Chapter 1:
Understanding UX and its Importance
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Reasons for abandonments during checkout

1,044 responses - US adults - 2016 - (c) baymard.com/checkout-usability

"Have you abandoned any online purchases during the checkout process in
the past 3 months? If so, for what reasons?"

Extra costs too high (shipping, tax, fees)
The site wanted me to create an account
Too long / complicated checkout process

| couldn’t see / calculate total order cost up-front

Website had errors / crashed
| didn't trust the site with my credit card information
Delivery was too slow

Returns policy wasn't satisfactory

There weren’t enough payment methods

The credit card was declined




The ROI of UX

Companies with highly effective UX
have increased their revenue by 37%
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Reduced
complexity for

@-i users by 65% ::%\ Incrgas?d
application
usage by 30%
Reduced
errors by 50%
Increased
ﬂ')ﬁ Reduced upsells by 15%

customers
churn by 30%

Predict Future Membership (Years)

Customer Experience Drives Membership

Source: Medallia Analysis

In a subscription-based business, membership is
driven by good customer experience.

1 2 3 4 5 6 7 8 9 10

Customer Experience Score




Customer Experience Drives Sales

Source: Medallia Analysis

In a transaction-based business, sales are driven
by good customer experience.

2.4x

Annual Revenue increase per
customer

Customer Experience Score

Have a profile? No profile yet?

Sign in to enjoy faster, easier checkout No problem! You'll be able to create a profile
during checkout

E-mail | I

Password | ‘

Password is case sensitive

Forgot your password?




Varlatlon A

Varlatlon B

15%

conversion

54%

conversion
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My Projects FAQ

- o . QueStjons

Dashboard - Sample Project

Participants

Filtering

Average task completion rates

W Success 48%
® Fail 45%
B Abandon 7%

Task results overview

M Success M Fail M Abandon

Average page views

Average time

Clients have worked with
- E=
How long operating

Apple Pay

6.4

26

129.5 secs

35.3secs

32.7 secs

My Account Change Account| Logout

Create New Project

Current Project

Sample Project

Filtering

Including 25 participants. 7
participants are excluded. (0
hidden. 7 filtered)

Excluding participants who did
not complete the test.

Export Results

&) Excel XML export

%) PDF export

&) CsVexport

Excel XML (with participants)

Common Questions

Can Loop** assist me with the
analysis of my results?

I've entered a success URL
incorrectly. Can | remove it so
my task completion rate is
accurate? ©

How do | export or download
my results? ©

There is a page on my website
that should be considered a
‘success page’. Can | change it
after my project has been
completed?

Define @E; Define g
Metrics v User and Tasks

++

t Make
Changes

by
L Mesure

After
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Chapter 2:
Identifying UX Issues — UX Methodologies

Stakeholder mapping

Indirect stakeholders

Direct stakeholders

Core target group
and staff involved

Responsible
* Who is/will be doing this task?
* Who is assigned to work on this task?

Accountable
¢ Who is going to approve/not approve it?
* Who has the authority to take decision?

Consulted
e Anyone who can tell me more about it?
* Any stakeholders already identified?

Informed
¢ Anyone whose work depends on this task?
® Who has to be kept updated about the progress?

- N> 3




RACI Chart (Roles and Responsibilities Matrix)

Process Name / Description:

Created On:
Created by:

Organize a Kickoff meeting with
Stakeholders

User Research
CCA
Personas
Wireframe

Final Design

Describe the process that this RACI addresses

Revision: |Date last revised

Lisandra (UX), Scott (Designer/Front-end), Allyson (Marketing), Jeroen (CEQ), Jorrith (Product Owener)

Ux Design PO Marketing CEO
R C C C |
R | A C |
R | A Cc |
R | A C |
R C A | |
C R A | |
R = Responsible, A = Accountable, C = Consulted, I = Informed

High

Power

Low

Stakeholder matrix

Monitor Keep
(Minimum Informed
Effort)

Low

Interest

High




Severity of the problem

Prioritization of heuristic problems

Priority in
solving 4

Difficulty in solving




BEHAVIORAL

ATTITUDINAL

@ 2015
Christian Rohrer

A LANDSCAPE OF USER RESEARCH METHODS

M Usability Lab Studies

?

@/ M Eyetracking

M Usability Benchmarking (in lab)

B Moderated Remote Usability
Studies

B Unmoderated Remote Panel Studies

@ Clickstream Analysis
@ A/B Testing

B Unmoderated UX Studies

4 Participatory Design

& <« ConceptTesting ——»
@ Diary/Camera Studies

@ Customer Feadback

A\ Focus Groups & <« Desirability Studies — @ Intercept Surveys
A Interviews 4 «— Card Sorting—— A Email Surveys
QUALITATIVE (DIRECT) QUANTITATIVE (INDIRECT)

KEY FOR CONTEXT OF PRODUCT USE DURING DATA COLLECTION
A\ De-contextualized / not using product

@ Natural use of product

B Scripted (often lab-based) use of product

4 Combination / hybrid




QUESTIONS ANSWERED BY RESEARCH METHODS ACROSS THE LANDSCAPE

BEHAVIORAL

ATTITUDINAL

WHY and
How TO FIX

WHAT PEOPLE DO

A

¥

WHAT PEOPLE SAY

HOW MANY and

How MUCH

QUALITATIVE (DIRECT)

© 2015 Chrigtian Rohrer

QUANTITATIVE (INDIRECT)

Usability Problems Found

100%

75%

50%

25%

0%

Number of Test Users

12




ROMAN’S PERSONA TEMPLATE

> .
=, romanpichler

PICTURE & NAME

DETAILS

GOAL

ok like? What is its name? Choose a
re and name.

What does the persona
realistic and believable

What are the persona’s relevant characteristics and behaviours?

For instance, demographics, such as age, gender, occupation,
and incom ographics, including lifestyle, social class, and
personality; and behavioural attributes like usage patterns

attitudes, and brand loyalty. Only st relevant

jetails

What problem

he persona want to solve or which benefit

racter seek? Why would the persona want to use o

does the d
buy the product?

‘a‘

www.romanpichler.com
Template version 04/17

“This work i licensed under a Creative Commons
Autribution-ShareAlike 3.0 Unported License

@NOIC

SA




Persona: Buyer

Anna, 24

Young Professional

Nutritionist, loves her smartphone and wants to buy
her first car, but doesn’t have much saved money.
Has no experience in buying a car.

TECH SAVVY

Mobile — 90%

“I don’t feel confident in
buying a car. | need my

family and friends to help Laptop I 10%
researching!”
EXPERIENCE
NOT Need Help L ) Need Help
NOT Need Finance @- Need Finance

NOT Use Apps [ J Use App
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Persona: James Bond Expert

» Tech savvy, likes technology

» Doesn't like SM, prefers in-person contact

» Watches trailers and videos on his iPhone

» Likes exclusive content and events

Doesn't make “any effort to search for content”

"I compete with my friends about James Bond
movies knowledge. | guess it is like a

'knowledge race™

Ali, 29 y.o.
Needs Pain Points
- Be updated about JB to - He doesn't like to put effort
compete with his friends in researching for content
- Wants to feel privileged and - Doesn’t want to loose the
Jeoelipaint rewarded for his knowledge "knowledge races"

Desktop - 0%

L[] tapop- ss% Goals Potential Solutions
D - Win the "knowledge races" - Quiz / Fun Facts / Content
Tablet — 10% " - C N " By
against his friends - Exclusive tickets/invites
L. smartphone - 50% - Gets exclusive content and for events
m Magazines — 5% event invitations

Contests Shog Vote Explore

Specific page for Contest
Create Art. ( in "Voting"stage

Enter design conte

Sort Gontess v Newest Contests
Ending Soor

_ Curertiy v J Submit Your Design

Filter
available +
®

4

Design the Omddgvh Poster For N (o] ViSi b Ie
Rich Kids B deadline

Submit Your Design Vote For Your Favorite Vote For Your Favorite

Design Artwork For

Mai Lan
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A B C D E
storel.com store2.co.uk store3.nl stored4.com.br
Navigation
Primary Navigation (categories)
Global Navigation

Catalog
Special itens
Sale items
Seasonal itens

Content
Product description
Product use

Competitive Analysis

Museum 1 Art Gallery 1 Museum 2 Art Gallery 2 3 4 5

Focused on art gallery

® ®
®

Find and follow art events
Responsive mobile app
Online store

Add to favourite

History of the event
Gallery info and map

Calendar events

© ©©® ©® ©® ®©®@©® ® O
O]

Share via email




| Chat feature? Free tool? Direct messaging? | How discuss topics? Voice feature? Video feature?
m ’W No Yes No Cards No No
o Create projects for
5 Y ) a So n G Yes Yes Yes meeting agendas No No
o
3
= .
ﬁ slack Yes Free plan for small Yes Sett‘mg a channel Scheduled scheduled
teams topic or purpose
Yes, adding extra N Yes, adding extra With comments
‘ Basecamp (ClickDesk Live Chat) O O™Y @ freetrial e besk Live Chat) feature No No
Yes Yes Yes Creating meetings Yes Yes
g © Skype
=
g
= Yes Yes Yes Opening groups Yes Yes

Q WhatsApp




The Three Zones of a Customer Journey Map

SCENARIO GOALS AND EXPECTATIONS
* 000000
- @@
.

@
@ @

®
@

®®

— @@

OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES

INTERNAL OWNERSHIP  INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP

Zone A: The Lens

actor scenario

Zone B: The Experience

phases actions, thoughts,
emotions

Zone C: The Insights

-If-

opportunities

nnGrour.com N N/g




Persona

NAME Marianne AGE 70

=

=

that can give her greater visibility into her risks.

E Marianne creates a profile and
®  engages in an intake process
WEB which collects her family history

and personal medical history.

MOBILE
Marianne visits the service's
website via her mobile device and
signs up for more information.
~ i
EMAIL Marianne asks a member - Marianne is given tips and useful

of her family for advice on @ information, via email, to guide her
genetic services. through the process.

Marianne is asked for additional medical
information which she must gather on her own,
causing a bit of frustration.

ﬁ .

OFFLINE

o

Phase 1 - Awareness and Education

(© Recelves info about her family history, from
conversations with various members of her family.

Marianne 1st became concerned about potential risks by learning about her
family history for Heart Disease and Neurodegenerative iliness. This knowledge
gave her concerns and motivated her to seek proactive and scientific ways to
better understand her risk profile. From there, she needs to compare her options,
in terms of selecting the right genomics service, based on price, credibility and
relevance to what she is interested in learning.

CONDITIONS Heart Disease

SUMMARY Due to family history, Marianne has concern about her risks of worsening Heart
Disease and Neurodegenerative illness. She heard about a new genomic sequencing service

Part of the process involves scheduling
3 doctor’s appointments, causing a bit
of a scheduling nightmare for her. sample for genomic testing.

(o=

s

. .

Finally, Marianne completes her physical
examinations, and is asked for a saliva

Experience Principles

B+ H + 9

Educate  Guide and Reassure Inform

Marianne receives a mobile alert that her
report is ready! She is excited to leam
about what the service uncovered.

As she waits for her results, Marianne
is invited, via email notifications, to take
quizzes to collect more information
about her potential risk.

. .o 3

Marianne receives confirnation of her .
appointments via mail, and is able to forward
specific data from her physicians directly to

the service, via email.

‘.
Some information requires her to chat with family

members, who seem interested to talk to her about
the service and give her more information.

Fially, Marianne receives the information
she was looking for about her genetic
risks. This causes a bit of anxiety, but the

inforation is also paired with useful advice.

Phase 2 - Data Collection and Engagement

After registering for the service, Marianne is given a guided experience that helps her
to understand what her next steps are, when collecting medical information that
improves the data correlation of the service. This can be a frustrating part of the
service, but Marianne is guided every step of the way!

Phase 3 - Re-engagement and Report

After a couple of weeks, Marianne is alerted (via mobile) that her report is ready to
view. She is both excited and nervous about her results. Fortunately, each data
point is accompanied by clear and concise information to reassure her about the
results and to encourage her to visit a physician, when necessary.




Hea thrageous’ PLAYER JOURNEY :
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GADGETS: Pedometer, Wireless Scale in Offic
GOALS. 100% Med Adherence, Lose Weight. R
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SAMPLE ACTION PLANS
& KUDO SCORES
2 18 9 5 14 3 2%
[User...(descriptive)] needs [need...(verb)] because [insight. .. (compelling)]

is a challenge for because

We have observed that [product/service/organization] isn't meeting [these
goals/needs], which is causing [this adverse effect]. How might we improve so
that our product/service/team/organization is more successful based on [these

measurable criteria]?




"[Our service/product] was designed to achieve [goals]. We have observed
that the service/product isn‘t meeting [these goals], which is causing [this
adverse effect] to our business. How might we improve [service/product] so
that our customers are more successful based on [these measurable criteria]?"




Chapter 3: Exploring Potential UX Solutions

Defining the severity of a usability problem
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how much of a problem it is for customers

Medium Large

Small

Small

Medium

how much effort it would be to design or redesign it

Large




[3  oresngumer  Ampiince bt pAcoomt Lagow

i Collecions  CJ Publications ¢ Settings.

® Design Thinking m

& npusksouces Y Fiterseings O AdvancedFiters W Scoring

"Does it 'Author' mean
'account'?"

Not easily noticeable,

2urer Muwods @ umis ™ Alowed Languages A especially when in
another tab

should we add an
explanation about

Allow/Block? Note: they take a long time to realise that the

language should be selected in order to the
content be fetched

Labels: Tester quote Note from
the UX team
] ﬂ
site.com/a.html site.com/b.html
% 52%
22% o
CONVERSION CONVERSION




A : Text - “Add to Cart”




Visibility of system status
50%

Match between system
and the real world

90%

Help and documentation
30%

Help users recognize,
diagnose, and recover
from errors

75%

) User control and freedom
70%

Aesthetic and minimalist
design
80%

/ Consistency and standards

30%

Flexibility and efficiency o
use

20%

Error prevention

o 45%
Recognition rather than

recall 65%




Booking

“Seems like message
host is optional with
instantly book’

"What does instantly
mean?’

Filters

“l can't see below the
first row on ‘host
language™

Search Navigation

“Will the "Explore’ links "Browse'button keeps
[on home page] still let fading on and off hover
me search for rentals? staete”

“Site automatically
searched for rentals
before | could enter a
check infout date”

Frequency of Response (# of Users)




High priority
for Airbnb

Frictionless instant
booking when
desired

Easy way to save a
rental for later

Easy navigation
back to search

o Its
Low priority resd

for User

Sert by ratings

Sort by price

Low priority
for Airbnb

High priority
for User
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LACMA Store
1.0.Home

T
) €O

QO XD (

Support | LACMA

Art On View | Program |

Login/Sign up | WISHLIST (4) | CART (3)

LACMA STORE

EXHIBITIONS _Books & Media qu\#&k’%ums Paper & Art Supply Home & Decor _Fashion & Jewelry _Kids & Games|
_—

MEMBER

]

Became a member, Check our exlusive
Support the Museum, LACMA products
Get 10% of discount! ON SALE

L ~J L=

4 EXHIBITION /

Do you want to have a
souvenir of your favorite
LACMA exhibitions?

IBooks & Media o IPosters & Prints —
‘So0x Fon 5] 800K TN T 50 800K TN 5 800K TN 5 Soow Fow B buy oo P B b
the best products the best products fha best produete.

U$30.00 U$30.00 U$30.00 U830.00
For mameers U$30.00

$30.00 U$30.00
+ memsers U$30.00

Furmemsers US30.00  For members U$30.00 For mamsers U$30.00 For mamsers U$30.00

IPaper & Art Supply Seeol IHome & Decor Seeol
PYrYRTICET ‘SooK T T ‘Soor T ‘Soor T oo T PrvvaT
Bo8ea roguets B orodues B oroduers B oroduers B8 croguets B8 croguets

U$30.00 U$30.00 U$30.00 U$30.00 U$30.00 U$30.00
oes US3000  rormanters US3000 o mencers US30.00 Formarters US3000  Formanters US3000 o menoers U$30.00

imav [ fabndidindindina.nd
ama: webstare@lacmacom | el +1323 8567
LAGHA Museum Stre - 5905 Wihre Bouievard,Los Angees CA-90035

Return Polcy | Fiot Rote Shipping | Store Hours | Memeberstip







Login

talenthouse S~ art works

‘ Creative Invites Talenthouse Artists Blog ‘ :I

#PTXUglySweater
Create an 'ugly’
Christmas sweater for
Pentatonix

bmit now >>

.
Creative Invites | Art/Design | Fashion | Film | Music | Photography Social Media (Last Update)
Photograph for The Sunset  Design a show-stopping Remix "Steal My Girl" for
Strip Music Fesfival shawl for Stevie Nicks One Direction

Vote by 11/27>> [l & Meet Winners >>

See all Creative Invites >>

Talenthouse Atsts| Ari/Design | Fastion | Fim | Music | Photography

3 Meet Arfist >> Bl 36 Meet Arfist >> Bl 36 Meet Arfsf >>

See all Talenhouse Arfists >>

Talenthouse Blog| Ari/Design | Fashion | Fim | Music | Photography

10 Tips for designers Successeful History

Lorem ipsum dolor sit amet, Lorem ipsum dolor sit amet,

consectetur adipiscing elt. consectetur adipiscing elt.
Aenean euismod bibend ‘Aenean euismod bil
laoreet. Lorem ipsum dolor sit laoreet. Lorem ipsum dolor sit

‘amet, consectetur adipiscing elit. ‘amet, consectetur adipiscing eit.
e ibendum Aenean euismod bibendum

Read more >> Read more >>

Foot Navigation
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BACKGROUNDS
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BARS - o i '
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Chapter 4: Increasing Conversion with UX

useful

usable desirable
valuable

findable accessible
credible

[ Dpashbc @ Analysis O users ©) Take Action

Mixpanel v

nsigh Segmentation  Live vie rmula Funnel

R Bookmarks o

YOUR TOP EVENTS.

Predict Grade O ecquas | selectavalue 0 |

O Likely 36,124 users

+
© rPossible 64,852 users
© unlikely 292,889 users

Jan 14, 2018 - Feb 12, 2018 Converted Ousers Day Total

View Photo App Open Gontent Share Save to Watchlist App Launch Session End

(2 share Gontent 3 View Content App Grash First Launch Onboarding Started Onboarding Gompleted

2,000

1,500

1,000k

i . .
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or.mi (line 98)

3,378

Affected Users

Status:

@ iPhone 7 Plus
@ Phone 4

@ IPhone 6 Plus.
wY

Location

Open

® 1021
102
@ 1011
e 00

101
® 1003

-3 4

[Eq

100

Mar 15 Mar 22 Mar 29

[f Sessions |l Statistics % Notes (2)

All Sessions  With Video

Duration Version

AM12/2017 9:43 AM 00:25 2.0

412/2017 8:53 AM 00:12 11

4/12/2017 827 AM 00:07 20

411272017 7:21 AM o012 2.0

23713 (d7df6f)
25195 (9fcfeB)
31541 (d6a50a)

26427 (c2aezb)

iPhone 6 Plus
iPhone 3G
iPhone 5C

iPhone 4s

£+1 Toronto Ontario
= Oldenburg Mecklenburg-Vorpemmern
I+l Toronto Ontario

Wi Cambridge Massachuseus







nrc.nb Digialeccitie  Webwinkel  Camiére  Famiieberichien  Servce Inioggen  Q

Binnenland  Buitenland  Economie  Cultuur  Sport  Opinie  Wetenschap ~ Tech &Media  Meer
Vandaag

Inspireren als leider in 5

{23 @obaak
In de hectiek van de dag bestt
medewerkers vaak alleen nog Mobile
uitwisseling van instructies en
volgende 5 stappen zetten je \
pad. Tablet

Desktop

Brexit-speech Stationswinkels
May wil ‘creatieve’ Brexit, zegt zetien NS ziet af van verkoop AH to go en
keer Julia's op stations
Premier May deed enkele toezeggingen aan de EU NS wil zich concentreren op zijn kerntaken en zette
1 lover Brexit, maar concrete blauwdruk had ze niet. daarom zijn stationswinkels in de etalage. Maar nu
worden AH to go en Julia’s toch niet verkocht - tot 13 doden door Maria op Puerto Rico,
tevredenheid van de vakbond en het personeel dam begeeft het

@®© Meer nieuws

EKVOLLEYBA
Volleybaldames beginnen EK met zege
op Belgi

OESPRAAK
May wil na Brexit overgangsperiode
van twee jaar

X LUCHTKWALITEIT
Astronomie Taxi's 13 doden door Maria op Staatin hoger beroep in zaak

Energierijke Uber heeft n Puerto Rico, dam luchtvervuiling
i je D =

Historical Yesterday, Aug 28, 2017 All sections All authors example.com ~
@ ®
1,648,421 1,529,455
Total Engaged Minutes

Engaged minutes 3 ntec Traffic Source

Traffic Source Device Loyalty
Social 1 5 New
Search Returning
Links Tablet Loyal
Direct

Internal




Real-Time All sections All authors,

Concurrents

14,910 ‘/

CONCURRENTS BY TRAFFIC SOURCE

Recirculation

7%

Engaged Time

VISITOR FREQUENCY
YOUR TOP PAGES y Concurrents v
New -
3,551 Tough News to Swallow as Pharmaceutical Giant
Returning ' Goes Under
Loyal
Opinion: Headlines Look Best at the Top of A Page
DEVICE
& retaninG B 40
Mobile
Desktop

Stay Tuned for Updates to Our Concert Livestream
Tablet

LOCATION Country + Olympic Volleyball Hopeful Arrested for Spiking Punch

United States 9,653 n

Canada 723

L SR Uptick in Bird Migration to Canary Islands

2 AcauiRING

example.com ~

TRAFFIC by Source

Social
Internal
Search
Direct

Links

errers
Email, apps, M
Google
Facebook
Twitter

Reddit

Yahoo

Feedly

Digg

Google News

Drudge Report

TWEETS BY TRAFFIC

B Voreng Moy

oo woopra.com ¥

Dashboard  People  Analyze  Automate  Configure

All Analytics Reports > A/ Checkout Success by Product

TAGGED REPORTS

~ Checkout Success by Product

Favorites

@ Product Engagem. ' CONFIGURE

@ sales

@ customer Success [IMEERAME ) Last 30 Days
9 Marketing renrormeD oY | i atpeopie + (@)
@ Partnerships
ANALYZE Payment v
@ Marketing
COMPARE BY

Add Ta

MEASURE BY

REPORT TYPES

11" Journeys

A~ Trends

Retention

RECENT

b

iPhone 5 0.00

iPhone 6 169.63
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See How It Works

A customer visits your website Lucky Orange records everything

and str x/‘lj‘(ffi to use it SO you Can learn from it and increase conversions

OVERALL PERFORMANCE MOBILE SEO SECURITY

WEBSITE GRADER

Powered by HUbSPBt

87

GOOGLE.COM

THIS SITE IS GOOD

You're really good at this! Now let's take your site from good to great.

PERFORMANCE SECURITY
—
27 10
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0 * @ -
0 9
\ba n T Task Comp
€ L Add a ta Save
.
N /
How to keep up and make design
decisions quickly
Th al nt tis

i » o ™ ® < Previous Participant “ Next Participant >

CONTENT IS LIKE WATER

oo I i I

You put water into a cup it becomes
You put water into a bottle it becomes
You put it in a teapot, it becomes




54 Proven Words And Phrases

To Use In your Calls to Action

Verbs To Kick it Off:
Get
Download
Start

Stop

Build
Grow

Join

Learn
Discover
Add to cart
Try

Find

Save

Hope And The Answer For What's In It For Me?
Me

My

You

Your

Results
Returns results
Guarantee
Free

New

Safe

Proven
Rick-free
Because

Limited supply

While Supplies last
Only a few left
Featured

Exclusive

Advanced

Secrets

Access

Special Offer
Request an Invitation
Members Only

Now Closed
Pre-register / Pre-order
Limited Spots

Exclusivity To Make Your Audience Feel Special:

Words to avoid:
Submit

Order
Our / Ours

Urgency To Entice Them To Act Now:
Ends tomorrow
Limited time only
One-time offer
Expires soon

Urgent

Deadline

Now

Only availableto
Only X days left
Offersendson
Closing Soon

Today

Today Only

Last chance

Hurry

Immediately

Before

Ends




Chapter 5:
Using Ul and Content for Better Communicat
ion

OSCARS

“MOONLIGHT”

ADELE ROMANSKI, DEDE GARDNER
AND JEREMY KLEINER, PRODUCERS

Best Picture

BEST PICTURE

“"MOONLIGHT”

Adele Romanski, Dede Gardner
and Jeremy Kleiner, Producers

OSCARS




Actress in a Leading Role

EMMA STONE

LA LA LAND

NO HIERARCHY

On the Moon!

‘A Giant Leap’ for All of Man-
kind Americans First to Walk on
Dead Lunar Surface

Space Center, Houston

Lorem ipsum dolor sit amet, ut
alia ludus evertitur vel, pri ut
maiorum maluisset. Eam ut

muci
gracece labore
fecto incorrupte no sea. Eius

s option dissentiet. Ex

irmod sit. Pe;

utroque periculis eos te. Aliquip

molestie perpetua eum ex, sumo
laudem deseruisse mel no. Libris
tacimates antiopam pri at. S
no fugit exerci partiendo.

LIMITED HIERARCHY

ON THE MOON!
4 Giant Leap’ for All of
Mankind
Americans

irst to Walk on
Dead Lunar Surface

Space Center, Houston —
Lorem ipsum dolor sit amet, ut
alia ludus evertitur vel, pri ut
maiorum maluis:
mucius option di
graece labore eirmod sit. Per-

fecto incorrupte no sea. Eius
utroque periculis eos te. Aliquip

molestie perpetua eum ex, sumo

laudem deseruisse mel no. Libris

tacimates antiopam pri at.

IMPROVING...

ON THE MOON!
A Giant Leap’ for All of
Mankind

Americans First to Walk on
Dead Lunar Surface
Space Center, Houston — Lorem
ipsum dolor sit amet, ut alia ludus
evertitur vel, pri ut maiorum malu-
isset. Eam ut mucius option dissen-
tiet. Ex graece labore eirmod sit.
Perfecto incorrupte no sea. Eius
utroque periculis eos te. Aliquij
molestie perpetua eum ex,
laudem deseruisse mel no. Libris
tacimates antiopam pri at.

MUCH BETTER!

ON THE MOON!

‘A Giant Leap’ for
All of Mankind

Americans First to Walk on
Dead Lunar Surface

Space Center, Houston — Lorem
ipsum dolor sit amet, ut alia ludus
evertitur vel, pri ut maiorum malu-
isset. Eam ut mucius option di:
tiet. Ex graece labore eirmod sit.
Perfecto incorrupte no sea. Eius
utroque periculis eos te. Aliquip
molestie perpetua eum ex, sumo
laudem deseruisse mel no. Libris
tacimates antiopam pri at.
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Link Link

Title comes here

riety redeye
o L

Title comes here
Lungo, galdo espresso milk
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irish, con
panna iced cultivar grinder
percolator lungo.

aromatic. Organic, arabica
caramelization brewed barista
skinny crema single origin
instant.

Primary Optical
Area

Strong Fallow
Area

Weak Fallow
Area

Terminal
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Variation 1 - Menu Hamburger

¥ L0GO

Variation 1 - Menu Text

MENU ' l0GO

Maximum Percent Words User Could Read (at 250 WPM)

100%

80%

60%

40%

20%

0%

200 400 600 800

Words on Page

1000

1200




Chapter 6:
Considering Accessibility As Part of the UX
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H2

This is a big text

This is a normal text




Accessibility - Wikipedia

https://en.wikipedia.org/wiki/Accessibility ¥ Traduzir esta pagina

Accessibility refers to the design of products, devices, services, or environments for people who
experience disabilities. The concept of accessible design and practice of accessible development
ensures both "direct access" (i.e. unassisted) and "indirect access" meaning compatibility with a
person's assistive technology ( for

Accessibility - Web accessibility Computernrrn ibility - Game accessibility

Accessibility - W3C - World Wide Web Consortium
https://www.w3.org/standards/webdesign/accessibility ¥ Traduzir esta pagina

The Web is fundamentally designed to work for all people, whatever their hardware, software, language,
location, or ability. When the Web meets this goal, it is accessible to people with a diverse range of
hearing, movement, sight, and cognitive ability. Thus the impact of disability is radically changed on the
Web because ...

why - what - how

“»

Smart TVs Smartphones Headphones

Label

searching in you notebooks




Title

lisandramaioli
An Italian-Brazilian journalist passionate about #UX and #UXresearch — http://uxpressocafe.com
Draft

@ fFeH your story...
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Chapter 8:

Improving IA for Better Navigation

Surface

Skeleton

Structure

Scope

Strategy

Concrete

A

v

Abstract

Surface brings everything together
visually: What will the finished
product look like?

Skeleton makes structure concrete:
What components will enable
people to use the site

Structure gives shape to scope: How
will the pieces of the site fit together
and behave?

Scope transforms strategy into
requirements: What features will the
site need to include?

Strategy is where it all begins: What
do we want to get out of the site?
What do our users want?




Concrete

A

\

Abstract

Visual Design

Interface Design

4

Information Design

Interaction Information
Design Architeture

/

Functional Content
Specifications ~~ Requirements

User Needs

Site Objectives

Navigation| Design

Completition

A

time

Conception

Location

America

Asia




Alphabetically

|, 703 W) oY

Afghan Boxer Collie  Dachshund Greyhound Husky  Poodle

i1

small medium big




Category

light color

mixed color

dark color

PANTONE 2975

PANTONE 3025

PANTONE

310

PANTONE

31

PANTONE 3105

PANTONE 3115

PANTONE

PANTONE

312

313

PANTONE 3125

PANTONE 3135

PANTONE

PANTONE

PANTONE

314

315

316

PANTONE 3145
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0.0 Home

[ 0.1 Home (logged in)

1.0 Creative Invites

[ 1.1 Art/Design Cls

v [ 1.1.1 Specific Art/Design Cl

¥ [ 1.1.2 Upload Artwork
[ 1.1.3 Congratulations page

1.2 Fashion Cls

1.3 Film Cls

1.4 Music Cls

1.5 Photography Cls

.0 TH Artists

2.1 Art/Design

[ 2.1.1 Artist Portfolio

2.2 Fashion

0
[ 2.3 Film
O

g A I B P P

2.4 Music

[ 2.5 Photography

3.0 Blog

[ 3.1 Success Stories

v [ 3.1.1 Featured Articles
[} 3.1.2 Article

3.2 Featured Artists

3.3 Meet Judges

3.4 Host Interview

3.5 Winner Announcement

3.6 Get Inspired

3.7 Tips & Advices
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L0Go

gagéo Priméria]

Home > T 0o post

Blog

[Zone Heading - O] <H1, H2, H3>

[Zone Heading Description - O]

= HORONORS

[Body - O] In ut fels vel dolor bibendum viverra. Mauris laoreet, purus luctus bibendum euismod, nunc ipsum bibendum vel, id pulvinar diam metus
varius ex. Etiam porttitor aliquam tellus, eget Suscipit dui pulvinar eget.

[Article Title - R] Lorem Ipsum Dolor

[Publish Date -O] Jan 28, 2015]

[TAGS - R] TAGS: Tag 1, Tag 2, Longer Tag 3.

[Article Title/External
0] <H2, H3, Ha>

ink Text -

[Story - O] Pellentesque habitant morbi
ristique senectus et netus et malesuada
fames ac turpis egestas. Vestibulum tortor
quam, feugiat vitae, ulticies eget, tempor sit
amet, ante. Donec eu libero sit amet quam
egestas semper. Aenean ultrcies mi vitae est.
Mauris placerat eleifend leo. Quisque sit amet
est et sapien ullamcorper pharetra

[Lik2-0]

[Author - O] by Jane Smith

[Article Title/External Link Text -
0] <H2, H3, H4>

[Story - O] Pellentesque habitant morbi
ristique senectus et netus et malesuada
fames ac turpis egestas.Vestibulum tortor
quam, feugiat vitae, ultricies eget, tempor sit
amet, ante. Donec eu libero sit amet quam
egestas semper. Aenean ultrcies mi vitae est.
Mauris placerat eleifend leo. Quisque sit amet
est et sapien ullamcorper pharetra.

[Lik2-0] |,

[Footer]

[Article Title/External Link Text
0] <H2, H3, Ha>

[Story - O] Pellentesque habitant morbi
ristique senectus et netus et malesuada
fames ac turpis egestas.Vestibulum tortor
quam, feugiat vitae, ultices eget, tempor sit
amet, ante. Donec eu libero sit amet quam
egestas semper. Aenean ultricies mi vitae est.
Mauris placerat eleifend leo. Quisque sit amet
est et sapien ullamcorper pharetra.




About

httg://mysite.cc

Nav

1.1.0 Our offices http://mysite.cc Nav
1.2.0 Client at a glance http://mysite.cc Marketing paragraphs
1.2.1 Corporate backgrounder http://mysite.cc Marketing list w/ description
1.2.2  Awards http://mysite.cc Marketing list w/ description
1.2.3 Corporate history http://mysite.cc Marketing
1.2.4 Corporate reports http://mysite.cc Marketing
1.3.0 Community connection http://mysite.cc Nav
1.3.1 Charutable contribuitions http://mysite.cc Marketing paragraphs
1.3.2 Volunteering to make a difference  http://mysite.cc Marketing paragraphs
1.3.2.1 Volunteer request form http://mysite.cc Marketing form
1.3.3 Giving guidelines http://mysite.cc Marketing paragraphs
1.3.4 Proposal process http://mysite.cc Marketing paragraphs
1.3.5 Computer product contribuitions  http://mysite.cc Nav paragraphs




Navigation Scheme

Global Navigation
LACMA STORE

Login/Sign up | WISHLIST (4) | CART (3)

ine LACMA

EXHIBITIONS Books & Media Posters & Prints Paper & Art Supply Home & Decor Fashion & Jewelry Kids & Gnmesl

Breadcrumb Navigation

Home » Posters & Prints > Posters

Primary Navigation

[Exhibitions (50)
Books & Media (30)
[Posters & Prints (15)
Posters (11)
Prints (5)

Banners (4)
See all (15)

Paper & Art Supply (25)
Home & Decor (36)

Foshion & Jewelry (42)

Kid & Gomes (24)

Footer Navigation

mas

Return Policy | Flot Rote Shipping | Store Hours | Memebership

emait webstore@lacmacom | tel +1323 8567

LACMA Museum Store - 5905 Wilshire Bouleverd, Los Angeles, CA-90036




Global Navigation

Lacma

LACMA STO RE vouncanr. 2 items | Search LACMA Store ®

CEE FLAT RATE SHIPPING  VISIT GETTY.EDU MY ACCOUNT 3 GART(0)  CHECKOUT

® The Getty Store

The Metropolitan

Sign In/Register — Members Save 10% Sign Up for Email | Customer Service | 800-463-7386 B8 Shopping Bag (1 ttem)

MEMBERSHIP | EXHIBITIONS

Q Search
de Young Legion of Honor
WEMBER LOG IN [MY CART| GHECKO

de Young

Legion of Honor

Museum Stores
Louvre

77y | merasionsian voursecount | Nevteor [
Museum shop Empty basket. ﬁ

*%~ Musée du Louvre

Guggenheim
|| mevaees save 10% soim Tooan soccn e somrn. @}

GUGGENHEIMORG ACCOUNT Q) WISHUST() LOGOUT  CART() 4000

GUGGENHEIM STORE




Primary Navigation

Lacma

Exhibitions Posters+Prints Books Stationery Home Apparel Kids Wear LACMA What's New Sale

Exhibitions UL E Books Stationery Home Apparel Kids Wear LACMA What's New Sale

The Getty

Fathers Day ‘ Apparel & Accessories ‘ Jewelry ‘ Kids ‘ Getty Exclusives ‘ Home & Gift ‘ Books & Media ‘ Exhibitions ‘ Sale

Fathers Dy | Agparet s Acesries - | Jewely | 1 | GetyExcusives | Home it - | ok e - | Exiiions | sl

The Metropolitan

Tk supre  Bgoie® BMS& gomopecor  SPUMDE meiss  MPPUOLE pestsollers  Magasine
ek sulpre  Bgokt® P& gomepecor  Spasnend  mekds  APPUUY BestSellers  Magasine

de Young Legion of Honor

Special | _FA Apparel & | Books & | Home & | Jewelry & | Posters & | Stationery & Art On

‘ Highlights | & ibitions | Exclusives | Accessories | Media ‘ Office ‘ Waiches | Prinis Games | 9% | pemand

special | _FAMSF [Tl Books & | Home & | Jewelry & | Posters & | Stationery & ArtOn

‘ Highlights | exfipitions | Exclusives m Office | Walches | Prints | Games || Demand
Books  KiDs  POSTERS  pyp  ACCESSORIES  FASHION  JEWELLERY ~ ENGRAVINGS  SCULPTURE  oom ON

STATIONERY DEMAND

POSTERS, PRINTON
BOOKS  KIDS DVD  ACCESSORIES ~ FASHION  JEWELLERY ~ ENGRAVINGS  SCULPTURE ol

Guggenheim

FORHOME ~ LIMITEDEDITIONS ~ KIDS ~ ACCESSORIES ~ JEWELRY  BUILDING ~ STORYLINES

FORHOME  LIMITEDEDITIONS ~ KIDS ~ ACCESSORIES ~ JEWELRY ~ BUILDING ~ STORYLINES




The Career

Creative Invites Participate The Brief About Host Key Dates Opportunity Guideline Submissions
Enter This
Contests Contest Project Brief More Info Deadline Cash Award Specs Entries
Creative
Challenge Upload now! Brief/Your Mission About Deadline Awards Requrements Entries
Upload your About "x" days
Contests entry Summary no infos left Prizes Rules Entries
Submission Winner Vote with Twitter/
Comments (Cl) open Voting open In review Announced Blog Collaborate Facebook
Vote for Your Winner Popular Design
no comments  Submite Your ~ Favorite In Review Announced Stories Contests Vote for this Creation
Awards Pending/ Choose a Creative
Forum "x" days to go no voting phase Evaluation Awards Assigned Community Contest no voting
no comments _Live Contests _no voting phase Deliberation Results Blog Choose a contest. no voting
If logged in on 1.1.1
0.1 Home If logged in on 0.0
(logged in)
Go to the Choose a
Cis page Vertical
0.0 Home Go to the .. 1.0 Creative Choose a 1.1 Fashion
(logged out) Cis page “Invites page Vertical Cl
Choose a
Specific Cl
Choose a Featured Cl 1.1.1 §||:Je0|flc
Ask for login if is not logged
1.1.3
1.1.2 Upl S .
Artxgrlc()ad >Congratulations
page







Submit
Artwork

Read Official
Rules

Creative Invite
participants
list (2)

See ” Vote with
Submissions Ve NN o ook
Sort by sh_are_
Submissions

Art / Design

Check
Creative
Invite

Fashion

Comment c t
Creative s :nr:.r::g 5
Invite ubmission:

e S E D
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Photography

Music

Find Creative
Invites

~ Find Artists

Edit Profile

Create
Profile

Profile
settings

Profile Personal
Pictures Information

Upload
Profile
Picture

Followers / L
Followings Notifications

Biography
Works

Title /
Description

Find Artists
Upload
artwork

Edit / Delete
Artwork




Best Merge Method

The Best Merge Method often performs better than the Actual Agreement Method when your survey has fewer participants. It makes assumptions about larger clusters based on individual pair relationships.
100% a1% 0%

Journals
Textiles
Limited Editiens & Multiples.

Permanent Collection
LAGMA Publications.
E-books

Witing

Notes

Lamy Sultan
Bauer Pottery ]
Posters+Prints |
Exhibitions Catalogue
Ed Moses
Posters
Banners
Printers
Ties
Plates
Candes ]

Towels

Tea Towels |
Toys
Games
oVDs
Totes
Kids

Wear LACMA F
Jewelry

(@ Boords o

Dra. Sabrina PS  Fosom - AFM

Pinscoteca

Clubs de Campo
Ché com Cinsma
Featival 60 SIS Misco

Dia Internacional da Mulher

Lol 0 Incentive & Culturn

Dicas Cuurais.
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Chapter 9:

Prototyping and Validating UX Solutions
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5 bitmap assets
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Paintball Trip 1 vector asset

There is a paintball trip scheduled
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ee Social
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Jours ago
Woke up ealier today to this incredible scene.
1just had to share it with you!

Nyingchi, China

Julian P: Breathtaking! I'm jealous.

Brian Ingram 3 hours ago

Hands up those who know Chiang Mait Where
can I get hold of a charger for my MacBook? |
forgot to pick mine up at the airport!
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Chapter 10: Implementing UX Solutions

Client

Client
Objectiv

es

PROPOSED
EXPERIENCE

Resources

Title:

Lean UX Canvas

Date:

Iteration:

Business Problem

What business have you identified that needs help?

Users & Customers

What types of users and customers should you focus on first?

Solution ideas
List product, feature, or enhancement ideas that help your
target audience achieve the benefits they're seeking.

Business Outcomes

(Changes in customer behavior)
What changes in customer behavior will indicate you have solved a real problem in a way
that adds value to your customers?

User Benefits
What are the goals your users are trying to achieve? What is motivating them to seek out
your solution? (e.g., do better at my job OR get a promotion)

Hypotheses

Combine the assumptions from 2, 3, 4 & 5 into the following template hypothesis
statement:

“We believe that [business outcome] will be achieved if [user] attains [benefit] with [feature].”

Each hypothesis should focus on one feature.

What'’s the most important
thing we need to learn first?

For each hypothesis, identify the riskiest assumption. This is the
assumption that will cause the entire idea to fail i it's wrong.

What’s the least amount of work we need
to do to learn the next most important
thing?

Brainstorm the types of experiments you can run to learn whether your riskiest assumption
is true or false.

Adapted from Jeff Patton’s Opportunity Canvas. Download at:

Download this canvas at:




LACMA Store
1.0.3.1.Posters

‘wwwihelacmastore com

QDX ) €D

OnView | Program | Support | LACMA

LACMA STORE —_

I EXHIBITIONS Books & Media | Posters & Prints  Paper & Art Supply Home & Decor Fashion & Jewelry ~Kids & Games|

Members get and helps the Museum. Join

Home > Posters & Prints » Posters

Exhibitions (50) POSTERS & PRINTS
Books & Media (30)
€1.2,3.> Seeall
Posters & Prints (15) I Posters (11)
Porers (1) — ] L.
Prints (5) \ Price -to + Sort by gead
Banners (4) Price + to reorganize the items
Artist AZ i
See all (15) A Default is for
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Toper & A Seeh B9 PoSTER e T B Rei products R oroducts R oroducts
Home & Decor (36)
U$30.00 U$30.00 U$30.00
Kid & Gomes (24) X =

Mouse over: highlight
the thumb and

Refine by: § buttom "Add to cart"
Exhibitions
& Current Exhibitions (3)
 Past Exhibitions (8)
‘sooK Tow B buy sook oW B buy ook Tow B buy soox Tow B buy U$30.00
Artists: the best products the best products. the best products the best products For members U$30.00
§7 Alexander Calder (1) U$30.00 U$30.00 83000 U830.00
 Catherine Opie (1) Formemters US30.00  For mamters U$30.00 menters U$30.00 menters U$30.00

© Gloria Stuart (2)
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& John Singer (2)

© Pablo Picasso (3)
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800K, How 1 buy
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Beturn Policy | Aot Rate Shipping | Store Hours | Memebership LACMA Museum Store - 5905 Wilshire Boulevard, Los Angeles, CA-40036

Imag-mag-im;




REGISTERED USER IDENTIFIED

LACMA Store
1.2.1.Shipping Infos

QD XQC

wwwtheiocmastore com.

NEW USER IDENTIFIED

E-mail You aready hove an account Wot to ogn? E-mail
Ptio@peassocom F not ound pai@prcossocom Tmag not found
o G QUK Check OU, U Can 39 0B B G
creating o possword
Password

OPick at the Museum
®ship to:
Pablo Picasso
123 Art Ave, ap 4,
Gity of Angels,
CA-12345-678

OShip to a different address

Password

PICK UP AT THE MUSEUM

®Pick at the Museum
We wil let you know by email
when you can stop by at LACMA
store to pick your items:

OShip to last address used
OShip to a different address

You have gift(s) on your cart:

—

GIFT(S)

B00K: Super great book
v about beautiful California
A & Wrop for + $350
& Ship to a different address

Name
Note
Address
Zip Code Country
23456789 v
City

\. GIFT(S)

LACMA STORE

CHECK OUT (10f 2 steps)
© Shipping informaticmss:

@ Billing information

=
OPick at the Museum
@Ship to:
Full Name
Address

Zip Code Country

City State

0 Giean form
SHIPPING METHODS
©Flat Shipping U$6.50
OOther Shipping U$1100
OMost expensive U$25.00

You have gift(s) on your cart:

at book
about beautiful California

A O Wrep for + $350
0 Ship o o different address
Nome

—

Note

BILLING INFORMATION

ORDER SUMMARY

postER-TreetThumd  U$1500
(Jonn Balgessari)

‘800K Super great U$5000
Book about beoutful
Calornia

oo, Best scenes about  U$20.00
fhe great concerts ot the
Museum (2)

Subtotal U885.00
Shiping Us650
Tax U$790
TOTAL U$98.80

SHIPPING METHODS

Flat Shipping U$6.50
OOther Shipping U$11.00
OMost expensive U$25.00

“The other products will be shipped to the
primary address




Stages

Also, the user will be

filter the list based on
their stage of
« 06 = « 06 = «B @ =  relationship:

1

T Green: the user

didn'’t started a chat
with him or her

X

Orange: a chat was
started but the user
was not allowed by

the other to see her/
his full profile

Red: a chat was
started AND the
user was allowed
by the other to see
her/his full profile

Filter options

Besides being able to choose a list of AND/OR male/female, the user will
also be able not only to filter by verified plates, but also choose the
search radio.




0.0 Home

Main navigation to:
Creative Invites

» TH Artists

» Blog

Filter by vertical which
can change the

thumbs from all
featured spaces
bellow

Featured Cls (“All" is
default, it will change
when change the filter)

Featured Artists (“All”
is default, it will
change when change
the filter)

Foot Navigation: to:
Business Area, About
Talenthouse, Help
Center, Careers,
Talenthouse for

Business, Privacy
Policy, Terms &
Conditions

CO00O® MEIIEE

Creative Invites | Art/Design | Foshion | Fim | Music | Protography

Photograph for The Sunset  Design o i Remix “Steal My Gir" for
Strip Music Festival shaw for Stevie Nicks One Direction
[ ]
See all Creative Invites >>
Tolenthouse Arfists | Art/Design | Fashion | Fim | Musc | Protogrophy
See oll Talenhouse Arfists >>

Talenthouse Blog | At/Design | Fashion | Fim | Musc | Profography

Besides login, the user
who don't have an
account will have a
link here to do it.

Carrousel with main
highlighted content
chosen by an Editor

Social Media Widget
(last Talenthouse

Social Media
channels)

Featured Blog posts
(“All" is default, it will

change when change
the filter)




Widgets laterais

Os widgets (laterais e da home) tem
como objetivo facilitar o acesso do
usuario a outras areas do site durante a

navegagao L
83s Tabs clivaveis para a

Sessao ou Area

T > e > EUTTE <> EOTTEN <> TR
Opinido

Salas.
Otima sala para consultorio na R
Botucatu, 572. Michel - (11)99973-6691

(APM ©
Profissionais
z

Webtransmissao Revista APM
Carreira de Estado

Confira os fatores de risco para a gripe
HIN
Lei 13.003/14

Dendncias de Contratos

Valorizagéo de Honorarios
APM EM GUERRA

rofssion: tendiment oo 0 .
Dot os convrics. Reuniao cientifica de Auditoria A Finsncemento da Sede
Médica | Auditoria Analitica
Horario: 19h - 21h Educagao Médica
Periodo: 1510612016

Edigao 676 - Abril 2016
APM em Guerra contra a
Corrupggo

Pesq. AM/ Inst. Datafolha

remomi

Ac

Valor da Consulta Exa

Saiba qual o valor real de . oo <o )

<ua consulta com esta ique por dentro sobre eventos e
eoldora o agoes culturais da APM como Cha

calculadora de recetas e com Cinema, Cine Debate, Clube do

despesas Jazz 6 mato mais Botdo para agao ou

| calcular | IR | Ao | link para o conteddo




0.0 Home

Sartwors Oocooceoe Ommram o
o Creatfive Invites Talenthouse Arfists Blog o n
#PTXUglySweater
Create an 'ugly’
Christmas sweater for
Pentatonix

Cracive invites |

Photograph for The Sunset
Strip Music Festival

Tolenthoute Ariss| At/Design | Farnion

Tolenthoute Blog| Art/Design | Fainion

.
Fim | Mt | Protograshy Sociol Medio (Los Updoe)
Design o show-stopping Remix 'Stel My Gif" for
shawl for Stevie Nicks One Direction

ORI ERTT

See ol Creative Invies >>

Fim | Music | Profography

See ol Tolenhouse Arsts >>

Fim | Music | Photogra
10 Tips for designers Successeful History
Lorem ipsum door sit amat, Lorem ipsum dolor st amet,

ol oit.
Aenean euismod bibendum ‘Aenean euismod bibendum
Taoreet. Lorem ipsum dolor sit lacree. Lorem ipsum dolor st
‘amet, consectetur acipiscing et ‘amet, Consectetur adipiscing efe.
Aenean euismod bbendum ‘Aenean euismod bidsndum
aoreat.. faoreat.

Read more »> Reod more >>

Foot Navigaton

0.0 Home

On the home page the user should be able to find pieces of
the main areas of the website (1.0 Creative Invites, 2.0
Talenthouse Artists, 3.0 Blog) and also to Social Media.

© Logo
By clicking on the logo, the user will be directed to the 0.0
Homepage.

o Social Media Channels
Links to the main Talenthouse Social Media Channels
(external links), it should open a new window.

o Sign up/ Login

If the user is not logged yet, he/she will be able to login from
any page of the site by clicking "Log in". It will be shown a
box with space to fill with "user" and "password" plus
button "login”. If the user haven't created his/her login, he/
she will be able to create it by clicking "Sign up". In this
case, Will open a pop up with a form to be filled plus option
to sign up by login with Facebook or Twitter account.

o Main menu

The user will be able to access the main areas of the
website by on click: 1.0 Creative Invites, 2.0 Talenthouse
Artists, 3.0 Blog

o Search

The user can search any word or term on the website by
typing it and clicking on [EJ. The results will be shown in a
different page “Search Results”.




Custom thumbnail

Maximum file size is 2 MB.




0.0 Home

talenthouse “~ art works

The users should have an overview of what he/she can find on our website.

Logo/claim

The current site use only the icon form
the logo. The idea here is use the full logo
(icon + name + claim): "Talenthouse — Art
Works

Primary Navigation

This Primary Navigation should show the
user an “overview" about what he is going
to find on the website (Cis, Artists’s
Portfolios, Blog)

Editorial
Highlighted 3-5 pieces of content from the
whole website chosen by an Editor.

Featured Cis
Featured Cis which can be accessed
directly or also be accessed through
Vertical pages.

Featured Artists/Artwork
Featured artwork from Talenthouse
Artists’ Portfolios

Featured Blog posts
On the Home page, the user will be able
to see featured blog posts.

Login

Being logged will allow the user submit
their artwork to the Cls and also create/
edit his Portfolio.

Search
The user should be able to search any
content from the website/blog.

Social Media Widget
Social Media API to show the last Social
Media updates.

Footer Navigation
Link to our Business Area, About
Talenthouse, Help Center, Careers,
Talenthouse for Business, Privacy Policy,
Terms&Conditions
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Task flow
Answering the Quiz

Loading

o

James Bond
Wise

8. Score/Ranking

4B Badges/Perks
? Quiz

> Videos

@ Settings

Q Notifications

Quiz

Quiz ‘
Gongrts A
Yutve crned £,500 points

Answer

Videos

auiz ﬁ <Q

v/ Right

vioEos
a

vounow A 2,550 points

Play

Ali is going to see a friend who usually
challenge him about his James Bond
knowledge. Ali needs to get prepared for this
meeting.

\

|

Then he decides to check his new app "James
Bond Wise"to make sure he knows new facts
about the 007 spy.

Created with StoryboardThat.com for Lisandra Maioli




=
007 Spectre Teaser A o

Create your own at Storyboard That




Chapter 11: Measuring UX Solutions

Number of tasks completed successtully
f [
Effectiveness = x 100%
Total number of tasks undertaken
Task Time = End Time - Start Time
Strongly Strongly
Disagree Agree
1 2 3 4 5
Strongly Strongly Scale Calcula Score
Disagree Agree Position tion Contibuition
| think that | would like to use this
1 mobile app frequently & H 3
| found this mobile app
2 unnecessarily complex 2 52 3
3 \ug;inkthis mobile app was easy to 5 5.1 4
I think that | would need assistance
4 to be able to use this mobile app U al ©
| found the various functions in this
5 mobile app were well integrated 4 41 3
| thought there was too much
6 inconsistency in this mobile app 2 5-2 3
| imagine that most people would
7 learn to use this app very quickly s 5-1 4
| found this mobile app ver
8 cumbersome / akwa? to uge 1 5-1 4
9 | felt very confident using this 4 41 3
mobile app
I need to learn a lot of things
10 before going with this app 0 ol 2
TOTAL 35
x2.5 87.5

DETERRANTS =% NPS

Net Promoter Score =% PROMOTING CLIENTS -% CLIENTS




Detractors

Net Promoter Score

Passives

6 7 8

= % Promoters -

Promoters

9 10

Happiness

Engagement

Adoption

Retention

Task Success

THE H.E.A.R.T. FRAMEWORK

Goals

The app helps the users to get
the rhythm/beats when they are
performing music

The app acts as a companion
whenever users are performing/
practicing music

Users have developed the habit
to use the app when they are
playing music

Users continue to use the app

Users completed their
performance / practice with the
app

Signals

- High ratings on the app store
- Positive reviews
- High downloading rate

- Users are spending a lot of
time on the app

- Users start to use the app more
frequently

- Increase in the number of new
users

- Number of returning users

- Users used the app for more
than 3 mins

Metrics

- Ratings

- Downloading rates

- Shares / likes on social
networks

- Click rates
- Time spent on the app

- Number of new users each
day / week / month

- Number of users each day /
week / month

- Renewal rate
- Repeat purchases
- Number of active users

- # of users who use the app for
more than 3 mins
- # of users who use the app for
more than 5 mins




Conversion rate = Conversions / visits

Clicks ratio (CTR) = clicks / impressions

Collect quantitative data (the facts) + qualitative data (the reason for the facts)

KY.U .: Know your user.




