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Learn from people perspectives to set the solution.

problem space solution space

person = someone with a purpose . user = someone with a relationship/potential to your org

segment + mental model
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source: Indi Young
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https://istitutoboella-my.sharepoint.com/:b:/g/personal/antonella_frisiello_linksfoundation_com/EcAEG9CJCSlCjZmuLh_4-tMBzY3BKY1g42dOZusqX5aF-Q?e=zls5Aj
https://istitutoboella-my.sharepoint.com/:b:/g/personal/antonella_frisiello_linksfoundation_com/EcAEG9CJCSlCjZmuLh_4-tMBzY3BKY1g42dOZusqX5aF-Q?e=zls5Aj

Learn before designhing. Prototype before developing.

extreme
users

extreme

DATA
COLLECTION

Assume a Photo- & Video-Based ~ Personal Photo ~ Conduct Interviews  Bodystorm Engage with
Beginner’s Mindset Observations & Video Journals with Empathy Extreme Users

O O 0

loa = % oo |

Personas Journey Mapping  Embrace Analogies The What-How-Why Method Capture & Share
Inspirational Stories

:;.“e o .'}
S l'o';;, INTERACTION DESIGN

FOUNDATION

| “Alye= i f*.% politecnico Source: IDF. What Is Empathy and Why Is It So Important in Design Thinking?
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https://www.interaction-design.org/literature/article/design-thinking-getting-started-with-empathy
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https://medium.com/@UXAliveTurkey/ux-visualization-examples-tips-950fcb5d2ebe#.jmgkp33xn

User Personas

Personas are SEIER AL Nelolgdczl18Jof archetypical

stakeholders that help designers and developers focu

Alesandro's goals

on the needs and goals of target users throughout the :i::itn
product development process.

that represent the key attributes, actions, behaviours,

needs, aspirations, difficulties and frustrations of the Marge’s goals
segments to which the project is aimed (*). " pesae

= Be comfortable

They are not the portrait of a specific subject,

but the synthesis of the primary data of a relevant gr ”‘:::I i‘f‘;‘;ﬂm — =\
of subjects, different for socio-demographic variables, « Be reliable & ——

roles, OBJECTIVES, contexts of use... —-

Figure 5-2: A simplified example of how personas are useful. By designing different cars
for different people with different specific goals, we are able to create designs that other
-dri : : people with similar needs to our target drivers also find satisfying. The same holds true
They are a data-driven synthet!c representatlon.of " for the design of digtal products and softwere.
complex knowledge, useful for internal communicatic...
They are dynamic documents, to be updated iteratively,

during the project.
§ o oAl UX24/7. eGUIDE INTERNATIONAL USER RESEARCH. https://ux247.com/publications/
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Alan Cooper. About Face: The Essentials of Interaction Design 2.0.
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https://ux247.com/publications/
https://www.cs.cmu.edu/%7Ejhm/Readings/cooper_personas.pdf

.
@ Spotify. Parsonas Listening Together Abaout Downloads

Example
Personas are based on research
Phase 1 (2017) with real Spotify users.
Phase 2 (2018)

The initial challenge was to overcome the idea
of a unigue audience.

Then put a face to listeners to facilitate
discussion and empathy at the company level.

Personas combine similar user needs, habits, and attitudes and communicate the nuanced commonalities
and differences between our users.

The visual representation used 2D illustrations with
brand colours to keep them abstract but recognisable.

R RO (I o The Story of Spotify Personas
my, _ mV Politecnico
Q.M;': di Torino
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https://spotify.design/article/the-story-of-spotify-personas
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Personas represent the «target group» for which it is
designed, making it concrete and real, articulated.

Personas are empathetic design tools to delve deeper
into real needs and keep them in mind throughout the

process
Personas are inclusive: despite being data-driven, they
facilitate those who design and develop in taking into
consideration the needs of minority groups, improving
the general solution.
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The User Personas

PRO: PERSONAS CONS: PERSONAS

- enable designers and developers to with these - are prone to activate and
imaginary users and understand better their goals and .
needs, taking on the perspective of underrepresented or For this reason, it is
easily overlooked users. necessary to ensure that
For example, Personas explicitly designed to represent the diversity of people is
, known from gender difference research, accounted for. The way to
have been successfully used to detect gender-inclusiveness do it is monitor the data
issues in software. guality.

- aid the communication within the team (i.e., the term
‘user’ can mean different things to different people within
the group), making implicit assumptions of users explicit.

- support the communication with the stakeholders, adopting
a common language about users

- closely approximate the mental model of various end
users, which results in a focus on the user priorities and a
meaningful feature set.

- Help to avoid self-referential projects based on the user’s
(and not developers’) goals, motivations, and skills.
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Stereotype vs archetype

Archetypes are universal symbols or patterns that are
found in stories and data. They represent fundamental
human experiences and motivations, used to plan social
media campaign and marketing strategies.

The Hero is a character who
ewmbarks on a journey, faces
thallevges, and...

The sage: Voda in "Star
wars.

The Trickster: Loki in
Norse mythology.
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Stereotypes are over simplified, generalised ideas about a

group of people. They can be positive or negative, but they

are often based on inaccurate or incomplete information.

- stereotypes can lead us to make not accurate
assumptions (e.g. all gamers are young, male and
antisocial)

Te@m@ers are
relellions and
irrespovsible.

Wolew are bad
drivers

All Ttalians are
passionate and loud.




Again the categories.

The world doesn’t need categories. It’s human beings who need them. We build categories to navigate this
complex and contradictory world, to somehow understand it and come to an agreement on it.

We need categories.

Anyone who tried to perceive everything on this earth without filters and without categories would be
overwhelmed by a flood of stimuli and would end up drowning. We need categories. Organising and categorising
our environment helps us to identify patterns, make quick decisions, and react to situations of danger, for
example. In these moments, we draw on images and situations we have stored long before.

So, looking at the world through categories is a necessity. But when do the categories we build to understand
the world become cages? When does our freedom become a lack of freedom for others? It is faith in absolutes
that transforms categories into cages - the arrogant belief that a single, narrow, and limited perspective on this
world is complete, exhaustive, and universal. The hubris of believing we can fully understand another human
being in their complexity once and for all. Or even that we’ve definitively understood an entirely artificial
category of human beings.

More than 70 million human beings become THE REFUGEE.
1.9 million people become THE MUSLIM.
Half the world’s population becomes THE WOMAN.

, A Kibra Gimusay. Lingua ed essere. Fandango, 2021.
g )
L.MJ Folitecnico In “Amare Parole”, podcast di Vera Gheno per Il Post, 15/9/°24
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Which stereotypes can affect your project?

What categories are represented in your dataset?
How was the data collected?

Project goals

Predictive model for
Humanitarian Aid

Urban Air Quality Assessment and
High-Resolution Temperature
Mapping

Heat Forecast

Pre-training language model on
Electronic Health Records

Incorporating Patient Preference
Studies into clinical research and
decision models

Unsupervised topic detection in
app reviews

Al Personas

[ SN
T U .
v my, . .any Politecnico
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Are any key typologies underrepresented?

Could the collection method exclude certain information?

Possible stereotypes

Immigrants primarily hold low-wage jobs and
hurt the economy”

Non-experts rely on basic sensory cues to
perceive air quality, such as visibility, smell, or
feel; neighbourhood halo effect;

People don’t see heatwaves as a pressing issue.

Black patients are more likely than White
patients to be described in negative terms

Users’ feedback may be dismissed as biased
or emotional rather than informative.

Personas might reinforce gender, racial, or
occupational stereotypes if generated without
bias control.

Background

Germany calls for more immigrants to fix its
shrinking economy, Financial time, Reuters
(2023)

Air pollution perception bias: Mismatch
between air pollution exposure and perception
of air quality in real-time contexts (2019)

5 things we’ve learnt about people’s
experiences of heatwaves (2018)

Electronic Health Record Notes May Be
Perpetuating Biases (2022)

Topic modeling helps extract insights from
user-generated content without manual
labeling (Tushev, M., Ebrahimi, F., &
Mahmoud, A. (2022).

Synthetic personas in design can amplify
demographic bias (Shin et al., 2024).

Possible Personas
Employers, Employee, Candidates

Citizens, CEO of industries, Physicians,
Public officers

Frail citizens (elderly, pregnant, children,

chronic patients), Red cross and responders
Physicians, Public officers

Patients (various), Physicians,
Medical institutions, Insurance companies

Product managers, Data scientists, App users,
Marketing teams

Marketing teams, Al developers, End users


https://www.ft.com/content/de913edd-71d1-4a36-b897-091125596952
https://www.reuters.com/world/europe/germany-needs-greater-immigration-avoid-labour-shortages-minister-2022-01-11/
https://www.sciencedirect.com/science/article/abs/pii/S1353829223001661
https://medium.com/crisis-and-emergency-response-at-british-red-cross/5-things-weve-learnt-about-people-s-experiences-of-heatwaves-2ae6dd629dd9
https://www.oncnursingnews.com/view/electronic-health-record-notes-may-be-perpetuating-biases
https://dl.acm.org/doi/10.1145/3510003.3510201
https://dl.acm.org/doi/10.1145/3643834.3660729

Dataset Examination

1) Explore your dataset to identify potential stereotypes:
Search for missing data or underrepresented variables and stereotypes in:
* sampling
 data collection
* labelling
* Who created the content? * How was the content created?
2) Search for this information: ¢ What is the content? Why was the content created?
* When was the content created? What do they count?
What do these data not tell us?

3) Check for representation across different stakeholders and demographic groups.
* Are there features that could unfairly disadvantage certain groups or individuals or cause risks or unwanted effects?
* Have you added features based on assumptions that might not hold for all data points?
(E.g., including a zip code as a feature in a model could introduce socio-economic or racial bias if specific zip codes
correlate strongly with demographics).

4) Describe the possible impact on the project and outcomes

5) Identify actions to mitigate the identified biases.
* Are your metrics fair? How does the model performance differ across various groups?
(E.g. if accuracy is your primary metric, but accuracy varies considerably between groups, then accuracy might not be

N the only metric to consider)
W onoazone N VA 1Y
i = Yals Y Politecni
v (B SProrino
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Data audit toolkit

A Six-Step Playbook for Doing Data Science & Al for Good

< About Projects Operations Engagements Q_ search the playbook... AN

Data Ki 1] d Pla DOO

* |dentifying problems
Introduction to the Data Audit

Project Stages
° @ Discove )
U nderStand the data & Stagegate: Complete a data audit, ensuring you have the right and sufficient data to complete the proposed project
87 Design
H 8% Design 0 comments
® BU||d prOOf—Of- Prepare
Concept mOdels & Execute DataKind conducts a Data Audit for every project to ensure that a data science project is feasible, and that it will provide value
& sh to the partner organization. During the audit, the Scopers confirm whether the available data can support a project that meets
i the partner organization's objectives, as well as identify any issues related to data provenance, quality, and ethics. This article
. . - .
I m plement mOdE|S @ Evakisate serves as an introduction to the Data Audit.
at SCa Ie The Data Audit is an important step to determine wi roject is actually feasible given the available data. It
1s about building an initial proor-of-concept to ensure the projec executed successtully. T'he Data Audit’'s results may
indicate that the project will face certain challenges or may not be possible to execute as planned. These insights don’t
° Eva I uate the necessarily mean that the project must be canceled; instead, it may result in adjusting the motivating question, thinking
. , . creatively about the data, re-designing the scope of the proposed solution, or even simply documenting potential pathways so
prOJeCt S eth |Ca| the partner organization and project team understand what their next steps could be. A large component of the Data Audit is
. | . thinking carefully about bias that might exist in the data and evaluating possible data inclusion and exclusion risk. This ethical
Im p Ications data evaluation is crucial to ensure that DataKind works towards co-liberation and only completes projects that will ultimately

have a positive impact on historically marginalized communities. Below you'll find some common questions and answers for

you to better understand this step in the project process.

https://playbook.datakind.org/playbook/articles/193

olitecnico
i Torino
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https://playbook.datakind.org/playbook/articles/193

Creating personas

There is no single way of creating and using personas, neither in literature nor in practice.

Usually, with the exception of pastiche personas, [ ERETER s EH o Kolo No ETE RT3 (o Niaf o] d g 14l g Mool | [T =10

eI ARO[ by using qualitative methods such as ethnographic interviews, open-ended survey
guestions, or contextual inquiries and field studies.

In the last 15 years, a collection of large DATA SOURCES FOR Al GENERATED PERSONAS
amounts of quantitative data (for & -
. . . CUSTOMER SURVEYS : SOCIAL MEDIA
example, from web analytics, social media, INTERNAL QEE i
online customer data, and online surveys) INTERVIEWS WITH CUSTOMERS [2) ]
together with machine learning techniques ek (i sews  REVIEWS
led to so-called [s[f:0€1Ns E1E R Iy
I EH(mainly used in marketing and R « = o
L ]

customer researCh)- FROM ANALYTICS TOOLS ,i;i

. CALL LUGS c 2e%  ONLINE COMMUNITIES
So-called [(WiJJgl N4 are created by .
utilising quantitative data from online enars B
analytics and qualitative insights. T L0 £ THIRD-PARTY WEBSITES

T DA (I A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial

"M" & Torino Intelligence (Al) an Open Source Toolbox," in IEEE Access, vol. 10, pp. 23732-23747, 2022 IEEE Access

59 44
-\ Ao’
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https://ieeexplore.ieee.org/abstract/document/9721903
https://ieeexplore.ieee.org/abstract/document/9721903

Design Personas for Al

Developing User Personas for Al
STAKEHOLDERS MAP
_ Step 1: ﬁ User Groups for Al Application in Computational Pathology
Identify User Groups
v Al laboratory technician QM at pathology institute
Step 2:
. -ql;. GEEEEEEEEEEEEEEEEEEEEEEEEN '-
Collect Information about Users : pathologist in diagnostics »  researcher in medicine / &
* F ,.--":’: pharmacy / molecular biology E
Step 3: : i Who needs to
. . . : market admittance institution
Consolidate & Analyse Information : e € understand the result
¥ ! : (B VDR notlfied body, TS FDA-):7| " of the Al solution?
Step 4: . st technical customer support software developer | Al engineer
Create Personas' Foundation at Al solution provider at Al solution provider
* sales | marketing quality assurance
Step 5: <. Validate at Al solution provider at Al solution provider
Visualise Personas = with
H . Types of user groups according to
‘._ : Domain affiliation/working area:
Personas Feaaest ETJTJ:: : pathology institute
" Ready to Use" E..._.E scientific community
. v D Al solution provider
regulatory compliance assessment body
T DA I boritecni A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial
. v, . mY Politecnico

(TR di Torino 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
https://ieeexplore.ieee.org/abstract/document/9721903

Design Personas for Al

Developing User Personas for Al
Step 1:
Identify User Groups
A | |
Step 2: What categories are represented in your dataset?
Collect Information about Users | sims——]p  Are any key typologies underrepresented?
17 : How was the data collected?
Step 3: Could the collection method exclude certain information?
Consolidate & Analyse Information
Y
Stepd: | :
Create Personas' Foundation
4
~ Steps: . Validate
Visualise Personas * with
: £ Domain
Personas EEF';::"
"Ready to Use"
. J
- PP Y boritecni A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial
) . "W" di Torino Intelligence (Al) an Open Source Toolbox," in IEEE Access, vol. 10, pp. 23732-23747, 2022 IEEE Access

BASEION FOR INNOYATION
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https://ieeexplore.ieee.org/abstract/document/9721903
https://ieeexplore.ieee.org/abstract/document/9721903

What to search = know?

Infermation Collected about the Users
L

r 1
H H . . Tasks, Goals Parsonal Traits | "
i . Education Skills —-— Attitudes
Demographics: age, gender, geographical location of the users. Saicaten Workfow Skils | yotvations Values | Attudes

. . . . . . F i Learning Styl
Sources: social media analytics, website analytics, previous research, e e

competitive research. . re———
E" ................................................ TS
E{ ; optional: Questionnaires (indirect view) E
° Motlvatlon: Why are the users us'ng Our product? e [ [ R B ] ................. i
Sources: previous research, competitive research, first-hand o : —
. . . . . £ Comprehensive Questionnaires (direct view)
experience with users, scientific literature. 5 !
& Questionnaires (indirect view)
L=
—
* Goals: short-term and long-term goals (personal/career), tasks and o
activities to reach them. Sources: the same used for motivation, g —
. . = Research Questionnaires (direct + indirect view)
psychographics, and skills. 2
R B
» Skills: education, relevant skills and professional experience. Any s
. . . . . E-l Research Questionnaires (indirect view)
technical skills as well as soft skills, services/systems already in use. g
Sources: previous studies, surveys, first-hand experience with our L
users, external research.
* Psychographics: personality types, values, opinions, beliefs,
attitudes, activities, interests, lifestyles, etc.
Sources: social media analytics, industry publications, blogs,
academic research.
T D A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial

PR AA . .

. :ﬂ my, . gn Politecnico

aE s 9 . “.
\

Smen, WA diTorino 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
https://ieeexplore.ieee.org/abstract/document/9721903

Statistical
Personas
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https://www.youtube.com/watch?v=fGTNZ7YMdCk
https://www.youtube.com/watch?v=fGTNZ7YMdCk

Design Personas for Al

Developing User Personas for Al

Step 1:
Identify User Groups

\ 4

Step 2:
Collect Information about Users

2
Step 3:

Consolidate & Analyse Information # Personas

Y

Step 4.
Create Personas' Foundation

\ 4
Step 5: <. Validate

A

Decide on

Visualise Personas % with Pruitt,). & Adlin, T. The Persona Lifecycle: Keeping People in Mind
Users Kreitzberg, C.B., Little, A. Usability in Practice - The Power of

: Domain Throughout Product Design . Morgan Kaufmann, 2006.
Ready to Use Personas Microsoft Ignite, Volume 24 Number 04

... Experts /
- f’ S® Microsoft

I"Al e 3' N A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial

:'W" di Torino Intelligence (Al) an Open Source Toolbox," in IEEE Access, vol. 10, pp. 23732-23747, 2022 IEEE Access

59 44
W\ #
SN
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https://ieeexplore.ieee.org/abstract/document/9721903
https://ieeexplore.ieee.org/abstract/document/9721903
https://learn.microsoft.com/en-us/archive/msdn-magazine/2009/april/the-power-of-personas
https://learn.microsoft.com/en-us/archive/msdn-magazine/2009/april/the-power-of-personas

Design Personas for Al

CREATE THE USER PERSONAS

Step 1: P ; .
er every personas include:
Identify User Groups yp

v A photo/portrait
Short bio /demographic details

Step 2:

Collect Information about Users "'": * Mindset: a brief description of the point of
¥ view (specific and characteristic of the person
Step 3: in relation to one or more aspects of the
Consolidate & Analyse Information : project theme
L . * Role, Tasks, values
Create Perj:ﬁap;'FDundaﬁm » Work (tasks, workflows, context)

7 * Education/knowledge/skills

~ Steps: <. Vaiidate * Goals, vaIue.s . . o

Visualise Personas “ with * Relevant pain points and gains, motivations
W ol and barriers
e Et’pﬁeﬂr:‘:f » Attitudes towards technology/Al
"Ready to Use"
b vy

- PP Y boritecni A. Holzinger, M. Kargl, B. Kipperer, P. Regitnig, M. Plass and H. Miiller, "Personas for Artificial
'Q:L\'Mm;i‘, 1 di Torino Intelligence (Al) an Open Source Toolbox," in IEEE Access, vol. 10, pp. 23732-23747, 2022 IEEE Access



https://ieeexplore.ieee.org/abstract/document/9721903
https://ieeexplore.ieee.org/abstract/document/9721903

Personas I One tem plate Date of creation or last update

(yes: Personas must be updated)

Fictional but realistic photo based
on data

(

A representative
phrase of the
character.

Fictional but
realistic name

Literacy/ confidence
level with data e and
tech relevant for the
project (e.g. basic,
intermediate,
advanced/pro)

Difficulty: barriers that it
faces or poses

Short bio Neeols

Imagined by a GAN (gener
L StyleGAN2 (Dec 2019) - K:
Don't pai arn how it w
Code for training your own [orig
Art Cats + Horses + Chemicals

Another | Sponsor

Short-bio:
relationship with the
main life/work
context in which it
acts (and object of the
project)

Objectives: what s/he
wants to achieve and
seds: nece why (motivations) Difficulty s/he faces or
; X o face poses

Aspirations: desired

A . al N, solutions www.uxlab.it {_j XX @

25 /.Y, . "
| my, ¥ Politecnico
BE el h s \FREERRY di Torino



http://www.uxlab.it/
https://thispersondoesnotexist.com/
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Guarantee representation and diversity
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Diversity: inclusion of a wide range of perspectives,
experiences, and identities (including race, gender,
age, socioeconomic status, disability, culture, and
more)

Representation: visibility and inclusion of all groups,
especially those historically marginalised. if you don’t
count them, they do not exist.

Intersectionality: framework used to understand how
various variables (ethnicity, gender, age, education,
ability, and others) intersect and overlap in more
complex scenarios.



Personas types

Usually, when creating one Persona, not the whole person is described, but the focus is put only on relevant
aspects (goals, needs, attitudes, skills...) and the 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?)

W conoazone W
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Instructions

+ Length of instructions for both forms

+ These hold instructions for every type of
green card applicant ntermixed 50 an
applicant has to seek what's reevant to

them

Case Status

+ Case status tracker shows no information about

the timing of the future steps.

Forms Document Checklist
« Intotal the two necessary forms + Minimally informative with many conditional
= 364 questions ‘statements (if applicable”), making many of it

potentially erroneous
+ Many of which are siwation-specific or occur
twice between forms + Too broad - missing certain important details

+ Minimal dlarfication 8 guidance

| pvpm|onm

oF

o &

Tools & Resources

+ Available only if a ser signs infup, yet the
resources are not specifc to the applicants
situation, requiring sifting

AGE

OCCUPATION
STATUS

LOCATION

UX Collective. How to simplify the immigration application process — a UX case study, 2019. P

Desk analysis
+

Interviews

S was boen in Incka But he's Been a resident of the LIS
for over 10 years, He orginaly fmmigrated on a studert
wisa, then necetved a wark. sponsoned HITE visa however,
Sam's vish expires S0 and he hes fo plans 19 go back 1o
His hometoan,

A feww monibe ago, Sam marmed his long:-tiree pariner.
Thie suatics Tor b visa’s enpivation has £ atakgeed Sae's
interest in apphang for a family based green cand

Sam has a coupbe of friends who have gane through this
prncias Bifore withait & LT, si i besl onfokint he
AN o0 e same

Sam and his partrer &re busy vath work and other
respormbibtes, %0 they don't hawe the e snergy
required Lo canefuly discern this complax applicstion
process. In addicicn, since Sarr's visa eapires soon, it wil
place i cul-of-status, whech mesans be needs this
process to progress smocchly

The comisration of the Lack of tire to ges the application
righl A thi prigssns al nesdrg & done ad 6on i
porssible has been fustratng for Sam, so he s seeking an
altsarelabin 1ol v D bim o

» To merimize stress during application process
# To able to continue Iving in the LIS with his spouss

= To pecesss approval as quickly as possible

MEEDS

& Tl i camitngl of B oLECDITS
* Tounderstand the detaik of his application process

of B Cirkiy

& To stay upclabid on Chis st

FRUSTRATIONS

£ lisgal
5% use of mail for updates & comamunication

h Eaiie A

& LS
*  Having application delayed because of insufficent
supplemental documents



https://uxdesign.cc/how-to-simplify-the-immigration-application-process-a-ux-case-study-2c404a421be7
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Marie — The artist

Locking 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

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

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 one of many artists
and wont get enough exposure

+ Doesn'twant the service to take too
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

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”

actual transaction.”

" Survey results
ﬁ | 3 words
I !

E-Commerce Sales

120000 |

Milanote.com

“The hardest part is managing the «———



Dark personas

When designing, we are entirely focused on actions
and behaviours we want to foster and support.
But there will always be someone ready to use our service in

unexpected and unwanted ways.
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Synthetic personas

LLMs can be used to create Personas based on real or textual data.
- Advantages: speed, upgradeability, consistency.

- Risks: bias, stereotypes, lack of authenticity and empathic depth.

Empirical validity:
the insights generated must always be validated with real users.
It must be used in a transparent, ethical and complementary way.

USE CASES

* simulates user reactions and
feedback during brainstorming

» generate design ideas, anticipate
usability issues, or suggest
improvements.

LIMITS
homogeneous outputs, always
requiring human supervision.

Pehar, F. Al as Synthetic Users in Human-Centred Design: A Systematic Review.
2025 MIPRO 48th ICT and Electronics Convention, Opatija, Croatia, 2025,
pp. 1500-1509. doi: 10.1109/MIPR0O65660.2025.11131969.
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One size does not fit for all

L, I \ \:’ . . ﬁ . ‘ "’ ] ?' e '- w \'- r = 9 |
\ : . : - \ £ /
s ¥, Embrace and implement diversity.
e
e - S - Create more personas to know in
. depth the diffent users and
beneficiaries, varying on
individual and contextual
T | : variables.
— |
— —— | — T |
e n—— , ¢ ") o 7 i
/ T " 4 ‘ — /
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User personas comparison
. Collection

1. Use Personas with your team members

Advocate Dan

D

and clients to deepen your user

segments.

2.Visually compare the user profiles

Passive Pam

A real e quote thet captures this
usEr segment’s relationship with

youwr brand*

o | o
Character Archetype

Casual Carl Active A

‘A real iife quote that captures s
LiSET 5 s relationship with
your brand ™

Character Archetype

# real e quote thet captures this
user segmet s relationship with

your brand®

Character Archetype

t d Goals Goals S0ls Goals
C re a e . & unigue goal or task this user & wnique goal or task this user A unique goal or task this user A unique geoal or task this user

hopes to achiewve. hopes to achieve. hopes to achisve. hopes to achiswve.

Frustrations Frustrations Frustrations Frustrations

The obstacle thet prevents this user The obstacle thet prevents this user The obstacle thet prevents this user The obstacle thet prevents this user

from echieving their goals. from achieving their goals. from achieving their goals. from echieving their goals.

Shopping Preferences Shopping Preferences Preferences Shopping Preferences

Affordabie Bremium Affordable Aremium Affordable Aremium Affordabie Jremium

| || ]
E-Commence Retail E-Commernce Peteil E-Commerce Petail E-Commerce Retail
| | |

Standard Perzonalized Standard Perzonalized Standard Perzonalized Swandard Perzonalized
| || |

Channels Channels Channe Channels

Advertising Advertising Advertising Advertising

| | |

Inbound Content Inbound Content Inbound Content Inbound Content

Dirsct Sales Dirsct Sales Direct Sales Direct Sales

| | |

Social Media Social Madia Social Media Social Media

Befomrals Beforals Referrals Referals

] | |

“onoazione o A
. U IR . . .
[) Y £ \ .
in kS ’.M,é Fplitecnico User Persona Comparison template W
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https://app.xtensio.com/design/tqoaxg31

User personas comparison
. Table

1. Use Personas with your team members
or clients to deepen your user
segments.

2.Condense your research and analysis
to form an executive summary,
highlighting the unique characteristics
between the segments.

s ‘,;: ;1,2 ’:.::' ) )
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User Persona Comparison

Goals

Explain what you are looking to achieve with this User Persona Sources

Comparison. Consider who among your team members or
clients will benefit from identifying your user segments.

+ Product Roadmap Decisions
 Sales Team Goal Setting

Created by:

Name Last Name
DD MMYYYY + Content Marketing

+ Social Media Targeting
v SEC Optimization

Arn:
Name Last Name \f Pricing Tiers Determination
Name Last Name v HR and Recruiting

+ Investor Presentations
v Stakeholder Reporting

Customer Feedback & Testing

Customer Data

Product Analytics

Scocial Analytics

%]
3
1]

Market Research

Summary of Key Findings
Use this space to condense your research and
analysis to form an executive summary.

Why is your audience separated into the
following segments? What are some high-level
differentiators between each segment? Your
segmentation parameters may be based on:
demographics, psychographics, geography,
usage behavior, levels of engagement, or any
other criteria specific to your product, service, or
industry. How Is each segment distinct and why is
each one necessary to target?

Include any supplementary information you feel
will help your readers understand your customer
segments. When filling out the tables below,
concentrate on the unique characteristics
between the segments.

Action Items

Based on the findings, list important
action items and urgencies related to
targeting and communicating with your
audience.

0 out of 4 items completed

Personas

. 30% Passive Pam . 20% Casual Carl

. 35% Active Alice . 15% Advocate Dan

User Persona Comparison template Xw



https://app.xtensio.com/design/tqoaxg31

Create your personas

1. Starting from the Stakeholders

analysis, identify the target PERSONAS
2.Fill in the Personas portraits T TETTII —
(One per prOfiIe), (e.g.. name, age, role (e.g., digital tools used)

incoame, locat 1ang

I'1 personas is not enough:

it is a conceptual and procedural

Pain Points & Frustrations

Goals
(e.g., what they're struggling with)

(e.2., What they want to reach

and metrics to assess It)

This will bring you to the Data they can produce/use
Value proposition of the

project—>

Expected outputs

" s " . ‘;lj ‘;3’! :.‘_,‘" Pofitecnico
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Summarise your Personas

Users' Personas Overview

2

Numbers
How many peaple does the

persona Ih'|1| 2sent

Role and tasks

Meeds & Goals

What to they need and want

to reach

Data they can produce/use

Expected outputs

MNumbers
How many people does the

|wr*.nn.1 HI'I.H'I"'“'[I!

Role and tasks

Needs & Goals
What to they need and want

to reach

Data they can produce/use

Expected outputs

A

Mumbers
How many people does the

persona Represent

Role and tasks

Meeds & Goals
What to they need and want

to reach

Data they can producefuse

Expected outputs
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How might we
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How might we...?

How Might We (HMW for short) questions are used to inspire ideation and
brainstorming solutions to a complex problem. Basically, they are design challenges
framed as questions that we answer by generating ideas.

Problem Citizens find it dangerous to move around certain areas, in the evening...

Challenge (HMW) How might we increase the security of citizens?

Insight Citizens are unaware of the available resources and are disoriented about the
actions to be taken.

Challenge (HMW) How might we guide citizens to «choose» reliable sources (or entries)?

I . Al Using “How Might We” Questions to Ideate on the Right Problems N N/g

R AR . .
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https://www.nngroup.com/articles/how-might-we-questions/

Value proposition

The so-called value proposition is a concise description of the unique value that the project can offer to
meet the interests of stakeholders.

It explains how the proposed solution responds to specific needs and why it differs from existing alternatives.

EXAMPLE ONE TEMPLATE

Sservice available via app, The [service] addresses [target]
designed to support university students and young that [has/wants/live, miss ... a specific
workers (18-26) away from home in the search for a problem/need]

housing solution. In particular, the app offers a by [main distinguishing feature or
selection of housing solutions (e.g. apartments, capability of the service] and [other
studios, shared flats), described by peers, students additional peculiar function],

and workers, to help those who do not know the to provide [the unique value] and

city context. This way, people will be able to get to [benefit for the target].

know the city and find the accommodation that
best suits their specific needs.

W conoazone W
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Contacts

Antonella Frisiello 1859 e
. Researcher in Digital Ergonomics [LINKS Foundation]
. Adjunct Professor [Politecnico di Torino]

antonella.frisiello@polito.it
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Additional resources
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Test test test

PRODUCT UNDER TEST

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

TEST OBJECTIVES

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

PARTICIPANTS

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

TEST TASKS
What are the test tasks?

RESPONSIBILITIES

Who is involved in the test and
what are their responsibilities?

What hypotheses will be tested?

LOCATION & DATES

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

EQUIPMENT

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

BUSINESS CASE

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

PROCEDURE
What are the main steps in the test procedure?

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  SigniIn
in data science

WELCOME TO.WE ALL COUNT

View Courses

://workshop.weallcount.com



https://workshop.weallcount.com/

Learn and apply

A Guide to Data
FOR DEVELOPM Innovation for
Development - From

idea to proof-of-
Q concept

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 2006
Asia and Arab States.

https://www.undp.org/publications/guide-udila-innovdauon-ueveiopment-iued-proui-concepl
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https://www.undp.org/publications/guide-data-innovation-development-idea-proof-concept
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