 goal, 73
context questions, 86 requirements, 73
C context solutions, 46 sketching corpse, 73
Campbell, Joseph, 138 contrast & compare, 89 theme, 73
Case Studies customer, connotation, 128
Bald Biker, 60
Comparison: Livin’ on the Edge, 130, 134 F
RunPee.com, 43—44 D facilitator tips, 69
The Yolk’s on You case study, 37 Dali, Salvador, 73 Fashion a Plan game
Challenge Cards delight & performance features, 95 data collection worksheet, 40
activity, 22-23 design principles goal, 39
improvement, 22-23 explained, 84 qualitative data, 39
user type, 22-23 resources, 112 quantitative data, 39
Challenge statement, 22 Sleeping, 90 requirements, 39
comparative solutions, exploring, 89 TooCooks solution, 100 set up, 39
Comparison: Livin’ on the Edge, 130, 134 desirability, determining, 89 weekly plans, 39
concepts digital prototypes, sketching, 102 fat research questions, 13-14
vs. features, 94 DIY (Do It Yourself), 109 feasibility, determining, 88
significance, 55 drawing. See sketching concepts features
sketching, 59 vs. concepts, 94
sketching concepts, 56 considering, 97
constraints E prioritizing, 98
Sleepin’ with the Fishes, Sea? 90 Elevator Pitch splattering, 96
TooCooks solution, 100 audience dictionary, 128 TooCooks solution, 100
working with, 6667 goal, 127 Field Character Study

consumer, connotation, 128 requirements, 127 analyzing results, 11




checking guesses, 11 Interior Design Your Life, 67-68 requirements, 67

goal, 11 Maitre Do, Maitre Don’t, 12 interviews
making guesses, 11 Once, Twice, Three Times a Story, 132 active listening, 16
repeating, 11 Photo Safari, 6 fat questions, 13—14
requirements, 11 Pick a Peck of People Patterns, 75 personas, 21
setting up, 11 Reframe in the Membrane, 65 planning, 24
time, 11 Saying No Like a Pro, 83 questions, 12
variations, 11 Shoe Tie, Shoe, 71 skinny questions, 13—14
watch & record, 11 Talk Sketchy to Me, 57 Sponge challenge, 22
Find the Fake activity, 19 “Gamestorming,” 78 user models, 20
Florio, Dan, 43—44 goals, documenting, 25 investors, pitching to, 138
Ford, Henry, 35 Gorski, Frank, 37

frustrations, documenting, 25

)

H Joaquin
G haiku, 66 frustrations, 92
The Game of Phones Hyundai case study, 130 goals, 92
connecting, 72 journeys, 20
goal, 72
scramble on airwaves, 72 |
sending message, 72 IDEATE Mixtape, 78 K
games impact, understanding, 38 Kmart case study, 130
Bark vs. Purr, 41 Improv Testing: Prototype Theater, 108
Brand-y Land, 118 improvements, quantitative vs. qualitative, 31
“Exquisite Corpse,” 73 infographics, 4849, 52 L
Fashion a Plan, 39-40 interactive prototypes, 99 language, visual, 58
Field Character Study, 11 Interior Design Your Life Lasso the Leaders activity, 15
The Game of Phones, 72 constraints, 67 Lawson

Improv Testing: Prototype Theater, 108 goal, 67 frustrations, 101



goals, 101
Livin’ on the Edge case study, 130, 134

M

Maitre Do, Maitre Don't
being interviewed, 12
checking out menu, 12
comparing orders, 12
goal, 12
ordering, 12
quizzing partner, 12
requirements, 12
time, 12

The Make magazine, 109

Maker Movement, 109

marketing
art of, 129
entertainment, 129
making, 126
masterminding, 134
novelty, 129
personalization, 129

marketing matrix, splattering, 133

Measure Up activity, 32

Megan (with Angie)
frustrations, 101
goals, 101

Mental Models

resource, 26

significance, 20
Meredith (with Paul and Jenn)

frustrations, 92

goals, 92

N

Name that Brand activity, 117
The Next Top Model, 20

no, saying, 82-83

No Shame to Reframe, 64
Noisebridge, 109

o

Object of Your Affection activity, 32
Once, Twice, Three Times a Story, 132

P

paper prototype, testing, 104. See also prototypes

paraphrasing, 16

patterns, detecting, 74

people solutions, 46

performance & delight features, 95
personality, relevance to brands, 116
personas

activities, 21

demographics, 21
frustrations, 21
goals, 21

Lawson, 101
Megan, 101
significance, 20-21

TooCooks solution, 101

Photo Safari
Photoshop, 6
picture day, 6

printer & posterboard, 6

requirements, 6
social networks, 6
sorting, 6
time, 6

physical prototypes, 109

Pick a Peck of People Patterns
Big Picture, 75
challenge, 75

designing solutions, 75

goal, 75
requirements, 75
sorting results, 75
Sticky Notes, 75
pitching to investors, 138
plan, making, 24
Power of a Savvy No, 82
presentation advice, 137
The Principles’ Office, 85




prioritization pressure, 97
problems, defining, 35-36
process solutions, 46
product solutions, 46
profile document
About this Person, 25
activities, 25
age, 25
frustrations, 25
goals, 25
location, 25
other facts, 25
personal info, 25
promise, challenge statement, 119
Prototype Theater
goal, 108
requirements, 108
prototypes. See also paper prototype
interactive, 99
physical, 109
sketching, 102
Pumping Station, 109

Q

qualitative improvements, 31
quantitative improvements, 31

questions, fat vs. skinny, 13-14

R

Reframe in the Membrane

generating list, 65
goal, 65

refitting challenge, 65
requirements, 65
reviewing results, 65

sketching concepts, 65

research questions, fat vs. skinny, 13-14

resources

body language, 26
design principles, 112
digital sketching, 78
DIY (Do It Yourself), 109
empathy, 26

IDEATE Mixtape, 78
The Make magazine, 109
Maker Movement, 109
Mental Models, 26
Noisebridge, 109
printable sketch templates, 78
Pumping Station, 109
sharing solutions, 138
sketch screens, 105
storytelling, 138
usability testing, 112

Rock On activity, 14
RunPee.com, 4344

Savvy No, finding, 82
Saying No Like a Pro

goal, 83

requirements, 83

screens. See test screens

activities, 81

after test, 107
challenge, 110

concepts vs. features, 94
context of use, 86—87
context questions, 86
contrast & compare, 89
debriefing, 112

design principles, 84
desirability, 89
feasibility, 88

features, 97

improv testing, 108
interactive prototypes, 99
Joaquin, 92

Maker Movement, 109

Meredith (with Paul and Jenn), 92

overview, 79-80

performance & delight features, 95

personas, 92
physical prototypes, 109
Power of a Savvy No, 82



The Principles” Office, 85
prioritization pressure, 97
prioritizing features, 98
prototype for concept, 110
Prototype Theater, 108
questions, 81
refinements, 5
resources, 112
Saying No Like a Pro, 83
Sketch for a Cook, 102
sketching digital prototypes, 102
Sleepin’ with the Fishes, Sea? 90-91, 93
Spark Summary, 111
splattering features, 96
templates for test screens, 105
test questions, 106
testing activity, 106, 111
testing paper prototypes, 104
TooCooks, 100
viability, 88
Yes AND, No BECAUSE, 81

sharing solutions, 138

Shoe Tie, Shoe
goal, 71
requirements, 71

Sketch for a Cook, 102

sketch screens, templates for, 105

sketch templates, 78

sketching, apps for, 78

sketching concepts, 59

skinny research questions, 13-14

Sleepin” with the Fishes, Sea?

smiles

solutions

Spark

constraints, 90
design principles, 90
map, 91

fake, 18
genuine, 18
at rest, 18

brands as, 116
comparative, 89
context type, 46
exploring, 46
people type, 46
process type, 46
product type, 46
sharing, 138
sparking, 70

activities, 29

Bark vs. Purr, 41
debriefing, 52

defining problems, 35-36
infographics, 4849, 52
overview, 27-28
qualitative data, 38
quantitative data, 38

questions, 29
resources, 52
solutions, 46
The Spark Frame, 50
Striking a Spark, 45

Striking a Spark activity, 47, 51

understanding impact, 38
using insights, 4
WORD Herd, 33-34

Spark challenge, 48

Spark Frame

activity, 50

challenge, 30
improvements, 31

Object of Your Affection, 32
solution ideas, 30

spark, 30

Spark Summary

Brainstorm Fuel, 77

Testing Activity, 111

Sparking a Solution

Splatter

amping up good, 42
challenging assumptions, 42

unexpected resources, 42

activities, 55

An Alarming Digital Sketch Challenge, 63
Bald Biker Sketch Challenge, 62

Bald Biker Spark Frame, 61




Boss-Level Brainstorming, 73
Brainstorm Fuel, 77

Brainstorm Warm-Up, 71
brainstorming essentials, 69
challenge, 76

concepts, 55

constraints, 66

debriefing, 78

detecting patterns, 74
facilitator tips, 69

The Game of Phones, 72

haiku, 66

Interior Design Your Life, 6768
No Shame to Reframe, 64
overview, 53—54

Pick a Peck of People Patterns, 75
questions, 55

Reframe in the Membrane, 65
resources, 78

sketching concepts, 56, 59
Spark Summary, 77

sparking solutions, 70

Talk Sketchy to Me, 57

visual language, 58 Storytell

visualization, 5

activities, 9

artifacts, 24

assumptions, 9—10

body language, 17, 26
challenge, 22

debriefing, 26

empathy resource, 26
Field Character Study, 11
Find the Fake activity, 19
Lasso the Leaders, 15
Maitre Do, Maitre Don’t, 12
making plans, 24

mental models, 26
overview, 7-8

personas, 21

profile document, 25
questions, 9

research questions, 13-14

resources, 26

skinny vs. fat questions, 13-14

smiles, 18
techniques, 4

user models, 20

activities, 115

Brand Building Blocks, 119

Brand Persona, 123

Brand Promise, 119

Brand Voice Karaoke, 124

brands as solutions, 116

Brand-y Land, 118

budget, 115

Build Your Brand, 134

challenge statement for promise, 119
challenges, 115

debriefing, 138

Elevator Pitch, 127

expression, 5

Make a (Brand) Promise, 120

make your marketing, 126
Mastermind Your Marketing, 134
Name that Brand, 117

Once, Twice, Three Times a Story, 132
overview, 113-114

personality, 116

pitching to investors, 138
presentation advice, 137

questions, 115

resources, 138

Splatter Your Marketing Matrix, 133

Splatter Your Marketing Matrix, 133 art of marketing, 129 stacking brand building blocks, 121
splattering features, 96 attention, 115 Storytell! 134
Sponge brand bibles, 125 time, 115

active listening, 16 Brand Building, 135 Truth & the Universe, 121



voice & tone, 122
storytelling platforms

broadcast, 131

live events, 131

mobile, 131

print, 131

social, 131

web, 131
Striking a Spark activity, 51

amp up the good, 47

challenge, 45

challenging assumptions, 47

solution ideas, 45

Spark! insights, 45

unexpected resources, 47

T

Talk Sketchy to Me game
goal, 57
guesser, 57
replay value, 57
requirements, 57
roles, 57
statement, 57

test, after, 107

test screens, templates for, 105

testing activities, 106, 108

TooCooks solution

constraints, 100
design principles, 100
features, 100
personas, 101

Truth & the Universe, 121

U
Universal Truth, 121, 136
usability testing resource, 112
user, connotation, 128
user journeys, 20
user models
mental, 20
personas, 2021

user journeys, 20

A\

viability, determining, 88
visual language, 58

voice & tone, relevance to brands, 122

w

WORD Herd game
goals, 33
Plot out the Cloud, 33
requirements, 33

tattoo design, 33

X

XD (experience design), 1

Yes AND, No BECAUSE, 81
The Yolk’s on You case study, 37
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