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Applied Data Science Project

L23 — User Journey (hands on)
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From the need to the experience

USER RESEARCH > SERVICE STRATEGY

» Understand the problem thoroughly How mlght we...?

* Broadening of knowledge

* Broadening the perspective
(beyond our point of view)

* Anchoring to the real

Generative method of ideas
Starts with the problem and identifies opportunities

* How can we ensure that more people pay their taxes on

time?
* How can we help employees stay productive and healthy
As a <user role> when working from home?
I want <goal> * How can we make people aware of the online risks of

sharing information?
so that <benefit>.

https://dschool.stanford.edu/resources/how-might-we-guestions
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https://www.nngroup.com/articles/how-might-we-questions/
https://dschool.stanford.edu/resources/how-might-we-questions

Z0RN International
Organization for
-4 Standardization

USER EXPERIENCE

1SO 9241-210 (2020)

The user experience or UX includes aspects of quality and fluency
of the entire experience flow
(expectation, use, memory),
compatibly with the users’ cognitive, emotional and contextual specificities.

DURING USE AFTER USE

Memories, learnings, and emotional

Beliefs, emotions, anticipating Efficiency, effectiveness and ) h ing f
thought, background, expectations, satisfaction pursuing the goal. ERMIEERE that remaining Tor a
habits while/over time

USABILITY

1SO 9241-11 (1998)
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To learn more

Don Norman:
The Term UX
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https://www.youtube.com/watch?v=9BdtGjoIN4E&t=1s
https://www.youtube.com/watch?v=9BdtGjoIN4E&t=1s

The experience of a service

* is made of the events in which we interact with the world

* happens in a complex context (anticipation)
* implies points of contact (human, technological, symbolic, ...) ~— SERVICE STRATEGY

* has a duration, lasting over the specific event (memories)

DURING USE AFTER USE

CONSIDERATION

PRODUCT
USAGE TECHNICAL
\

SUPPORT o

FRIEND
REFERRAL
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The journey

1 1 1 , I ted
Wikipedia’s oS Sender
M o b I I e U se r Mobile F;!eatﬂcr mﬂ"pw;“
The User Journey e S Involved Editor

edits here and there

represents
Eager Analytical
- The sequence of steps Moblle Reader Mobile Reader
characterising the process or = '

the experience
- From the user’s point of view

It can represent both the current :
process and envisage a new ) Discovering

process, helping to visualise the T
differences between solutions.

Consuming

| Contributing § Producing & Sharing

Invested Reader

It allows us to understand better the context of the human action:
Goals, Data already available, parallel tasks, interruptions, errors
- All these factors affect the output
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We prototype user activity before the solution

The user experience is the result of a process that provides value to the end user,
the customer. This process is a set of interrelated activities (decisions and actions)
needed to achieve a predefined and measurable goal (the service).

We model the solution on the current activities and tasks to:

- comply with the human expectations, priorities and needs

- prevent interferences

- prevent human errors

- To decide which data we can collect, sort, process, display

and how to design the enabling functionalities,
needed to support these actions.

The User journey is the starting point of the
User Requirements Engineering Process.

(The experience flows are almost always Ul-independent)
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CUSTOMER JOURNEY MAP Shopping for a New Car

EMOTIONAL ERIC EXPECTATIONS
Ericis an emotional car buyer. He purchases based on aesthetics and status. * Ability to compare cars and their breakdowns
Scenario: Eric recently moved to the area. He is shopping for a car that is fun * Good photography with closeups, inside and out

to drive and dependable enough for use for everyday commuting. * Video overview of car with demonstrations

CONSIDER EXPLORE COMPARE TEST NEGOTIATE
1week 2 months 1 month 2 weeks 1 week
1. Sees TV commerical for a 3. Explores site and looks at 6. Reads Consumer Reports 9. Selects a set of cars he 13. Decides on a car
website, YourCarNext.net, allvehicles in his budget and reviews; keeps a plans to test-drive
which helps people shop spreadsheet to compare 14. Gets financing terms, total
for vehicles; visits the 4. Creates account; saves cars 10. Looks up location of each price, monthly payment
website favorite cars in wishlist dealership on Google Maps from salesperson
7. Consults with trusted
2. Sees ad on Facebook 5. Downloads mobile app indviduals 11. Visits dealership; fills out 15. Researches more,
while at his office lead card, discusses specifically about price
8. Constantly checks site for process with sales person,
new options that meet his drives car, discusses more; 16. Makes a competing offer
criteria repeats process for each car and buys his new car

“Wow that website looks
great for car shopping!"

12. Discovers he can take notes
about each car he drives in
the app

“I like that | can save
carsand alistis
automatically made”

“I'm so happy with
my new car!”

“This mabile app

is missing alot of

features.” “Ilove that | can take
notes about these cars

f N i ”
. pp. So helpful!
“I'wish all car dealerships were {nme:app: S0 helpful

shown on a single map, so |

“I'm disappointed by the can plan my route.”

quality of some listings... %/—/

very few photos.”

“lwonder if | can get
a better deal?”

“This website looks

much different from
the commercial.”

“Why does it take sooo long
to test drive a car? | wish |
knew it was going to be
procedural and salesy.”

“I might miss the
perfect carif |
don’'t check the
site multiples

times a day”

“It's difficult to narrow
down options and parse
through competing
resources. | have to use
a spreadsheet.”

NN/g
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The user journey

The user journey describes the experience of a
service from the users’ perspective

(journey of the user Persona).

Like the Personas, the User Journey is a heuristic
model that helps to define, design and refine the
conceptual model and then the system itself, in a
user-oriented view.

A User Journey represents the series of steps
(usually 4-12) that constitute the process of
interaction of the user with the service/system
that is being planned, within a specific scenario.

It is usually used to demonstrate how users
interact/could interact with the service/product

storytelling + visual elements
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Stages of

journey
User goals
Activities
Touchpaoints

& channels

Emotions

Pain points

Improvement
Opportunities

Awareness Search

Carry out a bask Find o salwion

Reolizes the Searches google

bo shore fo

har salulicons
dewnload

problam he has

Oither

Frimnds, google

- foa many
opfions

- howwe ben kenevwe
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Install and sefup
the app quickly

Registers in app
and daes
cnboarnding

‘Wielcome screen,
cnboarnding

- registralion
hakes oo long

- don't knew how
bes st up the opp

- simpliky
registradion fow
- provide hint
during
onboarding

Use Support Rewview
Carry oul the
beask ecusiby with Gl GMI:‘IEH s Rabe the opp
queshicns
the app
Locks wp support Groes bo app
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conbact, sands shore, wrilas a
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- send product

tuterials - ask lor review

in the app
- simpliby vaer
Flevar

- recdesign search
fescatures

A Beginner’s Guide To User Journey vs User Flow



https://www.digitalnatives.hu/blog/user-journey-vs-user-flow/

al T-Mobile = & 10:55 AM

Hey Siri how do | get to the

Demanding outputs airport
. : One option | found is Denver
People often use voice assistants e . ~
] . o International Airport on Pena
while performing other activities Blvd
(e.g. while driving)
when their hands and eyes are busy. 5. maps
Denver International Airport
Siri or Google Assistant show results on et bt A gl
. . (2938) on Yelp
your phone screen instead of reading them
out loud. Rocky Mountain Metropolit...

Regional Airport - 13 miles
(4) on Yelp

- What effects can this approach bring?

Erie Municipal Airport
Other Airport - 18 miles
No Reviews
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We make experience through touchpoints

This visual tool provides an overview of the touchpoints the users do/should/will interact within a specific scenario.

A touchpoint is any point of contact between one service and one user.

In a service, many types of users and multiple touchpoints (humans, paperware, digital, ...)
Each touchpoint provides information and data adapted for human processing. ¢

DIGITAL TOUCHPOINTS

Search
..- Landing Page -
Digital Bill d e o Newsletter -
. ,. ‘ - ". Mobile e .
ral Email 227 Z Blog o
Vi ki l,’//é 7,‘ Website , \ " ,.
2 ."»*‘.-"S!v;
Urlra |I}||1‘-. ,;:7 3 -.! ra |1E..':Ll ! a a é/ff’

/
Direct Mai . ’ Call Center
y
\'\f‘ *fﬁ’ Word of Mouth N . . 'c'”mt' S
PR ‘-. Store

Radio

v

Print

Qutdoor PHYSICAL TOUCHPOINTS
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The user journey | The steps (1)

Customer Journey Map - Music Sharing Experience

Py

Customer Journey Map - Music Sharing Experience
STAGE Visit >> Listen Discover >> Share >> Discuss >> Recieve >> Respond
Opens spotify on phone Browses suggestions Listens to selected Clicks on three dot Asks Grace what she Recieves atext Opens whatsapp
and "Discover Weekly” playlists Menu next to song thought of the song message
playlists
. Discovers a familiar Selects the Share Clicks on link and is Responds with approval
Chooses a playlist song option in the redirected to a or disapproval
dropdown menu browser window
STEPS
Copies a link and Opens with Spotify
sends itto Grace
through whatsapp
Clicks on shuffle play
“| listen to music to get “| like the discover "l like alternative rock "I share music with my “l would send a follow "Why do | HAVE to "l wouldn't respond
THOUGHTS me through coding certain ~ weekly playlist. and indie music, so | like friends by just sending up to the text after | open it on Spotify. unless it was a
projects” Sometimes, | just don't to discover by genre them a link on shared the link” That's really annoying” particularly nostalgic
S P . aenerall” ) RO —
] :n:n.\zmm: ] . ‘,[' :7};1 \.“‘

- /
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Adding a sharing feature to a digital music sharing application



http://www.meghanabowen.design/spotify.html

The user journey | The steps (ll)

Customer Journey Map - Music Sharing Experience

stace Vi

[—

TOUCHPOINTS & = e ® O @00

Stoked
9 To find a new artist 9 @
Excited Excited Excited Happy
To see all the suggested To share a nostalgic To listen to a nostalgic To send feedback to
playlists song with his friend song friend on what he
EMOTIONS Curious Curious Curious thought of the music
To find the translation To find outwhat his ~ To see what music his
of a song from a friend thought of the friend discovered
Neutral different country suggestion
Woants to listen to music
while working Erashiatad
Annoyed To have to only select
To see music Shuffle play mode
anoazione W ;;’ j?! ‘\‘:,
i C Y, . m¥ Politecnico - - . . - R
LR O BB diTorino Adding a sharing feature to a digital music sharing application
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http://www.meghanabowen.design/spotify.html

The experience result from a combination of tasks.

* We will assume that this flow is part of

some sort of music-listening service |—'[ Create List

that lets you make multiple playlists. - o ‘
@ stat—> o b
We will assume that the user has already found a song they Yes s Song
like and that the Find a Song flow is a separate one that is Choose List Duplicate
not shown here.
Yes
¥
* We'll also assume that the user is already logged in and that Notify User of

Duplicate

they have permission to make playlists.

 We will also assume that there is SOME widget or
affordance (I'm avoiding the term button because, again, Neay?
this shouldn’t depend on a specific Ul element) and that the
user has interacted with that affordance to indicate that

Yes

—
Add 1n@—\!; end

No

they want to Add This Song to A Playlist.

* The user pushed the Add Song to Playlist button.
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How to Build a Task Flow



https://www.usersknow.com/blog/2020/6/4/how-to-build-a-task-flow

User journey and user flow

A user journey (or customer journey) is a User Journey: Becoming a New Patient
scenario-based sequence of the steps that a user =

takes in order to accomplish a high-level goal with ﬁ O '9
a company or product, usually across channels
and over time,

32

Research Schedule an Receive a Visit the Access Follow up
doctors offices appointment reminder doctors office s patient portal * via phone

A user flow is a set of interactions describing the
typical or ideal steps needed to accomplish a
common task to be performed.

A flow is a journey — = @ = o = e
- within a single touchpoint | e = = e— — S S — = =y
- accomplished in a short amount of time
: Login Portal Lab-results Specific lab 3
: screen homescreen page result
E.g. e e s

- filling out an online form,
- the checkout of a shopping cart at an e-commerce site

) P AN
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https://www.nngroup.com/articles/user-journeys-vs-user-flows



https://www.nngroup.com/articles/user-journeys-vs-user-flows

The user journey content

Journey ingredients:
* The Personas (to keep clear needs, goals, SCENARIO GOALS AND EXPECTATIONS Zone A: The Lens

[ ]

thoughts, feelings, opinions, expectations .
and barriers)

actor scenario

* Atimeline: referred to a specific timespan
of the experience (e.g., 1 day, 1 week, 1
year...) or to the stages of a process (e.g.,
booking, implementation, payment, use...);

® e

Zone B: The Experience

phases actions, thoughts,

* @Gain and pain: identifying the advantages emotions

and the barriers that can be in every step

« Touchpoints: the points of interaction OPPORTUNITIES | | OPPORTUNITIES | | OPPORTUNITIES | | OPPORTUNITIES Zone C: The Insights
between users and service/system and the .;;.
enabled actions and received feedback -
(main input and output)

INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP

opportunities

oK pazIaNE 4 {7 | \}‘ . . . - |
links :’??ﬁ;ﬁi e Torma Journey Mapping in Real Life: A Survey of UX Practitioners N I / g
. % »# di Torino
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https://www.nngroup.com/articles/journey-mapping-ux-practitioners/

CUSTOMER/USER JOURNEY MAP

@ SPECIFIC USER + SCENARIO + GOALS

User actions

Personas PHASE 1 PHASE 2 PHASE 3
Scenarios 1. 3. 7.
U , 2. 4, 8.
ser emotions 5 9.
6.

User thoughts @
Channels \ L\,
Devices Q
— ]

Recommendations

Metrics
OPPORTUNITIES + INTERNAL OWNERSHIP

NN/g
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https://www.nngroup.com/articles/journey-mapping-ux-practitioners/

CUSTOMER/USER JOURNEY MAP

Contenuti
@ SPECIFIC USER + SCENARIO + GOALS
PHASE 1 PHASE 2 PHASE 3
1 3. 7
4. 8.
5 9.
| g
Controlled / Complex Non-Linear Direct Connection
Evaluation Time-Based Linear
Non-linear / no-time
NN/g
7 }' j"1:. Politecnico Journey Mapping in Real Life: A Survey of UX Practitioners N /g

|
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https://www.nngroup.com/articles/journey-mapping-ux-practitioners/
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Template rux MAP 2| Persona Data I

!

| ! | |

: Face | | Fase |\ Fase ||| Fme ||| Fae |
I | | l |
Mtita | | I | |
| | | | |
: | | | | |
Canali F f | J !
| ! | 1 |
Diepositni -~ 1 l | l |
| | | | i
oz | ' | '
f { i l f
t | | | |
| | | | I
| | | | |
OPF?DﬁuﬂHﬂ I | I | |
| | | | |
| | | | |
i | \ | |
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http://uxlab.it/persona

IEGG Designing the Experience - Example WOW

Example

* Longitudinal expedited security & passport checks for frequent fiyers (@
.. @ waiting to board plane in comfortable lounge

* Phygital @
* Emotional

Q“M@

—

@dﬂvar checks into hotel for me @ |
e ' ; .@elzmnyqeuztaeds

A (%
p. ‘: :}mﬂw work in quiet with internet connection

l @Qm_mmm - reserve m@ @ Use the Experience Icons:

for return flight

@ How can this be a positive
experience?

@ Make or break moment -
what can we do to make
sure consumers come back
time and time again

® Where do we need data to
help deliver the experience?
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Exa m p I e STAGES Awareness Consideration Acquisition Service Loyalty

ity o

i Widing hor
Eaacin + Dl T Wating fer ¢ oF
ot Gibowi raling | €
ot st e,
B
Ehu DGy

Fobws i P

TOUCHPOINTS

DEPARTMENTS

Mareting £ Colived Marketing

Dpenigyny / Edliponiad

a5haon Management

Cursll Qi MANSpeTiRnt

Product Mansgamant

ALCpuniing

Larpal

Pald Sarvicn Providers

Loglstics. Service Providert @ e @ & 8
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Pre-sales Sales / Purchase Claim Post sales

- > < — » <
Mai of Seek Seek Provide Confirm Underwrite Reach out Declare Monitor [ Settle Manage Renew
“'":“P’ information  advice  information quoste Process contract contract
customer —
ey & 9 1 g B B B % =W & O
Website ;. . ® @ ) . o
. | App o o L @
c
S Sucii.ll .,
media
Email ® o ®
Call
center - @ o
Agent /
] broker o '. ® ®
E Retail
branch / o @ @ @
bank
Mail O ® ®
Y

il '\‘.M;’: di Torino
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The data journey

The Data Journey explores the interactions with data.
It helps to identify which data are needed in the various steps of the user journey,
supporting better to define the data architecture and the further development phases.

Data Journey »
journey
Assign ksads o
along the
Assign a scom of 1-5 = ’
!Mnm“‘ o @ach lead genersted

Dl ik place 1o o Caeg e,
single view ‘accurate profile

e, ! & mbrped info &
- 3 customer facing
Steps in the Data “| need to know who are | ')

my best leads and what C &
Journey are the next best steps.” ./’
The channels and Sales & Marketing Channels Curstomer Exparience Platfonms Auto ML Modeling and Insights Customer Experience Platforms  Sales & Marketing Channels
platforms enabling |[— biis s ebate
each stage Interactions - rs;n::m Salesforce S:Le.;;me Paign:l;diu
Events Google analytics o il Direct sales
Social Media Paid Media Platform - Paid Media Platform Social Media
: PR T vo
How the data is
moving, == ; i [ weoore vl |
: 9. |— Sales and Marketing EE EEE DT G e - | Poss vedia | Oroci saes |
transforming and g ] - == ] '
being acted on trovo.ai
] :n: uuuuuuu ] . ;}' ;?! \-‘_,
| L¢ ‘:W‘." Politecnico

! y Folte
\ R, di Torino
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I HDATA INNOVATION FOR DEVELOPMEMT GUIDE

DATA JOURNEY TOOL
Template

STER 2

I

Working from ethnegraphic research or your knowledae of the issue, fill out the wser's “starting point” below. What is the typlcal journey of such an individual with the problem?

Mow, on each row of dots below, plot the steps a person might take to address the problem. Each touchpoint iwhere the person visits an office, fills out a farm,
talks to another person, or takes any ather action) should go on its own dot.

Search

Reserve Trervel To Armenia Border Experience  Arrivol In Armenia Tourist experences
Search guery for ploces @nline oocommadotion : _ Pureh ™ s hos
o wisit i Aernesic Boaking N s el e ik e
Uz prpwdar traved Contacd fiends of friends taave phang at home, Lse Visit bey musewns’
puidehook in Ammenio s Gegngian B guidebook os reforence paint Cent
Decides to trave! i & §
to Armenia Return Home
As#.-ﬂrm.cnhn i Couchsurfing Ay Dvartnods disgart Use rooming with Pubiic transport
S T'{\RT diaspone own S EN D
& = = @
= g
Wit Frighel Sgeracy: Bank Thraugh Agancy Lise 51 pravided by Organisad toar
trove! agercy

Buy o comper wan Turn phene of, Ask locol Social natwodk
people for odvce icasilor
1 ¢
STERP &

What data is gathered at each touchpoint? VWrite it below,

What is the timeline of the actions? Plot it cut here

L | n k s }Mg Politecnico

{a« »» di Torino
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UNDP, A Guide To Data Innovation For Development, 2016



https://istitutoboella-my.sharepoint.com/:b:/g/personal/antonella_frisiello_linksfoundation_com/Ee6RYEn86e5Lv2OCknsKxE4B2yP7yW-J6QG8QW_4AJBqZw?e=HcGYM2

The data journey

Utenie B [& ar — L - e
Wi AL TP Agp Al 2 s S App Adituren 2 3u a destinazions & ] S| -
pACHEQo) Molahs ch Libente A Mokde dh Lilente B corca un | e L] |
parcheggio) . . ) e s
o | | | mE==
i"ﬁl'l'ﬂl-l'ﬂl!-n-ﬂ-ﬁn“!][ I Log-in recpesi — | - . [
- | == = U
) |
Abiitnzone modl| Log request
_ T un:umu:u T I Richiesis Posh | ——
— Check-in GRS 1 J— I I.H:F'Ill:lﬂil.lil.il:l'l'l i
—‘l_-. | i icercA uienig B
e lindencrw ol
COonesone su aiema
posin mho .
1] b ]
Camber sEakes ulanie]
—J coondinam GFS
Feks visbile 'oferia drrninne vesitili
i peorsi AL | A Selazioras
| -
| Mosira nella mappa
la posmons
| I rh Lienes A
i | . r . L

3
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The data journley

— - L —

..rn-:lsuu richiesin di B conirglla g rreia nchiesis Seb=riona FMolerta

C1 S0 MaS g
B nehesie per &
IEposia alemaiiva invia la nsposss Conirclla se IMEEEa a-ﬁceu.mu'-tu:hﬁ.-
nla ncheesin 0 BOHHI ME SR
B B i ol ol — B
nchiesa faia da B
Fagpiurgs posln auis O wlenie &
| i conirgdla =2 sy —
@ sono messaggi Conlama e
masiea nolfica di B o rickieste pee & I notifica nel posio s
i g
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Hands-on
Design the user journey
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Cuostomer Journey Map

Design the user journey

STEPS

1. Define the stages of the experience, from the e =

“discovery” through the “onboarding” and usage, ACTORS

till the “exit” e
2. What activities will the Personas perform at each

stage? ACTIONS »
3. What touchpoints does the experience imply?
4. What data/information will be

provided/requested? GAIN -
5. What will be the context of the Personas in each

phase? PAIN

Use www.miro.com to collect, display, rearrange and TOUCHPOINTS -

share your work.

Feelings _
IDEAS
REQUIREMENTS elid
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http://www.miro.com/

Map the interaction with data

|dentify the main steps of the process you want to provide with your
solution

Assume the perspective of the direct-user Personas you have defined
and describe in detail the Actions that they can do in every step

e Inlcude alternative actions and loops
e List the touchpoints used in the specific step

e Specify data/information are provided/requested in every step

N
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....... '] o .
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https://miro.com/welcomeonboard/RDBUd0FiNXFLWTluYnNVbjZuS3lucE04ajVlQlluaVg2TFdzdzE4ZkhibkNROWxvUXpKbUxZTDlOTHhVVGZmT3wzNDU4NzY0NTY3NDQ4NjIzNzcxfDI=?share_link_id=171030505176
https://miro.com/welcomeonboard/RDBUd0FiNXFLWTluYnNVbjZuS3lucE04ajVlQlluaVg2TFdzdzE4ZkhibkNROWxvUXpKbUxZTDlOTHhVVGZmT3wzNDU4NzY0NTY3NDQ4NjIzNzcxfDI=?share_link_id=171030505176

New questions?
Confirmations?
Difficulties?
Applicability?
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Producing a usable output
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From the strategy to the output

Concrete level

Interactive prototype Media rotation
| surface (in-device)
USERS ﬁ Vockup
sHhe/eron

Wireframe Sketch

&

SITLCIYSE

Use Cases InfoArchitecture

. Personas User Journey

Scenarios
DESIGNERS Storyboard
Abstract leve DEVELOPERS

Y Garrett, Jesse James. The elements of user experience.
. . O /y‘__‘J . o . '

CITIA S {M,} Poftecnico User-centered design for the web. New Riders, 2011
PASSION FOR INNO VATION \\“ ,,,,,,


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

Visual thinking

It is a method to explicitate and communicate data, insights,
models, processes, layouts by visual representations such as
patterns and images.

c/o/c. To, LILL L

* @ PEOPLE CENTERED
@99 ‘. . DESIEN

Oo
"WWMM? o® -

/ .. o’
VISVALS 4 O N
NEW chwowm’ . O m ®-

Hogwa ONESELT,
OTHERS , AND POWER

Visual literacy, d\Visual argumentation

Llf‘k M j Felitecnico
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“show don't tell”

* Show stakeholders the concept and progress

* Collect evaluations and feedback

* Facilitate the assessment of alternatives

* Reduce design errors

* Facilitate communication between project team members

* Save time and money k

The written documentation does not allow you to
see the big picture.
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3 fundamental steps

\SKE:E.Ch Wireframe Mockup (mock-up)
SKETeH T TVPE
EVocATIVE - e Btk
A = —> DESCRIBE
EXPLORE — P—
BT = —> ANSWER
i —s TEST
(R = —> RESOLVE
TENTATE - P
NoNCOMMITTAL By

IDEATE —> DEFicTioN

7 2 Y pojitecnico test ,IE, ‘::5"""':"'5? Test 'f- -':l!'ﬁ-l.-"'-!.'-[ﬂlﬁ' Tect l:]: d'::-.-"::-;'aF
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From low-fi to hi-fi

SKETCH g\WIREFRAME g VIOCKUP

sl Suercn el Ak ¥ 100 -

spacestuff
—— 1060

Loram Ipsum dolod it armal, comnmactatust
adipieing it sea dicm nonummy nibh suls-
mod fincidun! uf Icomet dolom mogna ol The first launch of the S[}Elﬁ@

CRIOT) S VOOt Shuttle occurred on 12 April 1981

[ cTa | —

ACTION Login m

Login
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From low-fi to hi-fi

Wireframes

The initial dea | wanted 1o be trendy also be standand dashbaarnd,
=0 | started rough sketches with basic reseanch bow feedback dashbsoand (ooks? ard how
P goned place my Comporsmis? inthe sad | came up it thee wireframe:

MAIH BASHBOARD
BT — =
Bl - . |
e @ [F— [ —
= O a od !i.:l -
= = W ol | S
e T T T || e[|
P
W Cosimeny ~ N—
. FEEOIRACK PAGE
S " | A -
—_ A= l'-'.‘-\|
- = = x|
b -
0 i (o =
! A Cramam
AP
——
.
Ppeee—
[ ’;: ‘;?l ‘.\‘:'
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Components are main feabare in this there. | rase wsed mudtiohe asset such as; bar tharts, graphs.
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Components

Pz charts & 650 progress pars they are trendy and user friendly. The designs are
flat with fentamesoeme Kons and asscts. Hore ane the fow cxamplo of wsed companents

@ B oo

Prsalrrsl B b

1%

g Femcback
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Final Design

After watching =o many online dashboards aspecislly for fesdback system. | might reach
the end product, it 1= fremdly and well mantained, may not be Al with complete data but | triend
tir readh there for v pont of Wew, Pleass have a ok

FEEDBACE
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https://www.behance.net/gallery/73331021/Enterprise-System-Feedback-Dashboard-(UIUX-Design)



https://www.behance.net/gallery/73331021/Enterprise-System-Feedback-Dashboard-(UIUX-Design)

Minimum Viable Product

“An MVP is the smallest version of a product you can
solution that meets the initial need. use to start the process of learning from customers.
It is a high-fidelity prototype which implements the main  Think of it as the first experiment or in-market test of our
functionalities required to test it. ideas. It needn’t be the full product; often it's a version
with elements removed or one made using a simpler
production process. It can be as simple as marketing
materials or a brochure.” — Eric Ries

It is an output mature enough to demonstrate the

The most valuable MVP - uxdesign.cc
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https://uxdesign.cc/the-most-valuable-mvp-9f7995e42323

Wireframing an output

You can envisage a layout including frames, boxes, charts, tables, content and micro-copy.

) ———
=t _— [ 1
=" 4= _
—— I
0= W= =
E e— e E— —_ = =t. ==
|:| ] m—
—— : ! =
. O=CO=0O=CO=0 —
L | e
@ @ | ' nn
Useful Bait Versus/ Comparison Heavy Data (numbers porn) Timeline Visualized Article
Waorks wall with most of the data Works wall with & kot of informations Works wedl with marketing sirategy Can ba a comparisan MNewds sirong tithe
Easy 1o read and good wsability Design{visual) is very impodtant Timaling for project Good for tieneline or journey oo Works well with heavt content
Infarmations hawe 10 D very inlenesting Cean extend 1o & liowchan From simple to complax Easy to read and understand
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Also table must be usable

Checklist for spreadsheets

* Name the file significantly

* Name the individual table significantly

* Label precisely and clearly the columns

* Decide the sequence of columns logically
* Assign the correct format to cells

* Check the data formatting

| P Politecn
Vo, gmY Politecnico
. '\'.Mfr di Torino
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undingAgency

Dept of Agriculture

Dept of Agriculture

lepartment of State

.S. Agency for International Development
rade and Development Agency

S Agency for International Development
Department of Argic

Department of agriculture

btate Department

rade and Development Agency
Department of Agriculture

.S. Agency for International Development
rade and Development Agency

2000
20008 Korea—North
20008 Korea North
20008SouthKorea
20008 south Korea
2001 North Korea
20018N Korea
20018So Korea
20018 Korea, North
20018 Korea, South
20028 Korea, N
20020 Korea, South
20028 Korea, South

20038 Korea, North .S. Agency for International Development
20038 Korea, North Department - Agriculture
20038Korea, North Department - Agriculture

200
200
200

Department of State
.S. Agency for International Development
rade and Development Agency

Korea, No
Korea, South
Korea, South

FundingAmount
$32 242 376
$86,151,301

282,805a

$294,340
$333 823
$26,766,828
$19,337,695

166855

735718
345,399
117715223
2260293
183,752
329,953
37,322,244.00
67,990.00

220,323
66,765
19,899



Also table must be usable

A1366
AZE10

Total
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ar
20

7

14
14
16
12
11

151

21

12

16
13
13
16
15

171

248
1

18
17

12
14
189

12
12
162

- K] -8 P

Percentage of children, ages six months through five years, whose parents indicated they “usually” or
“always” showed selected “flourishing” behaviors

Overall

Gender
Male
Female

Race and Hispanic Origin
MNon-Hispanic White
MNon-Hispanic Black

Hispanic

Other

Poverty Level

Poverty Level and Below

101 to 200% of Poverty Level
Above 200% of the Poverty Level

Parental Education

Less than a High School Degree
High School Degree

More than a High School Degres

Child is affectionate
and tender with
parent

93%

2%

e

91%
4%
929

)

9%

91%

=3

I g 4 §
& &

% ® ®

"

@
&

&

Child bounces back
when things don't
go his or her way

79%

70%
76%
45%

78%
3!

67%
74%
83

i | & 5 = s ]
% ] L ;% ®|=

Child smiles and
laughs a lot

B

g

8
I |§!I Ig.\ §

%

&%

96%
97%

Data source: http://www.childtrends.org/wp-content/uploads/2013/07/125 Flourishing Measures.pdf

Child shows interest
and curiosity in
learning new things



Dashboard layout

Your output shall be part of an integrated system.
You can envisage a layout including frames, boxes, charts, tables, content and micro-copy.

Hl= Search o David Tramp

DASHBOARD DASHBOARD David Tramp
E‘fﬂx'ed ane Server Load Overal Status Overal Sales
Visits  Today  Monthly Visits  Today  Monthly Visits  Today  Monthly RESULTS SALES
5 2008 380 900 2008 380 900 2008 380 900

@ Dashboard
Jane Dowson
- Ed

Stafistics Miami, USA

400k

Events 300k 750/0 50(y0 25% MLT‘)%:
New York, USA
(FEEs 200k

Tom James
=
Berlin, Germany

100k
ShM ) ¢ oy Project #1 Project #2 Project #3
geb po! pod o¢ QF
Will Chao
Los Angeles, USA
i July 2015
I I I I I \2/?3'658 TRENDS e B Jane Dowson
A Wiami, USA
Australia o 3479, -
UK Today Sport 14.2% 50k Sek Aaron Hopkins
I In 490 ) ) New York, LISA
Shopping 81%
Canada 20k
Music 5.7% 0
Sales 59%  41% 0 :
Poland I I $980 ) ) o _ LOAD MORE
Direct Sell  SMM Business 4.9% MON TUE WED THU FRI SAT SUN

W conpazone W . ;’?' ™
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Dashboard

https://www.datapine.com/dashboard-
examples-and-templates/sales

% 3
3
sV Politecnico
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Sales KPI Dashboard

NUMBER OF SALES REVENUE PROFIT coST
15 $150,009 $39,709 $110,300

& v4% 45% & 9% [ v & V1% v 1% & 2% [y 1%

SALES REVENUE COST BREAKDOWN
$200k o
Marketing 33
%150k
$73,450
$100k
Sales
50k
$36,850 67%
$0k
el & el aB ] el ao & ) el & aB el
R ” \::a“’,le < 01»‘(’(\\ ¥ N » ch"e‘qg W g xﬁ\'ﬁ wet B ot » wet » e ” e »
o ¢ oo e y po” @ oc® W 2 ec‘go’\ oo
INCREMENTAL SALES
B Mew Customers [ Up/Cross-Selling Email M Facebook
M cDN B Google Ads Search
M Instagram B Twitter
UP/CROSS SELL ACCUMULATED REVENUE
$3M
Revenue $16,501 |
$3M —
%of Revenue  11% I . —
$3M
|
CHURN $3M
Total 26 $2M
ota
$2M
Rate 2%
o ot et = o S & FHF LS & P H FH P
?{6"]'\:“\}‘3 ‘&:0\"’8 LY \':{\03 CA\}‘{:{\‘}G ('JQ(‘) (99 {DQE) @Q 43{39 oog %Qg ng @09
Revenue $43,812 @ et @ e & g S P F

@ Percentage above or below tfarget Comparison fo previous time period


https://www.datapine.com/dashboard-examples-and-templates/sales
https://www.datapine.com/dashboard-examples-and-templates/sales

International
Organization for
Standardization

USABILITY

ISO 9241-11 (1998)

The extent to which a system/product can be used by

to achieve HHHELRE-GEIHwith efficacy, efficiency, and satisfaction
in a specified [ | LN AT,
_. Intended
outcame

usability: extent to wihich goals are achevied
with effectiveness, efficiency and satisfaction

t

C effecﬁveness)
outcome of . | ffici

use efficiency

C satisfaction )

USABILITY METRICS

T — " V4 :?! ~ . . . . L.

LN et politecnico Source: I1SO 9241: 2006—-2020 Ergonomics of human-system interaction — Part 110: Interaction principles ISO
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International
Organization for
Standardization

USABILITY

ISO 9241-11 (1998)

The extent to which a system/product can be used by
to achieve HHHELRE-GEIHwith efficacy, efficiency, and satisfaction

in a specified [ | LN AT,

C ser )_‘ | |_ Intended
outcome
( task )
C equipment )
- C effectiveness)

usability: extent to wihich goals are achevied
with effectiveness, efficiency and satisfaction

( enviranment
i outcome of ffict
use efficiency
CONTEXT OF USE
satisfaction )

( System (Ul) ) USABILITY METRICS
“anoaziane " ,;’ ‘;?! ‘:“ . . . . DN
i T, Ym. Y Politecnico Source: ISO 9241: 2006—-2020 Ergonomics of human-system interaction — Part 110: Interaction Iso

NS
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Metrics
Efficacy

</’ The extent to which a person correctly and completely achieves the goal
through the system.

- Goals completeness, Accuracy
They are offered through

properties such as:

EffiG * Feedback
- cency * Transparency
PN\ The amount of resources spent by the person to reach a goal. —+\/isibility
- Execution time, Nr. and types of errors, Nr. of steps, clicks, Repeated «  Consistency
tasks

* Reversibility
*  Controllability

*** Satisfaction *  Flexibility

The degree of comfort/absence of frustrations related to the use of the
system. It is also influenced by aspects such as visual style and human-
machine dialogue quality.

—> errors, appreciation, lack of frustration,...

e QN . . . . L
NP Politecrico Source: ISO 9241: 2006-2020 Ergonomics of human-system interaction — Part 110: Interaction principles ~ ESQ)
\Q\Mmg l"y i Torino \@/

e
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What comes next?
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Keep on working

The journey will help you identify and specify
the core elements of your solution in a higher fidelity shape:

- USE CASES/USER STORIES

- USER REQUIREMENTS

- TECHNICAL REQUIREMENTS

- DATA ARCHITECTURE

- ERROR RECOVERY STRATEGIES

- INTERACTION RECOMMENDATION
- MICROCOPY/CONTENTS

Keep on applying the design-oriented approach to
- Define the strategy before developing
- Err e refine your work
- Integrate the user knowledge and feedback
into your work and outputs
- and design good solutions for the real world.
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Human-Centered Design - Design Thinking



Let’s design our service

 What is the challenge?
a e Who are the actors involved in the field?

Which needs and opportunities do they refer?

* Who are the direct and indirect users?
e What do they have in common? What differences?

e What do the direct users want to reach?

e * How do the users discover/receive your output?

*  Which touchpoints will they use?

DEFINE YOUR SOLUTION IN DETAIL:

*  Which data and information will be provided?
*  Where do they come from? How will be updated/verified?
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Context analysis and
STAKEHOLDERS MAP

PERSONAS

CUSTOMER JOURNEY

VALUE PROPOSITION
REQUIREMENTS
MOCKUP



Value proposition statement

Template Sample(s)

For (target customer)  For non-technical marketers
"T‘h“ 3 (statement of who struggle to find return on
the need or opportunity) investment in social media

our (product/service name) is

(product category) our product is a web-based

analytics software

that (statement of benefit)
that translates engagement

metrics into actionable revenue
metrics.

https://monday.com/value-proposition-template

conszane Y
LiNks fama) e
il \ T di Torino
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https://monday.com/blog/task-management/value-proposition-template

Test test test

PRODUCT UNDER TEST

What's being tested? What are
the business and experience
goals of the product?

BUSINESS CASE

Why are we doing this test?
What are the benefits? What are
the risks of not testing?

PROCEDURE

TEST OBJECTIVES

What are the goals of the
usability test? What specific
questions will be answered?
What hypotheses will be tested?

What are the main steps in the test procedure?

PARTICIPANTS

How many participants will be
recruited? What are their key
characteristics?

EQUIPMENT

What equipment is required?
How will you record the data?

TEST TASKS
What are the test tasks?

RESPONSIBILITIES

Whois involved in the test and
what are their responsibilities?

LOCATION & DATES

Where and when will the test
take place? When and how will
the results be shared?

The Usability Test Plan Dashboard is licensed under the Creative Commons Attribution-Share Alike 3.0 Un-ported License, Attribution: www.userfocus.co.uk/dashboard
https://medium.com/@userfocus/the-1-page-usability-test-plan-dbc8c3d7fb54
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https://medium.com/@userfocus/the-1-page-usability-test-plan-dbc8c3d7fb54

Learn and apply

project for equity

: : All Courses  Signin
in data science

WELCOME TO.WE ALL COUNT

View Courses

://workshop.weallcount.com



https://workshop.weallcount.com/

Learn and apply

&

Lty

A Guide to Data
FOR DEVELOPM Innovation for
Development - From

idea to proof-of-
Q concept

i< <

A Guide to Data Innovation for Development - From idea to proof-
of-concept,” provides step-by-step guidance for development
practitioners to leverage new sources of data. It is a result of a
collaboration of UNDP and UN Global Pulse with support from UN
1 Volunteers, led by UNDP innovation teams in Europe and Central
Version 1, December 2016
Asia and Arab States.

https://www.undp.org/publications/guide-udaia-innouvauun-ueveiopiment-iued-proui-corncepu

P Politecn
0 LY +

Y IR T PI e_cnlco
'\'.Mfr di Torino
Paseion o OEA O L gl

SN


https://www.undp.org/publications/guide-data-innovation-development-idea-proof-concept
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Contacts

Antonella Frisiello
. Researcher in Digital Ergonomics [LINKS Foundation]
. Adjunct Professor [Politecnico di Torino]

antonella.frisiello@polito.it

Soomn

o000 0CO0000O
(- - - - - - O - T - - -
00000000000
C00CO0000 000
GooCcOoQOOCOODO
- - - - - -
000 0CDO0O000O0ODO
000000000000
2000CQQQ0QC0QOQD QD
200 COORQO00 OO0
Q0O COO0ORDOOO0O0
00O O0ORQDOQO0O
- - -

O00O0O0D0DODO
00000000
Qo00QQO0ODQOQ
00000000
< R - e -
00000000
00000000
Q000000 OQ
oo00000Q0OO0
00000000
Oo0o000O0O0OO0
20000 OQOO0OO0
Q0000000
L+ T I O T
00000000
o000 0O0QO0
oo0o0000OO0OO0
=IO - - -
L+ T s s
00000000
Qo000 0O0QO0
2oo000Q0QCO0O0OO0
< O e -
O0000O00QO0

FONDAZIONE

inks

PASSION FOR INNOVATION

‘* Politecnico
T di Torino

00000000
CQQ0O0QO00O0
C0000COQO00
00000000

aBaBalaalalaNalEs]


mailto:antonella.frisiello@polito.it

	Diapositiva numero 1
	Diapositiva numero 2
	Diapositiva numero 3
	Diapositiva numero 4
	Diapositiva numero 5
	Diapositiva numero 6
	Diapositiva numero 7
	Diapositiva numero 8
	Diapositiva numero 9
	Diapositiva numero 12
	Diapositiva numero 13
	Diapositiva numero 14
	Diapositiva numero 15
	Diapositiva numero 16
	Diapositiva numero 17
	Diapositiva numero 18
	Diapositiva numero 19
	Diapositiva numero 20
	Diapositiva numero 21
	Diapositiva numero 22
	Diapositiva numero 23
	Diapositiva numero 24
	Diapositiva numero 25
	Diapositiva numero 26
	Diapositiva numero 27
	Diapositiva numero 28
	Diapositiva numero 29
	Diapositiva numero 31
	Diapositiva numero 32
	Diapositiva numero 33
	Diapositiva numero 34
	Diapositiva numero 35
	Diapositiva numero 36
	Diapositiva numero 37
	Diapositiva numero 38
	Diapositiva numero 39
	Diapositiva numero 40
	Diapositiva numero 45
	Diapositiva numero 46
	Diapositiva numero 47
	Diapositiva numero 48
	Diapositiva numero 49
	Diapositiva numero 50
	Diapositiva numero 51
	Diapositiva numero 52
	Diapositiva numero 60
	Diapositiva numero 61
	Diapositiva numero 62
	Diapositiva numero 63
	Diapositiva numero 64
	Diapositiva numero 65
	Diapositiva numero 66
	Diapositiva numero 68

