Applied Data Science Project
HUMAN CENTRED DESIGN [L13]

Focus on the users:
the User Personas

Antonella Frisiello

A.A.2022/2023



All we call it “wheel”, but...

How the customer
explained it

How the project leader

understood it

How the project was
documented

What operations
installed
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How the engineer
designed it

L

How the programmer
wrote it

How the customer
was billed

How the helpdesk
supported it

How the sales

executive described it

What the customer
really needed

“No consumer ever buys a product.

Consumers buy what products provide.”
Moritz (2005).



Biases

In the data cycle, the main vulnerability is algorithmic bias.

“Bias in algorithms can emanate from unrepresentative or incomplete training data or the
reliance on flawed information that reflects historical inequalities. If left unchecked, biased
algorithms can lead to decisions which can have a collective, disparate impact on certain

groups of people even without the programmer’s intention to discriminate.”
Lee, Resnick and Barton

There is a power and informational asymmetry between developers and users, which end up
deploying algorithms that function in a “black box” style and whose criteria and methods are

unknown to users.

UX Collective, User vulnerabilities in the data cycle
and how UX designers can help to mitigate them, 2022
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https://uxdesign.cc/user-vulnerabilities-in-the-data-cycle-a6a22325a80b
https://uxdesign.cc/user-vulnerabilities-in-the-data-cycle-a6a22325a80b
https://www.brookings.edu/research/algorithmic-bias-detection-and-mitigation-best-practices-and-policies-to-reduce-consumer-harms/
https://hdsr.mitpress.mit.edu/pub/f9kuryi8/release/7

ental models.

A mental model is an internal mental representation of the
perceived real world and the relationships between its
EEvVarious parts. i Esseniaas e

It is the person’s intuitiyé péfception of their actions and =

consequencesf = IR —

A mental model is the set of knowledge, beliefs, expectatib_n_s and habits
deriving from our perceptions, direct and indirect experience

We develop mental models on any aspect of the experience

including the digital systems we use.

-

drive our decision and behaviours

A. Collins and D. Gentner, How people construct mental models. In Cultural Models in Language
and Thought, Cambridge, U.K.:Cambridge Univ. Press, pp. 243-265, 1987.
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1 project/system, many mental models

Each of us creates mental models that explain and organize our actions
and interaction with the world.

The mental models we create derive from what we perceive and
understand/learn about the objects.

The user’s behaviours are guided by the mental models created
interacting with the image of the system (Ul).

If the system image (Ul) is incomplete, inadequate or inconsistent, we’ll
build a weak mental model and have a difficult user experience.

It results from all the elements of the system the user can access and
interact with: physical interface, style of interaction, form and content
of information.

“The system image reflects the designers’/developers’

Mental model

DESIGN
MODEL

DESIGNER

Mental model

USER’S
MODEL

USER

SYSTEM

SYSTEM
IMAGE

Conceptual model

ul

mental model and works as a text open to interpretation .“
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Norman, D.A. The Design of Everyday Things, Basic Books, 1988; 2019
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Mental models are:

* Incomplete (i.e., essential)
as they better focus on some aspects
to the detriments of others

* Unstable (i.e., flexible)
as they change over time, with experience and time,
highlighting some details and forgetting others.

* Thrifty (i.e., efficient)
since they aims to reduce the mental workload

To know the users’ mental model, allow us to design better systems.
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Y ST Norman, Donald A. La caffettiera del Masochista. Giunti, 1988.
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We are not the user

The user is not the boss...

And not even a colleague, a friend,
the desk mate...

We need to access to the users’ knowledge
(both explicit and implicit)

In many situations, observers, listeners,
researchers are not allowed, so we need for
indirect knowledge.

Gathering information to know and map the mental models
of users allows us to get out of our perspectives and biases
and design solutions widely usable and accepted.

(1]
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From the mental model to the conceptual model and back

We as designers/developers often make too complex and If the users get a mental model not corresponding to
detailed conceptual models, that do not respond the system, they will likely do errors and get a bad
the real needs and opportunities of the context experience(frustrating, difficult, boring, ...)

and user

-
ot

Conceptual model
Mental Model ce

The plan far tha design

{ . Hows the user saas it,
Synthesis of research based on their knowledge o
—
I
lest hypothesis N
Fd
M
‘ Deslgns a represantation : {
Interperts based on knowledge
A -
Designer Interface

User

UX Collective. Understanding mental and conceptual models in product design.2019.
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https://uxdesign.cc/understanding-mental-and-conceptual-models-in-product-design-7d69de3cae26

Mental models
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Booking a flight
We have our habits when searching for a flight and the
information we will need along the way

Drive a car

We expect what are the main commands to interact with,
what the car can do and how to drive it appropriately in
our country.

Use IM apps

We expect messages to come back in real-time and to send
attachments like photos and GIFs.

We expect to be notified as soon as someone has
responded.

UX Collective. Understanding mental an



https://uxdesign.cc/understanding-mental-and-conceptual-models-in-product-design-7d69de3cae26

The conceptual model

The conceptual model is a high-level description of
the system operation and behaviour as we want tore-/design.

It is the logical scheme that organizes functions and contents of the System,
and specify how to integrate the available data with users’ goals and characteristics.

— It allows to express, analyze, define and decide explicit the implicit objectives (usability and user experience goals )
— ldentifies the human activities to enable through the interactions

— Specifies the modes of interaction and the difficulties that may arise

— Respects and implements

It depicts and specify the user interaction paradigm

ol
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Di Nocera. Ergonomia cognitiva, 2011, . L[}
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Conceptual models

Directory VS Folders

@ 4 3% Floppy (A1)
[= % Local Disk (C:)
= [2) Documents and Settings
# ) All Users
|2) Downloads
# | My Download Files
# | My Downloads
* ) Program Files
#® | WINDOWS
1) WUTemp
[# % Local Disk (D:)
[# % Local Disk (E)
# .4 Resource CD (F:)

Monica Chin, File not foun
i ¥ . .
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https://www.theverge.com/22684730/students-file-folder-directory-structure-education-gen-z
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User research process

&&‘5 {‘ljf Start the User Research before design and

v development, to:
l owier vowr | % - e 3 o l \ - Know the existing mental models associated

with specific tasks
- Detect and mitigate bias in data collection

e UX RESERRCH &;x‘i, |Eﬂ and processing
or '_) PROCESS . ‘ - Experiment with multiple Ul metaphors

STBET A sER DHE

- Help users adjust their existing mental

! '. models and expectations to the reality of
A2 =
= ML-powered apps
tmwmm“ k “__ e m ] P ' 1 - Mitigate (even unwanted) effects of the
system
\
S —— bl:'f PRERMA JosH] —

Y ik ) Bootcamp, What is your UX research process? 2021 ..l
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https://bootcamp.uxdesign.cc/what-is-your-ux-research-process-726e3ba6189b

User research

Secondary Research is usually faster and

To understand Apply a user

more economical as compared to Primary Surface what people... research method...
Research. Decide where to look for data : —
and why? This could be in-house Demography b . .y
materials/logs, product analytics, past Education A Interviews
research is done, competitor studies etc. N thl;’_”S ' think N
> STAKEHOLDER ANALYSIS Digital habits

. . _ Disability do / use observation
Primary Research is for understanding the Task
WHY of the problem, the problem areas Motivation —m
and validating our hypothesis generated *-genﬁr-ﬁ-a:*';" &

know / feel / dream . tools
from secondary research. Ty
Deep

Better if combined with Secondary
Research the time invested in Primary
Research could be used wisely for
uncovering the WHY behind the problem

What do people need or want?
What is meaningful for the future users?

What technologies can help to reach their goal?
Which solutions or ideas are being tried in other areas?
What skill do they have in the field?

di Torino

areas which would have already been
identified during Secondary Research.
- PERSONAS, JOURNEY, USER TESTS

ico  antonella.frisiello@polito.it

Will the use be occasional? Or repetitive?
Are they professional users?
What do those responsible for the system expect?

UX Collective, UX researchers’ role in shaping Al products and services, 2022 ‘ .t g



https://uxdesign.cc/ux-researchers-role-in-shaping-ai-products-and-services-165cdbd28f63

QUESTIONS ANSWERED BY RESEARCH METHODS ACROSS THE LANDSCAPE

BEHAVIORAL WHAT PEOPLE DO
A
WHY & How MANY &
How TO FiIX How MucH
Y
WHAT PEOPLE SAY
ATTITUDINAL

QUALITATIVE (DIRECT) © 2014 Christian Rohrer QUANTITATIVE (INDIRECT)

When to Use Which User-Experience Research Methods N N/g
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https://www.nngroup.com/articles/which-ux-research-methods/
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The process allowing us to select a subset of
observations (among all possible) in order to reach
conclusions "generalizable" to the whole complex of
possible observations.

Representativeness:
Samples are selected because it would not be possible
to observe directly and completely.

Segmentation:
Divide the total audience into small groups of people

I,

W\ize
Garrett, Jesse James. The elements of user experience. User-centered design for the web. New Riders, 2011. m


https://drive.google.com/file/d/1TJ4ly7ImC4A7Q5ZfJTDl9IlvNDjWdnCN/view?usp=sharing

A normal distribution

Pragmlatists
|
|
¢
Engage, listen, observe, ask to people based on

multiple criteria.
Explore data per diffent variables:

'u‘isiorlaaries

|
* Demographic criteria (gender, age, education, :

marital status, family composition, income)

Tech Entlh usiasts
1

il

This slide is 100% editable.
Adapt it to your needs and

*  Psychographic profiles (attitudes, opinions,
perceptions)

Early adopters Early majority

This slide is 100% editable.
Adapt it to your needs and

This slide is 100%: editable.

. . . . Adapt it b dsand
» Technological profiles (level of confidence with G L

technologies, technological consumption)

capture your audience’s capture your audience’s capture your audience’s

attention. attention. attention.

Maeli, J.P. The Rogers Adoption Curve & How You Spread New Ideas

Conservatives
1

I
I
é

3
laggards

This slide is 100% editable.
Adapt it to your needs and
capture your audience’s

Late majority

This slide is 100%; editable.
Adapt it to your needs and
capture your audience’s

attention.

attention.
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https://medium.com/the-political-informer/the-rogers-adoption-curve-how-you-spread-new-ideas-throughout-culture-d848462fcd24
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The user personas

HCI method introduced In 1999 by Alan Cooper.

Personas are data-driven portraits of archetypical users
that help designers and developers focus on the needs and goals of target users throughout the product development process.

- PRO: representing users throughout the design process of a software-based product, it enable designers and developers to empathize
with these imaginary users and understand better their goals and needs and take on the perspective of underrepresented or easily
overlooked users. For example, personas, which were specifically designed to represent users’ diversity known from gender difference
research, have been successfully used to detect gender-inclusiveness issues in software.

- The benefits of personas in the design and development of complex user interfaces are well known because personas closely
approximate the mental model of various end users.

- CONS: However, personas are prone to activate and reinforce stereotypes. For this reason it is necessary to ensure that the diversity of
people is accounted. Minimize stereotyping depicting multiple identities of a person.

,&{A\A_M:AA!:, A. Cooper and P. Saffo, The Inmates Are Running the it
: Asylum, London, U.K.:Macmillan, 1999.
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Data display technique: THE USER PERSONA

Usually, when creating a persona, not the whole person is described, but the focus is put only on relevant aspects (goals,
needs, attitudes, skills...) and specific context associated with these aspects. Personas usually encompass aspects such as
context and environment, tasks and workflows, skills and knowledge, personal traits, goals, values, motivations but also
frustrations.

- Goal-oriented personas, distinguished from one another based on their different goals (Cooper, 1999).

- Role-based personas, defined by their roles, (Pruitt et al, 2000)

- Scenario-oriented engaging personas, based on their individual characteristics, and their goals are based on these needs
and appear only in the context of a specific scenario (Nielsen).

- Pastiche personas, fictional portraits established on user data but entirely grounded on fictional characters from literature
or film (Blythe).

To adapt the personas method to the context of HAIIl, additional aspects describing the user’s attitude regarding Al solutions as
specifically relevant for personas for Al:

- Trust (How much trust does the user have in the decisions/output of the Al system?)

- Acceptance (Does the user accept (and follow) the decision of the Al system?)

- Assent (Is the user willing to accept/use the support by the Al system?)

"%A_Ts?;ﬁ:"'v A. Cooper and P. Saffo, The Inmates Are Running the it
: Asylum, London, U.K.:Macmillan, 1999.
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What is a Persona?
One of the most effective ways to capture, communicate and use research findings.

Personas are characters which represent key attributes and behaviour of customer segments.

They are widely used in digital development but need to be grounded in real user research and

customer data to be of value. The major benefits of developing personas include:

* Research findings can be encapsulated and personalized in individual users to communicate
complex research data.

» Users’goals and needs can be a common point of focus for the Ul development team.

» Features can be prioritised based on a clear understanding of which user groups will benefit.

* Userdata can be segmented by personas, giving a more intelligent understanding of user
behaviour.

UX24/7. eGUIDE INTERNATIONAL USER RESEARCH. https://ux247.com/publications/

They are a sample of real users, not generic users but «archetypal», different for specific
socio-demaographic variables, roles, OBJECTIVES ... moving into specific scenarios.

They are
- data-driven synthetic representation of complex knowledge, useful for internal communication
- dynamic documents, to be updated

- areality check tool R2
Cooper, A. About Face 3: The Essentials of Interaction Design, 2007 m
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https://ux247.com/publications/

Al generated personas

There is no single way of creating and using personas, neither in literature nor in practice.
Usually, with the exception of pastiche personas, personas are based on data and information collected about real people, by using
qualitative methods such as ethnographic interviews, open-ended survey questions, or contextual inquiries and field studies.

In the last 15 years, a collection of
large amounts of quantitative data
(for example from web analytics, social S a e
. . CUSTOMER SURVEYS U INTERNAL EXTERNAL m SOCIAL MEDIA
media, online customer data, and DATA  DATA
online surveys) together with machine INTERVIEWS WITH CUSTOMERS [2)
learning techniques led to so-called
digital data-driven personas (mainly

used in marketing and customer CRM INFORMATION &0

DATA SOURCES FOR Al GENERATED PERSONAS

e REVIEWS
FOCUS GROUP
(.,- g'\.ll":'\ul..-ﬂ S F&

. = —
research). So-called hybrid personas P i
are created by utilising quantitative AR S A nil
data from Onllne analytlcs together CALL LOGS c :,i: OMNLINE COMMURNITIES
with qualitative insights.
EMAILS 7]
> SHER, ., =1 THIRD-PARTY WERSITES
WEBSITE DATA ‘:-. “uy

A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial
Intelligence (Al) an Open Source Toolbox," in IEEE Access, vol. 10, pp. 23732-23747, 2022 IEEE Access
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https://ieeexplore.ieee.org/abstract/document/9721903

Design personas for Al

Developing User Personas for Al

Step 1:
Identify User Groups

\ 4

Step 2:

Collect Information about Users

Y

Step 3:

Consolidate & Analyse Information

4

Step 4:

Create Personas' Foundation

\ 4
Step 5:

A

market admittance institution
: (EU IVDR notified body, US FDA,...):

i i «., Validate
Visualise Personas % with
: £ Domain
Personas Eapsﬂefrt:f
I'lReady tu USE'II
h j

— —

STAKEHOLDERS MAP

User Groups for Al Application in Computational Pathology

I Al laboratory technician l QM at pathology institute ]

3 researcher in medicine / .
= pharmacy | molecular biology =

LR R R R

I pathelogist in diagnostics I

E Who needs to
= understand the result
of the Al solution?

......................... .
= researcher in data science / Al
AESESsSsd S ESEEEEEEERES

technical customer support software developer | Al engineer
at Al solution provider at Al solution provider
sales | marketing quality assurance
at Al solution provider at Al solution provider

Types of user groups according to
affiliation/working area:

D pathology institute

"
- scientific community

Al solution provider

B regulatory compliance assessment body

A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miller, "Personas for Artificial

antonella.frisiello@polito.it
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Design personas for Al

Developing User Personas for Al

Step 1:
Identify User Groups

L 2

Step 2:
Collect Information about Users

v

Step 3:
Consolidate & Analyse Information

v

Step 4:
Create Personas' Foundation

Step 5.

L]
-

_ _ ., Validate
Visualise Personas % with
T i Domain
Personas Eapseer::f
"Ready to Use"
vy

di Torino
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Infermation Collected about the Users
I

Tasks, | Goals Personal Traits "
Workflow, | Kn::“"‘ o Motivations Values :‘::::f:?
Context | ledg Frustrations Learning Style
] Interviews
=
2 P e | [ ——— "
{% : optional: Questionnaires (indirect view) H
----------------------------------------------------------------- -
—
~
™
£ Comprehensive Questionnaires (direct view)
o I
& Questionnaires (indirect view)
L
-
PP
£
[}
8
£ - Research Questionnaires (direct + indirect view)
o
< [
_ |
1:1- r |
= |
[ |
L]
E-l Research Questionnaires (indirect view)
[
L4
L

GOAL: to get to know (potential) users’
- goals and motivations, frustrations and hopes/aspirations,
skills, education and knowledge, personal traits and aspirations
- tasks and context they would probably use the Al solution
- attitudes towards new technologies and innovations and machine decisions

A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial
Intelligence (Al) an Open Source Toolbox," in IEEE Access, vol. 10, pp. 23732-23747, 2022 IEEE Access
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Design personas for Al

Developing User Personas for Al

Step 1:
Identify User Groups

v

Step 2:
Collect Information about Users

A

v

Step 3:
Consolidate & Analyse Information

v

Step 4:
Create Personas' Foundation

. 4

Step 5.
Visualise Personas

«., Validate

*  with

Personas
"Ready to Use"

i Domain
.. Experts /
Users

Interview
Results

Collected Information

Results

Questionnaire

Research
Results

unstructured

data

Affinity
Diagramming

vy
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Central
Information
Storage

Structured

Information?

structured
data

Visualisation
(Diagrams)

Decide on
Personas

A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial
Intelligence (Al) an Open Source Toolbox," in IEEE Access, vol. 10, pp. 23732-23747, 2022 IEEE Access
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Design personas for Al

Developing User Personas for Al

Step 1:
Identify User Groups

L 7

Step 2: <.

Collect Information about Users

L]

Step 3:

Consolidate & Analyse Information Include:
v : * A photo/portrait
. * Short bio /demographic details
Step 4: * Mindset: brief description of the point of view (specific and
Create Personas' Foundation characteristic of the person in relation to one or more
v aspects of the project theme
* Interests, habits, values
_ stEP 5 ., Validate *  Work (tasks, workflows, context)
Visualise Personas 1 with *  Education/knowledge/skills
: Domain * Goals, values
eerius EXPEIES/ « Relevant pain points and gains, motivations and barriers
Users » Attitudes towards technology/Al
- S

A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial
Intelligence (Al) an Open Source Toolbox," in IEEE Access, vol. 10, pp. 23732-23747, 2022 IEEE Access
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Example

O

‘ L'J .

Amo prendermi cura
dell'ambiente in cui
vivo e collaborare alle
iniziative organizzate
dal Comune.

dalla parte dei cittadini

(] I t designers Italia

Giovanni

cittadino collaborativo

ATTIVITA

Giovanni ha 40 anni e vive in una piccola
cittadina in provincia di Milano. Crede che
la collaborazione tra cittadini sia molto
importante al fine di vivere in un ambiente
sereno e tranquillo. Per questo é molto
attento alle iniziative organizzate dal
Comune, alle

quali partecipa attivamente.

OBIETTIVI E ASPIRAZIONI

Giovanni vorrebbe migliorare la propria
vita riuscendo ad ottenere pit aree verdi
nelle quali far giocare i figli nel weekend e
dove poter incontrare con maggiore
facilita i vicini di casa.

STRUMENTI DIGITALI

[ Qual é o quali sono le piattaforme di
rifermmento ]

= O

o ° ° o

NECESSITA

= Giovanni ha necessita di comunicare in
modo rapido e veloce con il comune;

= Giovanni vorrebbe conoscere meglio i
vicini di casa ed organizzare insieme a loro
qualche iniziativa per qualificare il
quartiere;

DIFFICOLTA E FRUSTRAZIONI

= Difficolta di trovare tutte le informazioni a
proposito delle attivita e dei nuovi progetti del
Comune in un unico posto

= Giovanni non ha uno spazio di aggregazione
nel vicinato dove puo incontrare e proporre le
proprie idee ai vicini di casa.

Designersitalia.it
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be much different!”

THE OPPORTUNIST

WRCHETYPE 02 FRANCIS,

......
INVESTMERT
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THE OPPDRTUNIST

ne

-

Higher imvestiments translate into highly motivated:
maore willingness to protect their better future years ag TH E AS PI R E R

property. whieving th

ImiRTILEW
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i nowew
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Tassi, R. Visual tools to design. 2016
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Example

Monica

Monica Is looking for better food options that match her busy life.
" Briaf description %" Persona Maln Job (Main goals)

+ Monica's main job to be done is to
keep herself healthy easily without
harming anyone.

Parsonality i Apps usad by Monlca

G' + Plant-based food Is a + Lack of time to prepare
ovo healthler option meals

Uber Eats + Plant-based food Is better + Organic food Is expensive
for the environment + Vegetarian options are

lnstagram « Cero animal crueity limited
Pinterest

Is f gi;b WWW.miro.com

N Pol o}
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Example

Marie — The artist

Looking to sell her art easily online and gain
exposure as an up and coming artist.

Age: 26

Marital status: Single

Occupation: Artist/Art Buyer

Location: London, UK

Income: £32,000

[l
# antonella.frisiello@polito.it

Bio

Julia is an artist in London. She graduated 4
years ago from art school and has been
making art since joining a local studio 12
months ago.

Although she loves the people she works
with, she has been giving serious thought to
her future. While the studi that she works at
is growing, she's worried that she wont
developed a name for herself if she
continues working with others. She's
considering selling her art online and wants
a reputable place to sell her pieces while
gaining good exposure.

Needs

= To find the right website which offers
the facilties she wants.

+ To find a way to fund her artworks
without incurring lots of debt.

Gldop

65%

Artworks

The 3 most popular categories of homewares

Pain points

« Concerned that she'll need to manage
mailing artworks and won't be able to
afford the website fees

+ Worried that she's cne of many artists
and wont get enough exposure

» Dcesn'twant the service to take toco
high a percentage of her sales

Ideal experience

* Mail her pieces internationally and
ensure they arrive safely

* Manage her inventory easily from her
iPhone

+ Make great money to sustain her
passion making art

Milanote.com

Research

2 cards, 1 document

Quotes

“It's important that | can connect with
the buyers”

“I really just need an easy way to
promote my art and keep prospective
buyers up to date”

“The hardest part is managing the €———
actual transaction.”

Survey results
3 words

E-Commerce Sales

120000 |

2000
2001
2002
2003
2003
2004
2005
2006
2007




EMPATHY MAP Example (Buying a TV)
Do they What is
SAYS T H I N KS | was think I'm best for
expecting Why is this stupid? me?
something What do Where so hard?
different you think? should | Too many
start? acronyms
| want
What What else something
brand do am | awesome
you like? missing?
| want Lt Wasting
something i basty too much ll:lag.!be’
reliable time? this Isn’t
the best
SAYS (@) THINKS
DOES FEELS
JAMIE
Fear
Checks Lists
the web- pros/cons Over-
site whelmed
Compares Inade-
Makes More products quate
small research Excited
G 0 A L S decisions
Ob: Usure who Anxious
serves Asks N
Postpones in store friends o
big
decisions
4 N Y
7 3 pXY
a2 AY : : : : .
LA AL Y Empathy Mapping: The First Step in Design Thinking, 2018 N N /g
\.IIIII i it (1]
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https://www.nngroup.com/articles/empathy-mapping/

Empathy map

Visual tool developed by Scott Matthews
at XPLANE

QI
N Politecnico
di Torino

antonella.frisiello@polito.it

Hear

What friends
What the boss says
What influencers say

Think & feel

What really counts
Major preoccupations
Worries & aspirations

See

Environment
Friends
What the market offers

Say & do

Attitude in public
Appearance
Behavior towards others

Pains

Fears
Frustrations
Obstacles

Gains

Wants/needs
Measures of success
Obstacles

toolshero



https://www.toolshero.com/marketing/empathy-map/

Enlarge empathy

Visual tool to build a stakeholder profile by quickly browsing the
sources of information you have close at hand. The empathy map is
intended for you to put yourself into a stakeholder’s shoes and

thereby see the challenge from a different perspective. It includes their
main needs, drivers and expectations, as well as their behaviour and
sources of information.

When to use

When you have identified your potential stakeholders and want

to know more about them and don’t have the time or the resources to
carry out indepth market research. It is a tool to apply only with those
stakeholders who you think you are going to engage with the process .

antonella.frisiello@polito.it
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Example
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http://www.uxlab.it/

DESIGH

GUIDE
Nl
WORKSHEET
NAME: WHAT MATTERS HOW DO | SOLVE NAME: WHAT MATTERS HOW DO | SOLVE
MOST TO ME? PROBLEMS? MOST TO ME? PROBLEMS?
Circular A L ' A A
Buy-in - o | | - ! |
1 Agorbigger | | N |
Now, consider their e P e : P i
perspectives to understand T TrTTmmmmmmmmmmmmmm T
where they're coming from.
NAME: WHAT MATTERS HOW DO | SOLVE NAME: WHAT MATTERS HOW DO | SOLVE
MOST TO ME? PROBLEMS? MOST TO ME? PROBLEMS?
local and national government, F ’ i i P i
suppliers, customers (existing i i i i P i
and potential). T e eeeeee e s H et eee e N b
NAME: WHAT MATTERS HOW DO | SOLVE NAME: WHAT MATTERS HOW DO | SOLVE
MOST TO ME? PROBLEMS? MOST TO ME? PROBLEMS?
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In summary

Repository: Personas for Al

Personas’ Foundation Foundation Document

TN

% r,

z

Step 5:
Visualise Personas

~ )

Persona Sheet Templates
Persona Pictures

Persona Sheets

Process Methods Material/Tools
- ~\
Step 1: . .
Identify U:er Groups Brainstorming Impulses for Brainstorming
¥ ) ‘
F y
Step 2: Interviews ) i
Collect Information Questionnaires Templates for Questionnaires,
about Users Research Interview-Guidelines
¥ ) d
r B’
Step 3: . . . . .
Consolidate & Analyse Afg"'tyvn'aglr.am'?""g Practical Tips for
Information ata Visualisation Affinity Diagramming
¥ S /
[ b
Step 4:
Create Foundation Document Template for

N

L] ) a
Personas
"Ready-to-Use"

A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial
Intelligence (Al) an Open Source Toolbox," in IEEE Access, vol. 10, pp. 23732-23747, 2022 IEEE Access
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https://ieeexplore.ieee.org/abstract/document/9721903

Keep on working

Create more personas, dig the main users considering individual and contextual variables

Searching for more data to get deeper insights.

Interviewing and validating personas representatives

Searching for alternative views, diverging from your first analysis

Refine the visualization: create better labels, add additional data, identify inspiring visual representations.

il 42
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Questions ~?

Antonella
Frisiello

antonella.frisiello@polito.it
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